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Center stone any 
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| In these exquisite rings we have preserved the ) 
true spirit of the Early American jewelers’ art. KON-ITE = 
Early American Reproductions are made in exactly the same = \_5 


manner as the originals, cast in one piece of 14K solid gold, —_{ ¢ 
. . . . ° nerves -* 
with unusually massive tops into which precious stones can K 


be set with absolute safety and assurance against loss. 





Pictured here are three of a large selection of styles in 


stock for immediate delivery. They may be purchased unset A S A U E R & ¢ O 


as shown or, upon order, complete with stones to suit the 


— erewerme oe + 


customer’s taste and price range. Earrings available to match. KONITE BUILDING | 


Brochures showing 17 designs will be sent upon request. Cincinnati 2, Ohio 
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—Preakle abdastidration 
C Quality eee 


The WBO mark 

is indeed a dual-warranty 

of flawless quality 

in fine watch cases... 

For it symbolizes 

not only the supreme 
craftsmanship of 

WBO artisans but also 
identifies the masterful touch 


of Marce originality . . . 





e*** 
»* 


BOE. 


WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD 6& PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET | () NEW YORK 23, N. Y. 
aia. BU) 


A Subsidiary of the Gruen Watch Company 
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— No. 16. 
~~ $11.25 Keystone 
Fairway Multi-Stretch 
) Sterling Plaque 








68 
2-Towe 







Sets — 
$8.85 
9.45 










= No72S 
Combines No. 72 P (pen 
and No. 72 B (bracelet 
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Six sparkling new patterns of lockets and 
bracelets, boxed singly or in combinations as 
shown above. 2-picture lockets with 18” chain 
are 1/20-12K G. F. quality. Bracelets are 1/20- 
10K G. F. top shells with stainless steel backs. 
Sold through wholesalers only. 


FOSTER METAL PRODUCTS; ATTLEBORO, MASS. 
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4. Reasons to use J Source™ 


for Perfect ings and Findings 


f, INCOMPARABLE VARIETY 
UNLIMITED SUPPLY 
SUPERIOR DESIGN 
METICULOUS CRAFTSMANSHIP 


. erfect Rings and Findings in 

Ce Ss ee | /R 0) Gelato mm 4. Gm £-Jilo) anol am a Aalhi= 

909 SERIES « y - e oy - 3 — : yy . ¥ fy : (y »- %) 1 ct (O7elfo Pam celilolelltlimeolalomm AOMyPmmialollela 
NOIVGRS ZE S 7 . c . 5Y : : 6 | 6 A S 7, - 7y _ . 4 } oo : 8 . Vo Piatinum (adlen:eveilobin ae 
Col dtolame.-am o](-1lelal-1 ae Mela ltali-tome ie) ob 

eo] AM 1a -Mn 2010] mmol S101 ce ]alel- moh aeie) ol -taleli 
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ager tee 8 ESS ring manufacture with a more 
oy 8 BS ie , ; pa 
re ap be = Ke’ é S 
Reon WE 4s test 


eh Ze] ae] o)(-mm ol coh ilmmcelalel-# 


946 SERIES ee A Ku Cie SPECIFY K&B DIE STRUCK RINGS 
—M/M SIZES 4! —  S A F 8 9 AND FINDINGS... AND BE SURE 


fa 


¢ A_ 
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THE LEADING 
RING FINDING MANUFACTURERS 


FOR QUALITY LADIES’ & GENTS’ STONE RINGS —ITS 
FALCON STONE RING MANUFACTURING COMPANY, Inc. 
Cs A DIVISION OF KARLAN & BLEICHER 
| > INC. 


YS eae 
IESE WEST FOURTH STREET NEW YORK /4N Y¥ OFFICES IN CHICAGO AND LOS ANGELES 
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Scull 


THAT BLOWS UP 
A STORM 
OF PROFIT 


Cash in on this big 


HARPER'S BAZAAR 


PROMOTION 


The Cruise Issue 
of Harper’s Bazaar is 

carrying a big editorial promotion 
on the new ‘‘Southwind”’ 
pattern . . . and Simmons is right 
on top of it. The new 
“Southwind” by Simmons 
‘necklace, earrings, bracelet 
and brooch . . . is featured 
in a big half-page, two-color 
advertisement. 

Get your share of cruise selling 

_.. Christmas selling. Get in 
touch with your Simmons jobber 
and order Southwind today! 


R.F. SIMMONS CO. 


Attleboro, Massachusetts 


ORDER BY NUMBER: 

SET (CHOKER AND EARRINGS) LSS 1776 
CHOKER SSH 177, EARRING SSE 177 
BROOCH SSB 177, BRACELET SSF 177 































As Slim and Graceful as a 
Wind Curved Palm 
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This Lovely Genius-D 
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~ BY SIMMONS 


A sweep of soft-sheen silver luxuriously heavy 

~ Classically graceful ~~ Southwind hy Sinmmons. 

This striking get by “rmimions is one of those rare 
“s a > ‘ F : Pe ey : 

fortunate eostume combinations that flatter 

both aits ane separates ~~ are perfect 

for Nassau nights or Dayton davs., 

In smart, soft sheen S ‘I N 

rat t, soft sheen Sterling silver. Necklace, 

‘arrings—~ brooch and bracelet to match if vou wish. 

High fashion women’s jewelry by” 

Simons available in hetter jewelry 

SHOP ER wom ON ery where, 


R. F. SIMMONS COMPANY 


Attlebore, Mossachusetts 
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he Baker line of settings and findings is so 
comprehensive that the manufacturing jeweler 
will find in it everything he may need to pro- 
duce the new pieces he is creating. There are 


high fishtail and illusion style settings, our 


popular Masterpiece Illusion Line, circlet, 


skeleton, pearl spread-base and crown, emer- 
ald shape, square and high settings with four 
cramps as well as Tiffany types. We make 
findings for one-piece to five-piece mountings 
both light and heavy weight, stone plates in 
plain and fancy shapes, bases, bezels and 
round and square tubing. All are available 
in jewelry palladium and in gold. Besides 
these items we produce pins, joints and safety 


catches and solder for every purpose. 
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EE AOL LIE LSS: LOBEL 


SEE YOUR JOBBER ABOUT Tae) 
FABULOUS BUSINEse on tS 


Ph USINESS BUILDER TODAY 
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» WORLD’S LARGEST MANUFACTURER OF PIERCED EARRINGS 
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At These Low Retail Prices 


FROM $36.50 RETAIL 
FROM $79.50 RETAIL 
FROM $99.50 RETAIL 
FROM $149.50 RETAIL 
FROM $199.50 RETAIL 


OTHER SETS FROM $300 UP 


Princess Rings and a 
varied line of Diamond 
Wedding Rings, set part- 
' way and all around... 
Sy Nee. oe a QE» Fishtails, Channels, Double- 
Picard WScy- ¢: Ss) Row and Wide Wedding Rings. 


~ 


m 
; 2 * . > y ‘or = w i ~ & 
RRA o ONS OT 
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We manufacture one of the most complete 
lines of Seamless Gold Wedding Rings for 


the bride and groom, at popular prices. 


RINGS ENLARGED 
TO SHOW DETAIL 


NEWSPAPER MATS AVAILABLE 


¥ DIAMOND RINGS 


BRISTOL SEAMLESS RING COMPANY «+ 71 NASSAU STREET, NEW YORK 7, N. Y. 
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Samples of new additions to the Catamore 
line... rich in design and 
craftsmanship ... and typically “just 
right” for your customers’ tastes 
and pocketbooks. See these and many 


more ... through your wholesaler. 


oy 


CATAMORE COMPANY Wistsmed. 


CHICAGO e SAN FRANCISCO 
(A) R-90 Sterling rosary, hand-engraved cross and center, with (D) 1254 Four-way Sterling hand-engraved medal. 
full Tin Cut jet beads in round, pyramid or x-cut shapes. 
(B) 1255 Sterlin 


St. Christopher Medal, extra heavy weight, (E) 
with chain. 


(C) B-89 Sterling rosary bracelet, hand-engraved cross and (F) 
medal, with genuine Rock Crystal beads. 


All items gift boxed 
10 


#44 Sterling cross and chain, hand set Marcasite stones. 


#45 Sterling cross and chain, hand set Marcasite stones. 
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*Sold direct to Jewelers by Hamilton Watch Company, Lancaster, TTS ANAS LLCS. 














To irreproachable quality, we add the - 
gracious styling that outlives the years, 


o. = 
Manufacturers of Gold and Platinum Watch Cases 


‘6th $ 7 RBs FT YORK 
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ll ()) fe Hl Gold Filled and Rolled Gold plate jewelry is competitive with 
cheaper products because General Plate’s engineers have kept 


Gold Filled and Rolled Gold plate modern,—all the way 


h through. Now the gold has fine grain structure and mirror finish. 
tro] Special alloys are used for support metal to meet specific needs. 





Exact grain structure and temper are delivered as ordered. 
Interlining is used to keep the precious metal “on top”. 





Underlying all these improvements is the basic fact that roll- 
ing metal under pressure brings enduring quality. Work with 
these modern composite metals and offer your customers the 
great values made possible with Gold Filled and Rolled 
Gold plate. 


Aithewet 






A GENERAL PLATE GENERAL PLATE DIVISION 


Metals & Controls Corporation 
Attleboro, Mass. 


_OFFICES: Attleboro ®© New York @ Chicago @ Detroit ® Indianapolis * Los Angeles ¢ Mansfield, Ohio 





FOR NOVEMBER, 1952 13 

















Trading up a customer 
is often simple as showing 
this... or this 




















The art of trading a customer up to a higher unit sale is often as easy as this: 
Your customer has expressed an interest in a lower priced watch. You show 
a few. Then—you reach into your case. You pick up a Lord or Lady Elgin 
Watch. You place it on the counter. The reaction is usually quick. And 
profitable for you! Why not try it yourself on your neat watch customer? 


Elgin, the watch with the heart that never breaks— 
the guaranteed DuraPower Mainspring 


For what’s new in the watch business, watch I (j | N 
Elgin National Watch Company ° Elgin, Illinois 
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JEWELIITE. 


A new Superior 14 Karat White Gold 
and Palladium Metal. Possesses un- 
usual workability for Rings, Watchcases, 
Bracelets, etc. Contains No Nickel—Stamps 
and casts exceptionally clean 





SUPPLIED IN ALL FORMS 


*TRADEMARK APPLIED FOR 


SETTINGS and SHANKS 
in PALLADIUM and GOLD 





«SERIES 485 SERIES 570 





HONESTY ACCURACY 








» REFINERS & SMELTERS | _ JEWELERS 
SOLDS FOR HALF A CENTURY PALLADIUM 


Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON inc. 


25 West 47th St. © Phone JUDSON 2-3095 e@ New York 19, N. Y. 
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NOVEMBER NEWS FROM THE 


IT’S THE TRADE’S 
ee ar J STRONGEST SLOGAN— 
B U T eee 





or the ailts 


youll sive _ 
‘Tet your jewet 
let # your ouide 


pride ~ Quality Jewelers must COMPETE 
to make The Watchmakers of 
Switzerland campaign pay off 





SRR eptapaatats sake RS SR 


THIS YEAR, shoppers have the widest gift selection in 
history. And while Quality Jewelers offer America’s 
most wanted gift, the fine Swiss watch, they musi 
fight for traffic—and earn every sale! 


That means active local tie-ins with The Watch- 
makers of Switzerland national campaign. It means 
taking the final step that converts a pre-sold shopper 
into a well-sold sale in your store. 


AND DISPLAY’S THE THING to help you sell UP. You can 
easily build a telling, selling display of your quality 
Swiss watches around our December advertisement 
(right). It appears in Lire, Look, SATURDAY EvE- 
NING Post and FARM JOURNAL—or you may prefer 
to use the December page in our full-color “Preview” 
brochure which you received earlier this year. 











SELLING UP MEANS SELLING BETTER: beiter merchandise and better 
profits. You'll find customers respond better, too, when you give 
them the many reasons why the fine Swiss watch is truly “the 
perfect gift”—both to give and to receive. 


The WATCHMAKERS 
OF SWITZERLAND 
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WATCHMAKERS OF SWITZERLAND 


Why genuine watch parts mean more satisfied 





customers—and more repair profits 


Winding stem is example: only GENUINE stems 
come to you factory-perfect in ALL dimensions 


ERE IS A TYPICAL WINDING STEM, with 
H clutch and winding wheels. As you 
know from experience, if a replacement 
stem is not Genuine — that is, if any of its 
many precise dimensions are improperly 
sized — your customer is in for trouble the 
minute he winds his watch! 


THAT IS WHY WE SUGGEST so strongly that you 
specify Genuine replacement parts. For only 
Genuine Swiss repair parts are made to ex- 
act factory specifications. In fact, they are 
made according to the very same blueprints 
as the original movement itself—and made 
with the very same quality steel. 


THUS, to take the example of a Genuine stem. 
it always has clean-cut threads, with hub 
perfectly sized to fit snugly in the stem hole 
of the plate. And the perfection of the stem 
square — which fits the clutch wheel core 
with micrometric accuracy, permits the 
smoothest possible meshing of the clutch 








RESULT? With Genuine Swiss watch repair 
parts, you are sure ofa perfect fit. And as you 
know from experience, that means 100% 
customer satisfaction! 


wheel, winding wheel. and setting wheel. 


THE FINAL STEP in assuring factory-perfect accuracy in 
Genuine Swiss repair parts is packaging. This assort- 
ment of stems, staffs, barrel arbors and other parts 
shows the bright, metallic containers that identify 
Genuine parts, and protect them in transit. So it’s 
no wonder that the Watch Material Distributors 
Association is pledged to supply you 
with Genuine Swiss materials—the one 
sure way for you to get parts that 
really fit! 





ALWAYS SPECIFY GENUINE SWISS REPAIR PARTS FOR PERFECT FIT 
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UNRIVALLED FOR BEAUTY 
UNEXCELLED FOR CRAFTSMANSHIP 
UNSURPASSED FOR VALUE 


Hand Carved 


aI 
Viittily 


Matched Wedding Ring Sets 


Designer Fred Barel has added fo his ex- 

tensive line several new hand carved origina- 

tions that are more beautiful than ever... more 
exciting than ever ... more irresistible than ever. 


Brilliantly conceived and created in the re- 
nowned Fred Barel tradition, BAREL BRIDAL 
Matched Wedding Ring Sets are outstand- 
ing for their exceptional quality and av- 
_ thentic originality...the exclusive choice of 
discriminating people from Coast to Coast. 


exclusively 3 7 


; 3 
| 
. : cg 
designed by Sold Directly To The Retailer By The Manvfacturer 
| Mats Available Free Upon Request | 


Biedl Goref | 24-Hour Service On All Special Orders _ 


BRIDAL RING CO., Inc. @ 87 Nassau Street * New York 38, New York 


& 
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KOMFIT 
httevalof Wich (ands 


KOMFIT Bands are thin as a dime, completely 
i Ca USCULEN adjustable to wrist size. 





Lady KOMFIT 


K800 $6.50 


{yellow or white) 


Stainless Steel Lining 
F 1/20-12 Kt. Gold Filled Trim 
ara %%” wide 


: 


The KOMFIT Stand 







PEE e : PEEEEEPEERP EEL EES At U. S. PATENT NOS. 

PERLE ERT EE Pigad PRPEEL TRL EEED: Seeeee: 4 ii 2.015.308 

gage: & | pide iad’. i 2.184.319 
2.333.048 


Zz 
q 4 
Fo Be Bo Boo 2 

3 

) Re SOO eS oe Saie 








K711-—Stainiess Steel Lining with 1/20-12 Kt. $K711—Ali Stainiess Steel......00000... $6.50 
Goid Filled Trim (yellow only) $10.60 14/108—All-14 Kt. Gold $144.00 
K7141—Stainiess Steel Lining with 1/10-14 Kt. 
Gold Filled Trim {yellow only)......0.00..... $16.20 


The KOMFIT Royal se” wide The KOMFIT Grand se” wide 





ed “ a Filled esas K801~—Stainiess Steel Lining with 

eiow Oonty Siete 1/20-12 Kt. Goid Filled Trim 

$K814—All Stainless Steel ........ $6.00 {yellow only) .......... Scckccsnsibas $13.50 . 
: $K801--All Stainiess Steel... $7.00 





827~—1/20-12 Kt. Goid Filled 
fyellow or white) .............. $8.40 
individually Boxed 


with ALL PRICES KEYSTONE 
C-O-N-T-R-O-L-L-E-D S$-T-R-E-T-€-H 
Exclusive FORSTNER Expansion Feature 


It pulls out to slip on easily! It snaps back to 
hug wrist snugly without pinching! 
"Patents Pend. 


Im ie : JEWELRY’S NAME FOR QUALITY 


FORSTNER CHAIN CORPORATION, (8¥1NGIONR Ii, A. i. 











now under one roof — 


All facilities from the 
rough diamond to finished, 
distinctive diamond jewelry. 
IMPORTERS e CUTTERS e SOURCE FOR THE TRADE 
From 1 Carat to 50 Carats you 
will find it at the HOUSE of DIAMONDS. 


UD. Due. 


The Aowe of, Dicmonds 
bb Bowery at Canal -199 Comal 
Tew ! wk 13, Ny 


rd Va 


COMPLETE MEMORANDUM SELECTION 
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It will pay you to concentrate on Bretton because... 





° 
s 


SN Sey 


2% ore lamous watches wear 


Bretton Bands than 











any other kind 


BRUNER-RIT TER, ine. 


630 FIFTH AVE., NEW YORK 20 


*f Again—we are serving the Armed Forces by devoting 
our specialized skill and part of our production facili- 
ties to the making of precision defense materiel...items 
that meet the highest quality standards in the world. 
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One of her best friends was getting married. She wanted to 
give a silver platter but was worried about the cost. 
cee and OLD SILVER Then she saw this sign in a jeweler’s window—“We pay 
makes A RCW sale di high prices for old silver.” That solved her problem —for, 
— with the help of what she got for some old silver that had 
been standing unused for years, she bought a beautiful silver 
- platter within range of her pocketbook. Another case 
= of a new sale for a jeweler because he buys old silver. 
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OLD SILVER make new business for you 


Yes, there’s always a good chance to make new sales 

: when you buy old silver, and gold and platinum, 

= : too—for it brings people into your store and also 

gives them money which encourages buying. But, 
make sure of getting the most from your purchases 

by sending them to Handy & Harman, fabricators and 
refiners of precious metals since 1867. Our reputation 
is your guarantee of a full value return every time. 


Try us with your next lot and compare. 





HANDY & HARMAN 


NEW YORK: 15 WEST 46th STREET, NEW YORK 36,N. Y. 
82 FULTON STREET, NEW YORK 38, N. Y. 
| PROVIDENCE: 425 RICHMOND STREET, PROVIDENCE 3, R. I. 
CHICAGO: 55 EAST WASHINGTON STREET, CHICAGO 2, ILL. 
, LOS ANGELES: 3625 MEDFORD STREET, LOS ANGELES 63, CALIF. 
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“Patented 163,126 KUSHNER & PINES, INC. 
15 WEST 47TH ST., NEW YORK 36 


KH known For quatity 
MAKERS OF DISTINCTIVE MOUNTINGS 
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A policy of the new Waltham management- 
of vital importance to every Retail Jeweler 


When the watch production pot precision watchmaking, for distribution only 
boils over, watches flow into other through authorized wholesalers, for sale ovly 
channels...endangering your watch through Traditional Watch Retailers. 
business. That’s why Waltham’s 


Both you and Waltham benefit by our Controlled 
new management, long experienced 


in the watch industry, has established Pn ey 


the policy of Controlled Production You—and only you—are the Ruler of Waltham’s 
—production limited to the needs of production. It is geared to measure up to you’ 
Traditional Watch Retailers. volume requirements, your quality requirements! 


Controlled production is your only Since your business sets our production, our pro 
assurance of controlled distribution —distribution duction can’t upset your business. 


through Traditional Watch Retailers only! | 
As for us, with controlled and balanced production, 


Waltham watches—one of the great names of all we don’t have to develop new outlets for oul 
Time—are being produced in the finest tradition of watches... just new watches for our outlets! 





1952 WALTHAM WATCH COMPANY 
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WALTHAM’S 5 POINTS IN YOUR FAVOR 


1. Controlled Production which assures controlled distribu- 
tion: every retail sale of a Waltham watch brings a profit toa 
Traditional Watch Retailer! 


2. Responsible wholesalers — near and neighborly — whose 
stocks are your stocks, to assure you prompt delivery...extra 
sales... quicker turnover of your capital. 


3. Waltham watches are the finest quality ever produced. 
Steel escapement, steel double roller, beryllium-alloy balance, 
special alloy hairspring, rigid timing standards, balance staff 
AAA resilience rating. 


4. National advertising to perpetuate the generations of fame 
behind the Waltham name. This Christmas, dominant ads in 
Life, Saturday Evening Post, Collier’s, Holiday and other na- 
tional and local media. 


5. A program of store promotion aids to bring—and keep— 
the watch business in the hands of Traditional Watch Retailers. 
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THE WATCH TO WATCH IS 
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AMERICA’S FIRST WATCH... 
NOW IN ITS SECOND CENTURY 


WALTHAM WATCH COMPANY ¢ WALTHAM “The Watch City”, MASSACHUSETTS 











Just in time for Thanksgiving and Christmas selling! 


. 7 
be | 
It's the outstanding set of this—or any season! Designed for 


modern living, with all the pieces needed for modern hospitality, 
and one place to store them! 


YP 
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Beautiful, useful drawer chest, anti-tarnish, lined in holly 
red velvet, mahogany finish. 





New, two-piece Salad Serving Set, solid nylon bowls in lustrous 
black, practically unbreakable, will not stain or pick up food odors. 
The silverplated hollow handles match Community* patterns. 


A Gravy or Serving Ladle is an extra plus, making a total of 55 pieces. 













Special! Limited Time Only! 
2-Pc. Serving Set 52% 


_ = — REGULAR $570 





An ideal gift to suggest! A real 

traffic builder to feature in your 

| ' — Christmas windows! Available in 

—=— | ‘ al ee a all 5 famous patterns, to match 
) @ 7 every Community set! 


Jot course, you make your regular mark-up! 











December 1 issue, on the newsstands November 28, your customers 
will see this magnificent Modern Living Set! 


And other full-page Christmas selling advertisements will also ap- 
pear in December issues of 
Ladies’ Home Journal Redbook 
Woman’s Home Companion Household 
Good Housekeeping 


PLACE YOUR ORDER TODAY FOR 
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16 TEASPOONS 
8 KNIVES 
8 FORKS 
8 SOUP SPOONS + 
| * a { 8 SALAD FORKS 
— 1 BUTTER KNIFE GRAVY LADLE 
1 SUGAR SPOON 
2 SERVING SPOONS 


2-PIECE SALAD 
SERVING SET 














































ALL! 
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55-Pc. Service for 8 \] 
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YOU MAKE YOUR 
REGULAR MARK-UP 


tl 


available in all 5 






Community patterns, 
including the new 
White Orchid* ! 


HOLIDAY SELLING 
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Oyriginality of styling in good taste— 


fine quality—priced modestly—value you recog- 


nize. No wonder Seidman creations meet with 


instant favor among progressive jewelers. 


SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 19, N. Y. 


2413WB 
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OTOROLA SCOOPS 
RADIO INDUSTRY 


With New Sales Winners Just in Time for Christmas Profits! 
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SONA on a “ OY Sen 











Styles in America’s 
Most Popular 
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> Just in time for your Christmas profits—the 
compact ‘‘camera-case’’ Motorola is out in three 
wonderful brand new styles. There’s the tooled 
saddle-brown or the Suntan simulated leather styles 
and the green simulated alligator. 
Those, plus the popular black royalite and the 
rest of the Motorola portable line are ready to 


make your sales this Christmas bigger then ever before. 


Motorola seks the pace with — insu 
new ideas styling and engineering! 


World’s largest exclusive electronics manufacturer, Motorola 

again scoops the industry with ideas for sales—more revolutionary 
firsts in efficient engineering—finer, more detailed styling! 

Show the complete Motorola line—discover how the name 
Motorola opens the door to greater profits and see the new All sets 


clock radios, too—now—at your distributor’s. AC-DC-battery 


* 
$32.95 52B-2 Green simulated 
less batteries alligator 


i 










yy, 





52B-3 Saddle-brown 
tooled simulated 
leather 










A *Prices slightly higher South and West. Prices subject to change without notice. 
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Young students of the Rhode Island 
School of Design won Certificates of 


Award with these winning designs. The 
judges selected these, among others, 

as outstanding creative ideas, showing the 
adaptability of chain to today’s jewelry 
fashions. Do you like the work of these 

student “designers of tomorrow”? 

They will certainly appreciate a letter 

of your comments and suggestions. 

Address the M.C.M.A. at 
Providence 5, R. I. 

Reprints will be furnished on request. 





INTERLOCKING 
BRIDAL SETS 


The interlocking 


hie ements in Sy | | 


FULL VIEW 


at all times be Yea TS of. SCM fj 17 7 | 
@ ‘aaa @ ime Seature-Lock has 
} €<— & convinced me that 
Lock swings out ee ey outsell al/ 


from secret 


hiding place | ' offer ring 6 / 





Always the latest in fashion! Always the finest in finish! 


There’s no guesswork about how Feature Lock sells diamonds for you. 


Feature Lock has been tried in every kind of jewelry store of every size 
in every kind of community. Results are the same everywhere; inspiring! 
Conclusive! Feature Lock will increase your diamond profits, too. 


Keeps rings 


together in Feature Ring Company, Inc. 
perfect position 126 West 46th St. New York 36, N. Y. 


U. S. Pat. No. 2507348 
and other patents NATIONALLY ADVERTISED: Sold only through Authorized Distributors 
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Advertised in four colors in Harper's Bazaar, November, 1952 


Not authentic unless stamped on the back with the name Trifari Design patents pending 


. ; | 
fp bY CK ... splendor in a myriad of mock diamonds that reflect all the magnificence of 


opening night, at the Paris opera. Fabulous-looking pear-shaped stones hold the center of the stage. 
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» Here’s what these 


PROGRESSIVE MANUFACTURERS 


say about their 








The illustration above shows earrings and rings made in palladium by 
Byard F. Brogan. Below (right) is a beautiful palladium pin created from 


the old jewelry shown at the left. 








John Giovannetti 


We watched the growing popularity of 
palladium for some time before we 
decided to bring out a complete palla- 
dium line. 

Now we are more than satisfied with 
the reception this line has received. Our orders for this 
beautiful white metal have been increasing monthly. 

Now we are planning additions to the line and we feel 
sure that the public will accept them with as much en- 
thusiasm as they received our first designs. 

We plan to back our 1953 line to the hilt and promise 
immediate shipment of all orders. You can count on 
John Giovannetti to keep supplying you with modern ring 
mountings, watch cases, watch bands, and bracelets created 
by our master craftsmen in durable palladium. 





Edward Giovannetti 
Partner 


BIG PALLADIUM YEAR... 


and about their plans for 1953 








Byard F. Brogan 


We have used palladium for 
over 15 years. Now we are 
creating and manufacturing 
a full line of distinctive pal- 
ladium mountings, earrings 
and other fine pieces. 

We have found that the 
public likes palladium and 
this is definitely proved by 
increased sales. 

The publicity and advertising of the new line 
has accelerated the demand for custom designs, 
too. We are steadily increasing our business in re- 
designing old jewelry into new and different pal- 
ladium pieces. 

Next year we plan to bring out more new pal- 
ladium designs and we shall continue to back the 
entire line with advertising calculated to increase 
sales over those of 1952. 





Byard F. Brogan 


President 





Some of the rings, watch bands and watch cases created in 
palladium by John Giovannetti. 
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A few of the many de- 
signs created by 
Bristol in pure 
white palladium. 






These display cases were 
especially designed to show 
the new palladium rings to 


best advantage. 





Bristol Seamless Ring Co. 


When we brought out our new line of palla- 
dium we expected a good reception. But we 
were pleasantly surprised when we studied 
our sales picture. The new palladium crea- 
tions have really gone over. 

Our customers have shown their satis- 
faction by repeat orders of increased pro- 
portions. They write us that the specially 
designed display cases set off the rings to 










Robert Kronstadt 
Partner 


advantage and cause the customers to stop and examine the 
rings. Naturally, the next step is another sale of a Bristol Seam- 


less Ring created in palladium. 


Next year’s creations are in production now and when the 
new line is ready we shall announce it to the trade and back it 


with forceful advertising. 






























Some of the new three-dimensional 
palladium emblems created by Irons 
& Russell, and a hinged jewel box’ 
supplied with each item. 



















next page tells you how 


lrons and Russell Company 


The reaction to and demand for our DeLuxe 
Emblem line by the wholesaler, retailer, and 
consumer has more than justified our faith 
that a finer line of jewelry emblems would 
meet with ready acceptance. 

For example, one retailer writes, “We 
have had several of the leading figures in 
our local fraternal groups come to our store 
and ask to be shown emblems from your 
DeLuxe line similar to those sold to some of 





William E. Smith 


President 


their fellow lodge members. Emblems have always been good 
jewelry-store traffic builders, but this high-styled palladium line 
is going to be a real help to our year-round sales.” 

As a result of many similar responses, plus our rapidly mount- 
ing sales, we are making aggressive, far-reaching plans for 
additional promotion. More patterns will be added and our ad- 
vertising, sales promotion, and dealer aids will be augmented to 


further increase sales. 


Get set for 


ANOTHER BIG YEAR 
WITH PALLADIUM 


—newest of the precious jewelry metals 
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Write for 
the catalogs 
you want 


John Giovannetti 
115 West 45th St., New York 19, N. Y. 


Please send me your complete catalog and 
price list for palladium mountings. 


Name 





Address 























Bristol Seamless Ring Company 
71 Nassau Street, New York 7, N. Y. 


Please send me your new catalog illustrat- 
ing the new designs in palladium. 


Name 





Address 





City 
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Byard F. Brogan 
805 Sansom Street, Philadelphia 7, Pa. 


Please send me your new catalog on palla- 
dium jewelry. 


Name 





Address 




















lrons & Russell Company 
95 Chestnut Street, Providence 3, R. I. 


(1) Please send me your free catalog and 
price list on the new I&R DeLuxe line. 


(1) Please send me copies of your free 
mailing piece on the new line. 





1 Please send me your free newspaper 
mats on the new line. 


Name 





Address 











City 


HERE’S WHAT'S BEING DON: 
to help increase 


your palladium sales! 


vo-color consumer advertise- 


ty and preciousness of palladium. 
any years this campaign has been 


"Ss BAZAAR © TRUE 
TEEN © NEW YORKER 
ensive publicity campaign, 
ling items by leading fashion 
rities in magazines and newspapers 
imely announcements on both radio 
elevision, is making the jewelry- 
ig public more palladium-conscious 
ever before! 


Dealer Helps, Too! 








tals —- their properties, applications 
nd advantages. 
IALLADIUM, A PRECIOUS METAL 
bR FINE JEWELRY — a booklet for 
iY customers, telling the interesting 
of palladium. 
PAPER Mats — Rapio Spot 
INGS — LOCAL RELEASES — 
ling and newsworthy material 
y for use with the addition of your 
and address. 
WINDOW AND COUNTER CARDS — 
ndsome, plasticized, easel-mounted 
ductions of advertisements appearing 
sumer magazines. Use them to 
pitalize on palladium’s powerful 
ational advertising. 
Nie in your store with palladium’s national 
| ing. Write us today. 
INATIONAL NICKEL COMPANY, INC. 
et, New York 5, WN. Y. 
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ATURAL QUESTIONS 
WHEN A MAN IS SELLING 
A STORE OR STOCK 





Write, wire or phone your 


questions. Reliable Gordon answers 
incurr no obligation on your part. 
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Of course liquidation is a gamble, 
if the people who run it raise your 
glowing hopes but don’t take re- 
sponsibility for results. It’s another 
gamble if their methods don’t go 
with the fine reputation you’ve built 
through the years. Quite a different 
matter is a Gordon Brothers’ sale. 
Ours is a guaranteed estimate, with 
a cash deposit to the full amount! 
You can’t get less, you may be hap- 
pily surprised to get more. As for 
the second kind of gamble, our own 
reputation secures you against that. 
We’ve been back to one city six dif- 
erent times for large and successful 
sales because of our public appro- 
val. And if you still need more 
assurance, we'd like to show you a 
few of the glowing after-the-sale- 
was-over letters in our file. For a 
liquidation that removes all guess- 
work, call Gordon Brothers! 


other 
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TIME for another big holiday season. Soon 


you'll be seeing this distinguished advertise- 
ment — one of a series of OMEGA pre-holiday 
messages —in full page size in the Saturday 
Evening Post, Holiday, Time, New Yorker, 


N. Y. Times Magazine and other magazines. 





NORMAN M. MORRIS CORPORATION ¢ 655 MADISON AVENUE, NEW YORK 21, NEW YORK 
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CHRISTMAS TIME 



















Now is the time of year when wishes are remembered. Not 
just ordinary, everyday wishes, but the very special ones 
we've kept over the years. Such as this most cherished of 
watches, the supreme Omega. 


Many wait a lifetime to unwrap just such a gift. For no other 
watch can match the accuracy awards won by Omega at the 
world’s leading observatories...no other can touch Omega’s 
record of timing the last four consecutive Olympic Games. 


Qmega is more than a dream fulfilled. To own and wear this 
trusted timepiece is to know a deep sense of pride—a feeling 
of perfection—that comes with very few things. 
Illustrated : MAN’S AUTOMATIC, thinnest self-winding watch made, 
14K gold with 18K gold applied figures, $185.00. 


LADY’S WATCH of rare beauty, with gracefully curved half-moon 
case and crystal, 14K gold with 18K gold applied figures, $125.00. 





WORLD RENOWNED 
SYMBOL OF ACCURACY 










Prices include Federal Tax. 


IMEGA 


SOLD AND SERVICED BY FINE JEWELERS EVERYWHERE 








































































| 4. Brand-new Oversize dial, 
' 17 jewel, 1115 ligne, 10K 
- rolled gold plate case, stain- 
- fess steel back. Lentille crystal. 

With expansion band, retail 

$39.75t, with biack suede or 
‘ alligator grain strap, retail 
. $35.00T. 


2. Our newest and finest 
ladies’ watch. 17 jewel, 5 
ligne, 14K gold case. 
Thick, flat crystal. With 
cord. Retail $67.507. 


3. Striking new ‘’sun- 
burst’ design. 17 jewel, 5 
ligne, 10K gold filled case. 
Thick, flat crystal. With 
cord. Retail $55.00. 


4. The newest in dress auto- 
matics. 17 jewel, 9% ligne, 
10K gold filled bezel, stain- 
fess steel back, anti-magnetic, 
shock-resistant {Incabloc}. 
: With expansion bracelet, re- 
<_< . tail $71.50f; with leother 

comp %, strap, $67.50f. 


7 
2 fi 
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*Reg. U.S. Pat. Off. 
tIncludes Fed. Tax 
(Prices subject to change without notice) 
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Recorps show that many watches are bought the last 
week or ten days before Christmas. Don’t get caught 
with short stocks during these last few days of profitable 
selling. You're sure of rapid “fill-in” service from Seth 
Thomas’ nationwide network of distributors. You get 
fast turnover with a minimum investment . . . you have 
less money tied up in inventory. 


Sold only through jewelry and department stores, 
Seth Thomas* watches are styled for the tastes of the 
rich middle market and priced to sell to this market. 
Typical are these 4 new styles for Fall. Seth Thomas 
mark-up policy assures you fair profit on every sale. 
Most styles are Keystone priced. 


Nationally advertised 

Every other week during this Fall's gift buying season, 
big, powerful advertising appears in Lire and the 
SATURDAY EVENING Post. Cash in on the interest this 
advertising creates in your community. Let the readers 
of these two top weeklies know your store is SETH 
THomas watch headquarters. Display, feature, and 
youll profit from Seth Thomas watches — it’s the jew- 
eler’s own line. 


Write today for our new watch catalog. 


SETH THOMAS 


> y 
Sf ’ Lpomuaston. Connecticut 





the newest in fine watches 


by the oldest name in time 


Division General Time Corp, 
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Todays Youngsters =Tomorrows Customers! 4 





For Holiday Buying Promote America’s Finest 


- Character Watch... 72e LOWE KANGEK 














ages 




















New Small 
~ Model of Lone Ranger - 


SHOCK-RESISTANT 
MOVEMENT 


Attractive Packaging * 
No. 2-F3R 


Retailers who attract youngsters by featuring character 
watches, are most likely to gain the patronage of the 
entire family. This new small model of Lone Ranger is the 
most popular.in the Western-character field. Round dial, 
%" in diameter, is highly legible. Trustworthy time- 
keeper. Sturdy leather band. Cash in on this Radio and 
TV Hero by featuring the LONE RANGER WATCH for the uta hdl atiien ‘ceili tea 
Holiday Gift Season. c: 
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Terms Net 30 Days — F.0.8. New York 


321 PEACHTREE ST., N.£. ATLANTA, GA. , 47 W. 23rd ST., N. Y. C. 


| A. COHEN & SONS CORPORATION 
Every effort will be made fo serve you .on available supply | 27 West 23rd Street, New York 10, N. Y. 
a? Please attach coupon to your order form or letterhead. | Please enter our order for 
Poe _...~. $2-F3R Lone Ranger Watches @ $4.87 Each 
Deoler’s Mawne. ea a a 
, a 
, Addons... Se 
27 WEST 23rd ST., NEW YORK 10, N. Y. 
Sie the Melilla: FANCY GOODS DIVISION . City Settee RR ES SR ede GPE ar SE ares Ee IR SOE 
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All sets available in yellow or white 14K gold. 
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Illustrations enlarged to show detail. 


6 West 48th Street 
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America’s Greatest Diamond Ring Value 




















Now Berland offers a sensational new group of tested, terrific, top-traffic building promotion specials! 
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See the smart styling, see the generous total weights, see the amazing low prices! 
Then ORDER... ADVERTISE ... AND SEE THE CUSTOMERS CROWD IN 
... THE SETS SELL OUT! 


— ORDER NOW...BE FIRST TO FEATURE THESE NEW SETS - 
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EYE-STOPPING MATS . 
#6966 WITH PLENTY OF 


, V3 ct. vse see tg -~ ‘ = 
ce cl » er en - 4 Write for your set — they get results! 





: ; £6893 | 
~~ RN — 
Bees Sa et, | 

——— $125 the set - 
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8 E ® L A ~ D Now available; Limited number of valued BERLAND 


Diamond I WH uz Vters franchises. Write for complete information. 
New York 19, N. Y. 
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day’s work 








It almost seems not worth 





while to give thousands of 
Ballou catches the turn-test to 
eliminate a few “sticky” pieces. 
But from your standpoint that 
little pile of rejects represents 


nqpeddey/ewsh: @erenute: Every Ballou catch is turn-tested 


tion for turning out a superior as part of the inspection routine 


product has been built, among b efor e it is sh ipp e d 
other factors, by painstaking 


attention to small details. . 
= 
Distinctive features 


of Ballou findings 


are protected by Fi he Di Pe Ge 


letters patent. SOLD TO THE MANUFACTURING TRADE 








B. A. BALLOU & CO., INC., PROVIDENCE, R. I. 
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NOT merely water-tight... NOT merely water-resistant... BUT... 


WATERPROOF 











(Remain WATERPROOF as long as crystal is intact, 
back is properly put on and gasket is unimpaired) 





’ J.D. again makes watch case history with a new im- 
’ proved waterproof watch case. Enthusiastically 
approved by largest American movement manu- 
facturers and importers. Easy to assemble. Can be 
made to take all types of movements, including 
automatic. 


Hydraulic Compression 
Makes the Difference! 


HYDRAULIC COMPRESSION is exclusive in 

America with I.D. Here’s how it works: While 
back remains stationary, slotted retaining ring 1. BEZEL: highly styled, precision-made. 
rotates on flange, compressing the flange 2. MOVEMENT HOLDER: Prongs hold 
against neoprene gasket in channel of bezel. movement tight against reflector, acting 
, a " , as shock absorber, and eliminating jar- 
This eliminates the bunching up and flaking ring. 3. GASKET of Neoprene; impervi- 
of gasket which commonly causes loss of ous to acids, water, oil, grease, etc. 
f Baten in she obd.seyl 4. FLANGE BACK stamped from stain- 
waterproo! qualities in the old-style screw- less steel, with precision-machined finish. 
back type of case. No need to use a wrench or 5. RETAINING RING (stainless steel). 
vise to tighten the new I.D. case. Hand-tight- bg pg pi ae seater gy 


ening is sufficient to keep it waterproof. finish. With fibre pad that keeps key 
from slipping and scratching back. 


ILD. WATCH CASE CO., inc. 


Serving Watch Manufacturers and Importers Exclusively Since 1910 


General Offices and Factory: 137-11 90th Avenue, Jamaica,L.!1. - JAmaica 3-8700 


NEW YORK OFFICE: Joseph Dinstman, Pau! Kor 
FAG PAG WAG BAG WAG BAAS 580 Fifth Avenue’ —_ 
OS 3 FS? x2 Telephone PL 7-6373 
“ CHICAGO OFFICE: William Bart, 29 E. Madison Street 









#e “= “es oe 
& ANE aN7& ONZE ANTS 4 > 
ys LOS ANGELES OFFICE: Leonard J. Ravven, 


< 
nd Proved 215 West 5th Street 
Tested - d icin EASTERN AND CANADIAN REPRESENTATIVE: 


y | 
WATERPROOF Dave Kay, 93 Nassau Street, New York, N. Y. 
. SOUTHERN REPRESENTATIVE: Jack Kay, 93 Nassau 


by leading independent laboratory Street, New York, N. Y. 
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Scientists in a famous independent test- ee : od 
ing laboratory (name on request) sub- ° 3 & ° 
jected the new improved Series “C” : 
I.D. Waterproof Watch Cases (as they 
leave the factory) to the most exact- 
ing and critical tests and certified these 
cases to be waterproof. 
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WHITING & DAVIS MESH 


Even though the material restrictions that have 
curtailed our production over the past several years are 
still a problem, we are happy to announce to our 

loyal customers that now we are making a slow return to 


normal production of our mesh bags and accessories. 


We shall do the very best we can to serve you, 

and although we still can’t promise quantity as usual .. . 
quality as usual is a tradition at Whiting & Davis— 

a tradition that even material restrictions can’t disturb. 


Whiting & Davis Co., Inc., Plainville, Massachusetts. 
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From the house that is famous ™ 


for so many original ideas, comes 


another first—a complete, quality 


Ss 


P line of handsomely designed way 
és gold cuff links. Created and man- 
ufactured to win the customers 
approval and to sell at a price "Ae = 


that assures the jeweler good 


profits. These cuff links are in- 


deed a line to keep the jeweler re oO Oo D M A Ni : 


busy. Order from this page today. & re re MM Dp A N Y 
Makers a, Zi tv VOL, So AO, 





: 42 W. Washington St. = 
| Be . Indianapolis 4, Ind. = & : 
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N-6077 E-6078 


Available in 
Sterling Silver 
or 
1/20-12K G.F. 





Lovely pendant and earring combinations in beau- 
tiful Carl-Art designs. THE GIFT for that special occasion. An early 
selection at your wholesaler’s is recommended. Carl-Art ladies’ ex- 


pansion idents in rich materials and 







expert craftsmanship. 1/20-12K G.F 
Attractive plaque. 1 /20- 
Chim dela cele - 110) Ga © rae Lo) e) 













Shells. Stainless 
Steel Back or 
Sterling plaque 
and ‘top shells. 
stainless steel 
back Rhodium 
finish. 


B2/586 


weevevrrr e+ eT Tete 







B2/590 










Sterling plaque and top shells. 
Stainless steel back — Rhodium finish 


CARL-ART, inc. 


PROVIDENCE + RHODE ISLAND 
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JEWELER: 


hen, Tesi 


but the day will come 


when it will be difficult to sell a 


set of diamond rings without a 


Keke @i cme iw ara-e 





anifacti ng 
{) canypoangy~ 


114 GEARY STREET 
SAN FRANCISCO &, CALIFORNIA 


"TRADEMARK REG. U. S. PAT. OFF. 


FOR NOVEMBER, 1952 


WED-LOK RINGS ARE PROTECTED BY 


U.S. PATENTS. 


y WED- LO K* 


\ the rings with the “quick click,” offer 
everything found in conventional rings... 

plus the lifetime locking device that prevents rings from 
separating on the wearer’s finger. 

The advantages are many: longer ring life, 

perfect diamond alignment, greater 

comfort. Tempered* Granat mountings and 

peerless craftsmanship complete a 


sales story that is building diamond ring 


volume throughout the country. 













Electric Housewares 


are FAIR 


We are thoroughly convinced that the McGuire Fair 
Trade Act is for the best interests of retailers, dis- 
tributors and manufacturers and that the enforce- 
ment of State Fair Trade Laws will result in strength- 
ening the orderly process of selling at a fair profit 
to all concerned. 




























We have now executed Fair Trade contracts with 
retailers of Universal Electric Housewares and the 
Universal Jet 99 Vacuum Cleaner in every state in 
the United States where Fair Trade Acts are in force. 
This includes all states except Texas, Missouri, 
Vermont and the District of Columbia. 


As you know, the provisions of the McGuire Act 
make binding upon all retailers in a Fair Trade 
state the provisions of a Fair Trade contract signed 


These are the Fair 


JET 99 VACUUM CLEANER VC6710 $99.95 
ELECTRIC BLANKETS 

Double Bed, Dual Control EA7632 $59.95 

Double Bed, Single Control EA7613 $49.95 

Twin Bed, Single Control EA7614 $47.95 
FOOD MIXER AND CHOPPER EA6226 $46.50 
COFFEEMATIC EA4428 $29.95 
DEEP FRYER EA8100 $29.95 
HEATING PADS 

Deluxe EA7402 $8.95 

Standard EA7202 $6.95 

Leader EA7O002 $5.95 









and Vacuum Cleaners 


TRADED 


with any one retailer in the state. It is the intention 
of Landers, Frary & Clark to protect the Universal 
Trademark and the recognized established retail 
prices as listed in this advertisement. Any retailer 
who sells Universal Electric Housewares or the 
Jet 99 Vacuum Cleaner at prices other than those 
shown below will be violating the Fair Trade con- 
tracts now in force and will be subject to enforce- 
ment action including legal proceedings in order 
to maintain full observance of the established retail 
prices. 


It is our belief that the large majority of appliance 
dealers and distributors are thoroughly in accord 
with the purpose of the McGuire Act, and we ask 
for your full support in making our Fair Trade 
agreements effective. 


Traded Retail Prices 


COMBINATION SANDWICH GRILLS 


Moderne EA3602 $16.95 
Automatic Sandwich Grill EA3705 $19.95 
Cook-a-matic EA3801 $29.95 
IRONS 
Leader EA1228 $7.95 
Travel EA1630 $9.95 
MIXABLEND EA6404 $37.95 
TABLE STOVES 
EA5201 $19.95 
EA5001 $13.95 
SER-VUE TOASTER EA2825 $17.95 



















COFFEEMATIC 


TRAVEL IRON 


AUTOMATIC s, 


TOASTER COOK-A. MATIC 





amuse 


SANDWICH GRILL 











HEATING PADS 
DEEP FRYER 
TABLE STOVE ELECTRIC BLANKETS 





FOOD MIXER 
AND CHOPPER 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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‘ $v with Loupe-Tested “love Bird” Rings 
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In buying jewelry. . . in selling jewelry you can be sure of the quality of Gold Filled. 


That Gold Filled Mark means that a heavy layer of Karat gold has been bonded 
by heat and pressure to a rugged metal base. This modern day application of the 
Old Sheffield method gives your customers jewelry that gives longer service... 
longer-lasting beauty... greater value. 


For customer satisfaction... greater sales... greater profits...turn over every 
piece you sell. See—and show —the Gold Filled Mark which means quality to 


more of your customers.* 
*Proved by results of a nation-wide preference survey. 


RESEARCH DIVISION OF 
GOLD FILLED AND ROLLED 
GOLD PLATE MANUFACTURERS 
PROVIDENCE 7, RHODE ISLAND 


Quality is guaranteed under the terms of Com- 
mercial Standard CS 47-34 as issued by the 
United States Department of Commerce and ap- 
proved by the American Standards Association 
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Another 





y i inspired by the graceful 
ofthe ballet. 



















Kight beautiful combinations of 
white and natural gold in jewelled 
or unjewelled pairs. 





Nationally advertised in Collier’s, Charm, 

Seventeen, Glamour, Brides’ Magazine and 
Modern Bride. Backed up by sales stim- 
ulating, point-of-sale cards, window display 
material and local news mats. 


Dealer franchises open— 
address inquires to Sales Manager. 


—— ee 


"Specially designed eye catching 
window tray available with 
five Swirl combinations. 

Sets priced to retail from 
$100.00 to $300.00. 


Ad 


TRAUB MANUFACTURING COMPANY 
1934 McGraw Ave., Detroit 8, Mich. 
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CROTON NIVADA 


ladies’ dress watches with . 


e SHOCK-RESISTANT INCABLOC MOVEMENT 
e BALANCE STAFF GUARANTEED FOR LIFE 
e DUST-PROOF CROWN 


fine 


A. ARIA—17 JEWELS, 14 KT. CASE, BLACK 
SILK CORD. $39.65. TAX INC. 


B. RHYTHM—17 JEWELS, 10 KT. ROLLED GOLD 
PLATE TOP, STEEL BACK CASE, BRACELET TO 
MATCH, $39.95. 


C. MELODY—17 JEWELS. 10 KT. ROLLED GOLD 
PLATE TOP, STEEL BACK CASE, BLACK SILK 
CORD, $33.50. TAX INC. 


D. LYRIC—17 JEWELS, 10 KT. ROLLED GOLD 
PLATE TOP, STEEL BACK CASE, BLACK SILK’ 
CORD. $33.50, TAX INC, 


E. SONNET—17 JEWELS. 14 KT. CASE, BLACK 
SILK CORD. $45.00, TAX INC, 


Se Oe a Ne. 


ete ee ne say 


1 en 


A Ae hie tale pit saga 


.* 
. 


nee 


ee ee ee ee 


Finn tt 


We start with Croton’s American know-how...add Nivapa’s Swiss 
skill... 
There’ll be more and more of these Croton-NIVADA masterpieces 
from now on. We'll keep bringing you the unusual...as usual. 


CROTON WATCH Co., 


; ‘ 
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and come up with the most unique watches either side of the ocean. 


for the 
first time in America 
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INC., 48 WEST 48 STREET, NEW YORK 19, N.Y 
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YOUR COST 


Total Retail Value 


$8870 


Top Quality 
Fast Moving 
Favorites In 


STERLING SILVER 
and GOLD FILLED 


Sugutettely Styled! 
Fully Guaranteed / 
Popularly Priced / 


# 
GRACEFULLY Shaped To Fit 
The Curve of ANY Wrist 

* 

* HAND TOOLED 


* HIGHLY POLISHED 
%& Made To Give Years Of Satisfactory Service 


* 
Luxuriously Packaged In Beautiful Gift Box 


Assortment No. 200K6600 
(illustrated) 


8 popular “Idents’” that build profitable 
sales . . . satisfied customers day-in .. . 
day-out. Available For Immediate Delivery. 


EACH ASSORTMENT CONTAINS: 


@ 2 Men’s Gold Filled “idents” 

@ 2 Men’s Sterling Silver “idents” 
@ 2 Ladies’ Gold Filled “idents”’ 
@ 2 Ladies’ Sterling Silver “Idents” 
@ 1 FREE Display Tray 


OTHER ASSORTMENTS AVAILABLE 


Ask Your Wholesaler 


MILGLO JEWELRY MFG. COMPANY 


Co oe ee ee ee ee ee, ek eo eo ee ee ee & 
CHICAGO: H. Charmack, 36 South State St., Chicago, Ill. 
PACIFIC COAST: M. J. Newman, 57 Post St., San Francisco, Calif. 


~ 
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BECAUSE TIMEX HAS FEWER PARTS 
YOU MAKE MORE PROFIT! 


SERS 





BALANCE SCREW STUD 


IMPULSE PIN 


C WHEE 


— B EEL 
a age le SN Same Soe aig 

















WWNT-14-1-11 161 Se ie 
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BALANCE STUD 


ee 










q om V-CONIC ESCAPEMENT. Specially-developed 
” 4S ee ‘ balance staff with cone-shaped pivots is amaz. 

. | ne ingly stronger than spindly pivot shaft of con. 
ventional watch. Timex cannot be over-wound! 











WALL TEST. Timex is amazingly anti-shock. 
Thrown against a wall—Timex ticks on. Ask our 
salesman about this test! 


Sensational Watch Movement Challenges —====] an 


anor) Eman 1 Sao” 


SPLIT-SECOND ACCURACY. Checked by U. S. 
Time Timeograph, calibrated to .001 of a 
second. Timex challenges watches costing five 
times more. 


Expensive Watches for Accuracy, Wear. 






Amazing Timex challenges more expensive watches. A marvel of American 
science, its unique V-Conic Escapement contains only 98 parts, between 2 
plates. Ordinary watches have 120 parts including many bridges. Fewer parts 
mean less friction, less wear, greater accuracy. And Timex alone uses Armalloy 
bearings—of a special alloy that is harder, more enduring, more precise. The 
Timex story is unique, powerful and promotable. It means more sales—more 
profit for you. 


TIMEX is today’s high-quality watch that sells at a low price 
that gives you a full mark-up—not a mark-down! It’s All- — 
American—American-made and American-sold! 
TIMEX is the only low-priced watch you can time on a 
W atchmaster. 

in time with tomorrow fo sell today 


UNITED STATES TIME CORPORATION 
World’s Largest Manufacturer of Wrist Watches + 500 Fifth Avenue, New York 36, N.Y. 


ee ein 








US 


TIME 


CORPORATION 


52 THE JEWELERS’ CIRCULAR-KEYSTONE 





AMERICA'S FASTEST-SELLING PORTABLE 
5 A GHRISTMAS-GIFT NATURAL! 





ed 
az: 


nd! 


$197 5 RETAIL : 


Includes gift box, bracket, 
and screws for wall mounting 





‘NEW HAMILTON BEACH 
Quick-Dry 


TOP - PROFIT 
HAMILTON BEACH Electric Hair Dryer 
Great gift to the huge home-permanent market. 


y ood Mixe r All metal. Adjust-A-Stand tilts to any angle. 
Pt 










Dryer lifts off stand for portable use. Heat con- . | RETAIL 
trol at top. ““On-Off” and ““Hot-Cold” switches. QI 

Light ivory enamel. Gift package doubles as <i , 
counter display. 


Ree 


NEW HAMILTON BEACH 
Home Drink Mixer 


Has a huge ready-made market. Millions 
owning freezer-compartment refrigerators 
ronal yourself. This mixer and home freezers (4,100,000 are in use!) 
is easiest to use, regardless a have sent bulk ice-cream and frozen fruit 
of price, so it’s easiest to “7 \ juice sales soaring. 


JUICE EXTRACTOR oom. A Cheieumas-gitt fevor- Makes real soda-fountain malteds and milk 
ite for 22 years. shakes at home! Re-fresh-es frozen orange 
; (gor juice. Makes bar drinks, too. Full 14%” 
Prices subject to change without notice. high. Heavy metal stand in white enamel. 


HAMILTON BEACH 5 wo 


Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 


/ $3750" 


RETAIL 


At $37.50 retail, less juice 
extractor, Hamilton Beach 
is the top consumer value— 
and it pays you more! Check 
your price sheets and con- 








sold separately $4.50* retail 
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-,.. off er a complete choice 

















{Left} 


No. 217. Weli-loved 
Colonial style. 80” 
high. With West- 
minster Chimes — 
Retail $530, pius 
tax. With West- 
minster, Canterbury 
and Whittington 
Chimes. Retail $690, 
pius tax, {West 
Coost prices slightly 
higher}. 


(Right) 

No. 804. Mahogany 
case. 1334,” wide. 
Westminster Chimes, 
all quarters. Retail 
$65, plus tax. 





Fe {Right} 4 
No. 166. Charming | 
' French Provincial 

_ Welt Clock. 9” high. 
Retail $19.50, plus 

tox. 


(Left) 


No. 104. Simple 
elegance in @ 
modern form. Eight 
day jewelled move- 
ment. 57%" high. 
Retail $65, plus tax. 













. {Right) 

No. 76. Stunning 
Travel Alarm with 
feather cose. 
Jewelled movement. 





2M" high. Retail — : se No. 160. Banjo. (Right) 
($21, plus tax. Be -— True te Simon No. 50. Smart 

4 i Witlord traditions. alarm, 33/4,” high. 

h— et 26” high. Retail Ivory effect. Retail 

Be eed $29.50, plus tax. $8.95, plus tax. 





Please your customers with the wide selection of finely crafted Herschede Clocks. 
: Superb floor clocks, exquisite mantel, table and wall designs allow you to 
meet every desire, satisfy every style preference, modern or traditional. 
In line with the growing trend, all are key wound. Your sales will be 
| more than gratifying — for a treasured home possession or gift 
there is nothing like a oe tok. 


- Just a few of the 37 designs are illustrated. For a view of the complete line, 
write for the free, full color brochure. 


hice HERSCHEDE HALL CLOCK COMPANY 
CINCINNATI 6, OHIO 
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WYLER = PROFIT 


Most extensive line of water- 
resistant and self-winding 
watches ever presented... 
backed by 25 years of pioneer- 
ing and perfecting their devel- 
opment. Every model with that 
famous, nationally advertised 
Wyler feature: the flexible 
balance wheel guaranteed to 
resist shock. 


a Wyler representative will be pleased 
to call on request 





WYLER WATCH AGENCY, Inc. 
630 Fifth Avenue, New York 20, N. Y. 
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WESTINGHOUSE ELECTRIC HOUSEWARES 
Pre-sold for Christmas by 
IVs top saleslady Getty Furness 


RATIONS 
SALES DEMONST 


on Westinghous© 














MONSTRATIONS 


SALES DE “pick the Winner” 


ft Westinghouse 


eRciats PER WEEK = 1” 


comm 
pw ~ top Radio-TV audience LIFE ° 


participation o- 

















a er re eer 


I RRR NN ene ee 
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| “SHOPPER- 
STOPPER” 


e for Stores! 


< ~~ ; 
‘ AAR rine ewww ns tn nn tata 
we TR ~ B 


ener A a TOO 


Nee eas ee 





e for Windows! 


Colorful, flexible, 15-piece Christmas 
oe = . We «=display quickly identifies your store 
x || FR CE eee =A gee. 2 | )=C with Westinghouse and Betty Fur- 
i oe <x tae go Qa . ity 1 ness. Use it in your windows or on 
tables and counters inside the store. 
Complete kit includes display ban- 
—g@memey ners, consumer folders, dealer mats 
in. —— 3} —everything you need to do more 
si ween business this Christmas season. No 
ck BN inset ees _eMes § charge with initial order, but quan- 
era ee eee Ln tities are limited. Order now! 











Tees cech Aan ecnsnihimininninininin in ala ha ehihovesnsnnnnsmsnininntatatn's'a a uhc>tcmirshirinininainaginiaia a's: POOR On” A —————— 


ne ree 


.. . of course, it’s electric! 


YOU CAN BE SURE... IF ws Westinghouse 


WESTINGHOUSE ELECTRIC CORPORATION - Electric Appliance Division + Mansfield, Ohio 
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GLORY —14K gold lady’s bracelet watch, 
17 jewels... 190. 

VULCAMATIC —automatic, waterproof, 
17 jewels, In ladies’ and men’s sizes. 
Stainless steel... , 

Gold-filled .. . 86. 

18K gold... 198. 


VULCAIN...world-famed for quality watches since 1858 





VULCAIN WATCH COMPANY, INC. 630 Fifth Avenue, New York 20, N. Y. West Coast: Herbert A. Wood, 649 South Olive St., Los Angeles 14, Cal. 
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Is no 
silent 
salesman! 


You don’t have to sell the Cricket= 
it sells itself! Just ring it for your 
customer—and, in 7 cases out of 10, 
you ll make the sale! 














Invaluable to executives, travelers, 
business men, all busy men. Keep a 

Cricket on your wrist—show it—ring it 
—and you'll ring up sales, easily! 


Gold-filled, stainless steel back 71.50 


Stainless steel... 22 cece 99.00 
14K gold, stainless steel back . 175.00 
Se Ss oo wea eeuxas 210.00 


Available with expansion bracelets—also 
with black or white, 14K gold dials, 


Other Vulcain Grand Prix watches from 
71.50 to 5000. Sold and serviced 
throughout the world. 


All prices include Fed. Tax 





' 
3 


ad 





Midwest: Paul H. Samuels, 55 East Washington St., Chicago 2, Ill. Southwest: Wm. E. Grinnell, 3324 Lovers Lane, Dallas 5, Texas. 
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Buoinoas 


Its Good 


lts Hood Buoinoad.. To have maxi- 


mum turnover with a minimum inven- 
tory. 


Its i, ny Busine. To buy all your 


needs from your wholesaler so that you 
can concentrate on selling and store 
management. 


lis Hood Businesd.. + have a 


near-by source of supply for a rapid, 
personal service and sincere counsel. 


Its Hood Businead To have a de- 


pendable financial adviser who will 
HELP as well as advise. 


lis Hood Business... To benefit 


from your wholesaler’s concentrated 
selection of the finest merchandise pro- 

















duced by a multitude of manufacturers. 


Its Hood Busines... To place one 


order, receive one shipment and have 
one bill to pay because you save space, 
insurance, time, taxes and money AND 






The success of thousands of retail 
jewelers can be attributed to the help, 
the understanding and the service 
rendered by their wholesalers. These 
retailers know from experience that 
when a business or a personal crisis 
tie occurs, it is the wholesale jeweler who 
ac re comes to their aid and enables them 
mm WHOLESALE Ba . ; 

JEWELERS Bw to survive. What better proof is there 

ASSOCIATION BF zs 

Re 8 tte —that “IT’S GOOD BUSINESS 
= TO BUY FROM A FRIEND”? 








NATIONAL WHOLESALE JEWELERS’ ASSOCIATION 


= 1900 ARCH STREET ¢ PHILADELPHIA 3, PENNSYLVANIA 
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Lucien by LUCIEN PICCARD 


offers 


incom 


original 


(lesion 


S om we a * 
“ - : 
vi: ey ght : %. 
h 
Exquisite 27 ga. 
cultured pearl 
cover watch 8 7 







LADY RICHELIEU 


Ring watch—]7 
jewels, in 14 kt. gold 
surrounded with cultured 
pearls, mother-of-pear| 


dial... . $130.00 








arable 






ANTOINETTE 


17 jewels, 14 kt. gold, set 
with 14 genuine matched 
@eeee0e080 garnets, mother-of-pearl 
oi t>] or 210m 616) 













with fine flex- 
ible bracelet 
attachment, 
17 jewels, 14 


= % pm, sia 4 
>) 
Incompara p i aa ~~ Every Lucien Piccard watch is 





a masterpiece of design. In- 





comparable original styling, 


ultra-smart beauty, finest qual- 






A 


ity and value . . . and now the 








outstanding ads in the Christ- 
mas issues of VOGUE and ES- 
‘en you buy or give a fine QUIRE . . . will create great 


Lucien Piccard watch, 


you are obtaining one of the greatest demand for these master- 


Vj Y / Si my achievements in watch designing. : 
“a | ‘. d For over 50 years Lucien pieces. 





Piccard craftsmen-designers 
-artists in jewelry— 


Watch for your Lucien Piccard 


have gained world-wide 


recognition for the salesman — or write direct for 
Taleoliil oxelgelo)(-melale fire) 


design of their complete information. 


famous timepieces, 











A. BLUMSTEIN Inc. 


Manufacturing Jewelers 






37 West 47 St., New York 19, N. Y. 
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“The 
only watches 
which will stand 
terrific beating 


are INCABLOC- protected” 


says H. Bruce McCague, Director of Advertising and Merchandising 
and Watch Buyer, Cowell & Hubbard Co., Cleveland, O. 


“In the fast moving tempo of today, avia- 
tors, mechanics, sportsmen, athletes and 








businessmen wear their wrist watches at 
all times and expose them to violent shocks 








and jars daily. 





“The only watches we have found which 
will stand up under this terrific beating are 
INCABLOC-protected — Incabloc is the 
only shock-resisting mechanism which 














affords a guarantee of long wear and de- 





pendable accuracy, even when worn under 





active and strenuous conditions.” 





INCABLOC is used in over fifty million 
watches in all price ranges. INCABLOC 
is an important sales extra to offer your 
customers at no extra cost! 


INCABLOC keeps complaints down... 
keeps customer satisfaction wp. 





Send for free literature, tags and other selling aids. 


THE UNIVERSAL ESCAPEMENT LTD. 


9 East 40th Street, New York 16, N. Y. 


incabloc 


Protects the Life of Your Watch 





Incabloc is advertised all year ‘round in SATURDAY EVENING POST and COLLIER’S. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








‘*Show-Stopper"’ 
Assortment of 
Wide Wed. Bands 
IN 14K GOLD 





ANN 


th 
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WRITE TODAY! 


This talked-about assortment 


=ea=9 K. POLISHOOK & SON cow 


- MANUFACTURERS OF ‘‘EVERYTHING IN RINGS’’ SINCE 1898 
31 West 47th Street, New York 19, N. Y. Plaza 7-2227 











Internationally Known 
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: PARIS GOLD MEDAL AWARD 
LEMAIRE 6x30 BINOCULAR LEMAIRE 6x22 BINOCULAR 





A versatile glass combining high power with ‘an Double value. Powerful enough (6 power) for 
~ extremely wide field of ‘vision. With coated | outdoor and sport use yet small and compact 
- tenses and prisms. Full -six power. Excellent for enough for theatre, basketball or fights. Pre- 
~ -hunting and outdoor viewing plus fast sports cision-built with coated lenses and prisms. 
action. Center focusing. Complete with leather Center focusing. -Complete with handsome 






























. a ‘feather case. 
: 37 oe Retail $112.50 |. 2/3 Retail $89.50 CONSULT Your 
ener | WHOLESALER 
= >. OR WRITE— 
3 JAKE LEVIN & S04! 
; . LEMAIRE 8x30 SOLE U.S.A. IMPORTER 
: BINOCULAR |. 12th & Walnut Bldg 
4 - The world’s thoes ae | 
: s’ and cnatenctign. “1M: 14 "caretllly Crest. Kansas City 6, Mo 
ot = waitin produced ~~ Apsorg ri legate: be ‘ : 
LEMAIRE NIGHT MARINE guarantees front-seat viewing = ee | | 
A BIG glass moderately priced. A-power. fe. seaiwa tor Nenting aut velaale 22 e 
n - r bir | eee 
. races. ‘Large 55mm ibject: tote: “With leather ag : a with ae ‘ 
j 2/20 | Retail $57.50 2/5 Retail $128.50 7 ° 
LEMAIRE FIELD GLASS. Same as above. 5-power. 
Complete with leather case. * 
+ ee Retail $61.50 














SINCE 1847 


S67 


“waster LEMAIRE BINOCULARS 


DELMER 8x26 BINOCULAR 
Superior Lemaire construction priced 
amazingly low. 8-power. The _ ideal 
family glass providing years of —. 











~~~, » ment and pleasure. Center focusing. @ 
I“ Be. With leather case. = | 
-- - “ae 2/29 Retail $48.50 = 





--—+>  DELMER 8x32 BINOCULAR x 
Sud , 4 The finest glass available in * 
‘the moderate price field. Same — 
! as above, but with a 32mm a a 
: Objective fens. insures an * sty 
i especially wide-angle view. Sa ~ 
HIT TS Center focusing. Made by Le- 1) 
, HS 6 With Tr case. DELMER 7x35 BINOCULAR 
2/6 Retai 4.50 A product of Lemaire. 7 power. Ideal for al 
Ni } $6 sports and difficult light conditions. Wide angle 





view. Center focus. With leather case. 


2/43 Retail $78.50 





DELMER 10x35 BINOCULAR 


As above, with 10 power. Ideal for long distance || 
use. With leather case. 





~~” 








Retail $85.00 
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INGENUITY (Ges 


BLENDED ) a=: LEMAIRE DUCHESS THEATRE. 
Mh hh ass YS | GLASS : 

















LEMAIRE THEATRE GLASS Distinctively designed in natural pigskin 0 

7 Of OR. POW S assorted colors with matching cases. Gold finist 
; A favorite of generations. 3-power magni- A beautiful glass of unsurpassed Lemaire cram 
STYLE ‘ . fication with a wide field Me view. bey 8/1 3-power. Not pictured. ) $39.5 
enough for indoor and outdoor use. Black. 7); 2a ~ Retai 5 

21%” high. Complete with leather case. LEMAIRE MOTHER OF PEARL THEATRE GLASS 

2/9 Retail $29.50 As illustrated above in genuine mother of peat 

Complete with case. : 

: 2/38 Retail $52.50 © 





JAKE LEVIN & SON * 12th & WALNUT BLDG. a KANSAS CITY, MO. | 































BUY AND SE ite —... Cae 
HM M — It’s your Time for Profits! 


The outstanding quality features—together with the action-interest and 
color brilliance of these exquisitely designed United leaders, attest their 
nationwide popularity—and reflect creditably upon the half-century 

of experience embodied in their profitable salability! 


UR 











No. 975, — 
ma oe ctoct _ | 
ty = \' ' with MUSIC 
Mo, _ 4 | 























A Famous French Masterpiece 
Re-interpreted by United for Modern Enjoyment 


Unexcelled promotion piece. Brilliant, non-dimming 24K ‘‘gold 
plated’’ finish. Gracefully grouped, 4-sphere pendulum rotates 
quietly and in perfect synchronization. Crystal-clear, shatter- 
proof plastic dome. Artistically decorated dial face. Chenille- 
ringed edging. Individually box-protected. 

Approx. Retail Price—$16.95 





A Stellar Attraction! ...and an Enjoyable 


Dancing Performance at the Flick of a Tiny Switch! 
No. 980 PERPETUA Anniversary Type Electric Clock with 














Oscillating Pendulum Approx. Retail Price—$19.50 Stage illuminates from above—picks up mirrored reflections that ‘dance 
4 in step” with the star herself ...an exquisite figurine. Melodious music 
* (also as wanted) accompanies her intriguing routine. When the per- 
fee: formance is turned off, Time still continues on! Richly grained hard- 


wood frame and stand. 


Approx. Retail Price—$17.95 


































No. 72 
BALLERINA 
MUSIC 
BOX 
No. 710 
FISHERMAN 
STATUARY 
wee cok -« = 
74" Wide 
412” Deep 
“Time am 
the only thing 
| ain’t got 
nothin’ but’“— 
whimsies this 
patient holder of 
yt ta es gy ws Bh — <>. x — ti 
the one = a Nor ee , SS ; 
“ . back and forth. A ~ ° eee = 
On with the Dance! ...Let Joy be Unconfined”’ lazy scene with 





A continuous performance to the strains of sweet music! and interest. 


Daintily attired “artiste’’ rhythmically twists and turns on 
her toes to a routine that “brings down the house.”” Mirrored 








Approx. Retail Price $13.95 











rot setting. Brightly detailed gold metal gallery. Hardwood Wood based statuary casting 22K “gold plated’’ and hand-embellished with gem- 
rame and base. Individually boxed. tone colors. Size 11%” long, 8%” high, 3” deep. Individually boxed. A popular 
Approx. Retail Price—$9.95 United number and sales leader. 


















’ 
Since 1 Cc L oO Cc K Cc © ] a P ° Designers and Manufacturers of Electric Clocks 
A Division of United Metal Goods Mfg. Co., Inc. Lamps CRD 
379-385 DE KALB AVENUE + BROOKLYN 5, NEW YORK Chromium Giftware 






TIME 1S MONEY! 
—Make the Most.. of Both Both—with 


No. 781 
WITH MUSIC | 
No. 780 
- WITHOUT MUSIC 








"No vate . 


oo 


Time, Accompanied by Light, Music, Color, Action! 


A hidden bulb beams down to highlight the countryside and 
spotlight the suspended swing. With each beat of the flaw- 
less electric movement, the hand-painted “‘sweetheart’’ fig- 
ures frolic back and forth in rhythm and to music. Durable, 
onyx-simulated, plastic case. Size 12” high, 834” long, 3” 
deep. Individually boxed, 


Approx. Retail Price— with Music $17.25, without Music $13.25 





THREE-MASTED ‘’SHIP-OF-THE-LINE’’ MANTEL CLOCK 
No. 811 WITH LIGHTS No. 810 WITHOUT LIGHTS 


Towering sails at sunset! Sturdy ship-of-the-seven-seas, emblazoned 
with chrome bunting, rigged sails and equally brilliant fore and aft 
sheets. Hull is simulated walnut. From chrome-ringed ports, soft red 
lights glow abeam and aloft to the top-sails. Ship’s wheel clock is timed 
— — by United’s dependable electric movement. 

is big animated eyes : : : : —_ : : wal 
st en eo gh Approx. Retail Price with Lights—$15.95, without Lights—$13.25 
side to side.”” Uniquely 
interpreted of easy- 
to-clean plastic in 
gay kitchen colors: 
Red, Yellow, Green. 
Shadow stained body 
tones. Dia. 8”. 


Individually boxed. Stately show-horse with shimmering 
Approx. Retail Price—$6.75 beautifully detailed saddle and 
trimmings. True to the 
No. 555 MANTEL TYPE— Metal spirit of our West the , 

Approx. Retail Price—$8.25 Clock case, too, radiates 
from an array 
of cowboy regalia. 
A thorobred value! 











No. 105 “CANARY COTTAGE’ WALL CLOCK 


Continuous oP eee Interestingly 
action!... : AA fe detailed case, 
Bobbing Ds Se Ore exquisitely 
birdies keep eee A em designed of 
bowing to Cf Pee ee bright, colorfully 
the tempo of * i aS, contrasted plastic 
the moving Z i NEES in three-way 
second hand! fe A Se , choice as noted! 


Approx. 
Retail Price 
$7.50 





10” High 4 ; Green/ Yellow <P ee "eee fe er 

1034” Wide % i Red/White rn" al SS fe 

3” Deep i é Yellow/White No. 320 Silver Finish, Wood Base 
a | No. 310 Horse Clock, Plastic Base Approx. Retail Price—$14.50 

No. 315 Horse Clock, Wood Base No. 321 Gold Finish, Wood Base 

Approx. Retail Price—$13.75 Approx. Retail Price—$15.95 


- | 

Since 1 Cc L ©) Cc K * @/ 4 P . Designers and Manufacturers of Electric Clocks i 
A Division of United Metal Goods Mfg. Co., Inc. Lamps Cw a 

379-385 DE KALB AVENUE + BROOKLYN 5, NEW YORK Chromium Giftwan | 























No. 507. Men’s Expansion 
Band. 1/20 10K gold filled 
and Onyxite top, stainless 
Steel back. Attractively 
boxed. To retail at $10.95. 
Also in all stainless steel 
with Onyxite. To retail at 
$7.95. a 





No. 508. Men’s Expansion 
Band. 1/20 10K gold filled 
frame with full Onyxite 
panel, stainless steel back. 
Attractively boxed. To retail 
at $10.95. Aliso in all stain- 
less steel with Onyxite. To 
retail at $7.95. 





No. 77. Ladies’ Expansion 
Band. 1/20 10K gold filled 
and Onyxite top, stainless 
steel back. To retail at 
$7.75. 
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es’ Expansion 
; Band. 1 fil 
NOTHING ELSE LIKE IT! Here's something really NEW AND DIFFERENT in ad yr 4 ‘to stale 


i steel k. To retai | 
watch bracelets, With lustrous, jet-black Onyxite for dramatic color contrast, $7°75. B ae 


the NEW Admiral bracelets are a brilliant achievement in distinctive styling ...sure to sell on sight! 


Be FIRST with the new Ad- | 
miral watch bracelets! Order M F WATCH BAND CO., INC. 
eiaWs 98 CANAL STREET, NEW YORK CITY 


from your wholesaler today. | 
: West Coast Representative: H. A. renee, 220 W. 5th St., Los Angeles, Calif. 
Mid-Western Representative: Irving Seltz, 29 E. Madison St., Chicago, Ill. 
Eastern Representative: Nat F. Lampert, 98 Canal St., New York City 
Southern Representative: Lou Armer, 104 Poplar St., N.W., Atlanta, Ga. 
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“MASS APPEAL’ 
TO HISTOR 


, id a. : 


6,3” FLASH CAMER 


he famous Stein- 


FOLDEX 


t 
1] metal camera en and vario shutter. 

heil £6 3 coated anastigmat "i" 

heil £6. ; 


1- 
“6,3” camera, Fo 

‘¢ contains: Foldex arrying 
Complete ~ “os enuine leather Eveready clot 
dex — h balbs > batteries, attract! 
case, as , 


OTHER PHO-TAK COMPLETE CAMERA | 2c sypvere KIT 
OUTFITS RETAIL FROM $9.95 CAMERA ONLY 
Creators of Jewelry Stores’ Most 


Successful Camera Promotion. . . E ary Lo Use, Easter £0 Sell! 


The PHO-TAK FOLDEX ‘‘20’’ 
Pho-Tak’s new line of precision-built, 


4.75 


FLASH CAMERA KIT.(Retail $29.95) 


—in color or black and white—even in 


the hands of a child! 


complete camera kits have instant 


magnetic appeal for the millions of 
consumers who want and need an 
inexpensive, easy to use camera out- 
fit. These kits are designed to give 
perfect results—under any conditions 


For quick turnover and easy, profit- 
able sales, PHO-TAK CAMERA KITS 
are “naturals.” All PHO-TAK kits are 
packaged in colorful display boxes 
. suggest them as gifts; they’ll be 
appreciated for a lifetime! 


PHO-TAK CORPORATION 


17 N. Loomis Street * 


Chicago 7, Illinois 
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Two more 
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AK 


MAAK 


advertisements 
that will reach 


25,096,80/ 


eople! 
aia: 


December 15 Issue 


NEW YORK TIMES 
MAGAZINE 


| OY-¥4-00) ola 
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A great new triumph of % 
watchmaking achievement... % 








AK 


the world’s \\ 
thinnest and =‘ 
smartest 
self- winding 
waterproof * 
watch 


Highest grade 17 jewel 
self-winding preciston 
movement, shock-resistant, 
antt-magnetic, 

“waterproof — providing 


crystal remains intact SHRIRO WATCH INC. 


and case unopened, In stainless steel .$55.F.T.|. 11 WEST FORTY-SECOND STREET 
In 18 Kt. gold. $275.F.T.1|. N EW YO R K N Y 
, + * 


AK 


Y 
L 
/ 
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AK 


Now—for the first time—a wafer-thin automatic 
woterproof* watch! 


DAK, KK KC 


SANDOZ is proud to present a wide range of aftrac- 
tive dress watches incorporating all the important 
utility features. Available in nickel, steel and 18 Kf. 
gold. 


* 
= 


Sy 


SANDOZ advertising will bring more Christmas traffic 

* into your store. So don’t lose a sale—Order SANDOZ 
watches today! Write or wire for complete informa- 
tion. 








F HRIRO WATCH INC., 11 W. 42nd ST.,NEW YORK 
fices in Switzerland-Hamburg-London-Montreal-Hongkong-Singapore 


“anana Manila _Tabun— Neala — Kanha — Nialarta —Innh — Kirala bimoue 
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WANTED: DEALERS 


WHO CAN QUALIFY FOR 
NEW MERCHANDISING FRANCHISE 











New Plan Forces Manufacturer to Work for 
the Dealer to Create Store Traffic and Sales 





Time and again as you leaf through trade papers, Mr. Dealer, you come upon 
impressive ads by manufacturers telling you what tremendous backing their 
national advertising is giving you. You read lists of big national magazines, check 
over the figures on circulation and readership and sales impression. And you’re 
impressed. You know that the name and virtues of the item are getting a tremen- 
dous airing before the general public, and you realize that somehow all that is 
going to do you some good when the reader gets round to being a prospect. 

Still, you’re never quite satisfied, are you, what direct effect all this will have on 
your own particular store in your own particular town? You’re quite willing to 
admit that the national advertising will puff and publicize a product——but you’re 
not going to lay any bets on how much traffic the advertising will bring to your 
store. Much less are you willing to wager on the actual sales in your store that 
result from the national ads. 

We know you’ve been thinking for a long time that national advertising does 
a job of selling for the manufacturer-——-but has little effect on your own cash 
register. And the manufacturer keeps on telling you to “‘tie-in’”’ with his national 
advertising and expects you to do it with odds and ends of selling material he 
sends you. Much of this material is bothersome to handle and of questionable 
value to use. And the busy dealer can’t always use it. 


GEARED TO YOUR MARKET—TIMED WITH YOUR CALENDAR 


We too, have been worrying about this for some time. But we’ve done something 
about it. We’ve taken our national advertising, studied its effectiveness—and 
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scaled it down to dealer level. We’ve taken all the bones of a good ad and re- 
assembled them so that the ad sells directly for the dealer. We’ve worked out a 
complete program so that there is no gap between the customer reading the 
national ad, getting the same message in her local paper or local radio program, 
seeing it again in your store display, hearing it from your salespeople—and having 
it told her until YOUR cash register rings. 


THE PLANS ARE COMPLETE—EASY 10 USE 


It’s what we call a “‘Spackaged promotion.”’ All parts fit. There is a continuous 
flow of sales effort right from the strong national advertising right down to the 
compelling ‘‘close’’ on YOUR sales floor. It’s timed, it’s “‘gimmicked.”’ It includes 
special offers in mats and mailers and coupons—all ready for you. 

Of course this won’t work with any dealer. It takes a dealer who is alert to 
opportunity, who sees the sense of selling by continuous planned pressure instead 
of spasmodic hit-or-miss jabs, who will take the follow-through material which is 


tailored to his measure—and use it. 


CAN YOU QUALIFY FOR THIS DEALER FRANCHISE? 


If you’re a dealer like that, you can qualify for a Franchise with Dulane Inc. A 
dealer with this packaged-promotion Dulane Franchise, is a member of a new, 
scientific merchandising team that will net him traffic (for everything in his store) 


and sales and profits. 
Fill out the coupon now. We’ll send you a questionnaire which will help us 


determine if you can qualify. 


THEN MAIL THIS COUPON TODAY! 


i 





DULANE INC., Dept. J 


TO OUR DISTRIBUTORS 1900 River Road, River Grove, Illinois 


This is the first of a series of 
messages to help you tell your 
dealers of our revolutionary new 
Advertising-Merchandising 
Franchise. Complete information 
will be sent to you in the near 


Please send me your questionnaire immediately. | understand 
there is no obligation to me and | will not be solicited by any 
representative until | have seen your questionnaire and give 
my permission. 





future. You will be called upon Ee 
to choose a select list of dealers 
from the candidates who wish RS. 0 egssanesnehenendieesesxe00beeebeeeeoeonnen 
to qualify for this new type of 
franchise. Dis. +neetasiekeseenettendbabeabeseonnee io 0s0ceus 
IT «os 006000966000 06650080600600000000000000000008%% 
racer nell 
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ZS All HAVE ces LALLY 
B IG K MAS 5 ~ < : : \ a Army 
PROMOTION “ol A and Navy Types 
of SELECTED 
BEST SELLING 
BINOCULARS 


Here’s a promotion that will 
really help you ‘‘cash-in”’ on 
the Christmas gift business. 



































2° 



















lightweight, powerful imported 


binoculors! ALL HAVE FULLY COATED ‘BASEBALL 


LENSES ALL ARE INDIVIDUALLY 
JR FOCUSED. You've always wanted oa 
pair of binoculars—now they re yours 


at tremendous savings. QUANTITIES ALL OTHER EVENTS 

ARE LIMITEO—COME IN NOW! FOR ENGINEERS, 
ARCHITECTS, 

SURVEYORS 










8 x 25 FRENCH 
BINOCULARS 
Precision French 


. 
binoculars with coat- 9S 
ed achromatic lenses. 
Simple fingertip in- 
dividual focusing. 


— easy to TERM Ss 


Tan Lined Carrying Case 
with strap $ 








Finest, High-Quality Imports From 
GERMANY - FRANCE - JAPAN 
24 PIECES (6 each) ASSORTED 
Your Cost $ 653.76 

Less 10% adv allowance 


against tear sheets 65.37 
YOUR NET COST $ 588.39 





IMPORTED 
BINOCULARS 


Fine imported light- 
weiehe binoculars with 
precision coated lenses. 
Individually focused... 
top quality at an amaz- 
ingly low price! 


Hard Pigskin ose Os OG 


\ a 


















TERMS 









Total Retail Value $1089.60 


YOUR PROFIT | 


Payment: 2% Jan. 10th, 1953 Masterfully crafted preci- 


sion binoculars. Clear opti- 
cal glass—fine coated lenses. 


Individual focusing for 
THIS MAT FREE * super sharp images. 
Write For P . 6 
r ’9 
Oomotion “A Hand stitched, English hard $¢ 95 
a J 4 2 “AS@E And Stiap-........«««-- . 
10 7/0 Advertising Allowance _ leather case and strap-. e 


Reorders of 12 or more pieces. 





Fully 























Write For to be free of detect f ! 
F on materials and work Top quality, powerful, long 
REE 32 Page anship ‘ range imported a 
Ideal tor adverse light, fog 
Cc ° 
atalog “All prices plus ; and night use. 


federal tax 95° 
TERMS 


IMPORTER 


$.E.LASZLO 


25 LAFAYETTE Sr. BROOKLYN 1,NEW YORK 





Fully Lined Hard 95 $ 
Pigskin Case and 
Carrying Strap ........ 


STORE NAME 
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FOR YOUR STORE, - 


... FOR CHRISTMAS 


GLAMOUR can help you 


SELL MORE 


- 


... SILVER, 
JEWELRY, 
LEATHER GOODS, 
STATIONERY... 









NANA 


GLAMOUR 


for the 


eirl with a 0b 


FREE 
1. MOUNTED REPRINTS OF ADVERTISEMENTS 
2. “GLAMOUR SAYS” SILVER QUOTATIONS 





PLUS 


Manufacturer’s Merchandising Aids 


You can ORDER THE DISPLAYS AND MERCHANDISING AIDS shown on the following pages without 


charge. Check your selections on the order form, and send to 


GLAMOUR, Dept. R.W.F, 420 Lexington Avenue, New York 17, N. Y. 
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SILVER ADVERTISEMENTS 











Frank Smith - 
two thirds page 





a 


Wallace - 4-color page 


Grand Colonial a 


wow 6, 





er aad 
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YOUR ORDER FORM FOR GLAMOUR’S DISPLAY MATERIAL 


CHECK THE MATERIAL YOU WISH 


FILL IN YOUR NAME, ADDRESS on next page 


and mail to GLAMOUR, DEPT. RWF, 420 LEXINGTON AVENUE, NEW YORK 17, N. Y. 


GLAMOUR will send quotes and mounted reprints to you by return mail without charge. 
The manufacturers’ merchandising aids you check will be ordered by Glamour from the 


resource ...they have agreed to send your selection directly to you. 


“Glamour Says” cards 
are attractively 
printed on beige stock 
9” x 7” with 


easeled backs. 





FREE “GLAMOUR SAYS” SELLING QUOTATIONS: 

GLAMOUR SAYS: “Silver—a precious gift of lasting beauty!” 
GLAMOUR SAYS: “Bright beginning —sterling silver!” 

GLAMOUR SAYS: “For dramatic dining—a table set with sterling!” 
GLAMOUR SAYS: “The mark of gracious entertaining —silver!” 


GLAMOUR SAYS: “Enduring gift of beauty —sterling!” 


Free reprints of advertisements, mounted on “AS SEEN IN GLAMOUR?” display cards 


1 GORHAM COMPANY 4-color page adv. 
Manufacturer’s Merchandising Aids: 

a. tie-in mats of national ads 

b, seasonal mats 

c. seasonal radio scripts 

d. glossies 

e. drop in mats 

*f, dealer displays (seasonal and non-seasonal) 
*z. Christmas display ($5.00; order accepted 

until Nov. 14) 


2. LUNT SILVERSMITHS 2-color page adv. 
Manufacturer’s Merchandising Aids: 
a. 1 column newspaper mat 
b. 2 column newspaper mat 
*c, Christmas mailer - “My Personal Sterling 
Gift Suggestor” ($15.35 per M, with store 
imprint ) 
*d. miniature folder - “Christmas Gifts” 
($4.90 per M, with store imprint) 
*e. “Matching Pieces” Christmas window 
display $5.00 


3. REED & BARTON 273 pg. adv. 

Manufacturer’s Merchandising Aids: 

*a. Silver Wheat consumer folders 50 free 
$1.00 per 100 additional 

*b, Silver Wheat brochures 10¢ each 

*c. booklet “How to be a Successful Hostess” 


(imprinted with envelope) 10¢ each 


4. FRANK SMITH SILVER CO. 4-color pg. adv. 
Manufacturer’s Merchandising Aids: 

a. 1 col. & 2 col. mats 

b. teaspoon element mats 

c. multi-color electric display 


9». R. WALLACE & SONS MFG. CO. 4-color page 
Manufacturer’s Merchandising Aids: 
a. special Christmas mats 
*b. special Christmas display at $4.50 
*c. Christmas mailer at $3.00 per 100 
(imprinted) 


6. TOWLE MANUFACTURING COMPANY 
2-color page adv. 
Manufacturer’s Merchandising Aids: 
a assorted newspaper mats (1 col. to 5 col.) 
6. all-pattern flier (imprinted) - 200 free 

$10 per M additional 
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- Southwind Flier (imprinted) - 200 free 
$10 per M additional 
d. booklet “How to Build Your Own Collection 
of Towle Sterling” (imprinted) 
$10 per 100; envelopes $1.00 per 100 


% 


~J 


. ONEIDA LTD. 4-color page adv. 
Manufacturer’s Merchandising Aids: 
a. counter circular 

b. mailing circular 

Cc. newspaper mats 

d. window card 


. ACCESSOCRAFT 1/3 page adv. 


Manufacturer’s Merchandising Aids: 


= 
ww 


a. Advance reprints 
9. AXEL BROTHERS (COLUMBIA 
DIAMOND RINGS) 1/3 page adv. 


Manufacturer’s Merchandising Aids: 
traffic building promotional contests 
counter and window displays 

direct mail folders 

post cards 

newspaper mats 

motion pictures 

television films 


radio copy 


T rR PS es ROS 


complete merchandising aids 


10. JEWELS BY BOGOFF 1/3 page adv. 


Manufacturer’s Merchandising Aids: 
a. revolving window display 


11. CASTLECLIFF 1/3 page adv. 
Manufacturer’s Merchandising Aids: 
*a. velvet padded counter card 


12. CORO, INC. full pg. adv. 
Manufacturer’s Merchandising Aids: 

a. Coro display sign 

b. laminated counter cards 

13. DANECRAFT STERLING 
JEWELRY (FELCH & CO.) full pg. adv. 
Manufacturer’s Merchandising Aids: 

@. newspaper mats 

14. INTERNATIONAL NICKEL CO. 


(PALLADIUM) 2-color pg. adv. 
Manufacturer’s Merchandising Aids: 
a. easel display signs 
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b. silhouette counter sign 
c. sales. training booklet; 
“Eight Precious Metals” 
d. consumer booklet; “Palladium A 
Precious Metal for Fine Jewelry” 
e. newspaper mats 


f. radio spot announcement recordings 


15. KRAMER JEWELRY full pg. adv. 
Manufacturer’s Merchandising Aids: 
a. ad mats 


b. counter cards 


17. MONET JEWELERS 173 page adv. 
Manufacturer’s Merchandising Aids: 

a. counter cards 

b. reference and mat book 

c. reprints of all ads 

d. broadside 30” x 20” sheet of all ads 

e. salesmen talk by appointment 


&. OLEET BROTHERS 1/3 page adv. 
Manufacturer’s Merchandising Aids: 


a. circular 


19. A. H. POND CO. (KEEPSAKE) 2/3 page adv. 
Manufacturer’s Merchandising Aids: 

a. free newspaper mats 

. 4-color display card 

. radio transcriptions 

. TV spots 

. billboard posters 

. movie playlets 


mes 2 A 8S Oo 


. car cards 


20. TRAUB MANUFACTURING CO. 1/3 page adv. 
Manufacturer’s Merchandising Aids: 

a. window displays 

b. window cards 

c. show case displays 

d. special packaging 

e. radio continuity 

f. full color motion picture trailers 

g. direct mail folders 

h. brides books 


* AVAILABLE AT COST 
CHECK the material you wish 


FILL IN YOUR NAME AND ADDRESS HERE: 


Name 





KOLIMOLR 





Store 





Street 





City Zone State 
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J» mat services 


k. special merchandising plans 


21.WADSWORTH WATCH CASE 273 page ady, 
Manufacturer’s Merchandising Aids: 

. advertising reprints 

. Christmas window displays 

- merchandising trays 

- compact easel 

. glossy photos 


- mats 


“ss © Q A & Q 


22. BROOKS INC. 1/3 page adv. 
23. ENGER-KRESS 2-color pg. adv. 


Manufacturer’s Merchandising Aids: 
a. free newspaper mats 
b. individual Coronation billfold holders 


c. mounted reprints 


24. G. R. GODFREY CO. 1/3 pg. adv. 
Manufacturer’s Merchandising Aids: 

a. newspaper mats 

b. radio scripts 

Cc. price tags 

d. national ad reprints 


25. PHILADELPHIA LEATHER GOODS 
(WHITE STAR) 4-color page adv. 
26. U.S. TRUNK 4-color pg. adv. 


Manufacturer’s Merchandising Aids: 

a. 3-dimensional railroad station display 
(for counter or window) 

. three newspaper mats (various sizes) 

. jumbo poster blow-up of Glamour ad 

. tent display cards 

. suggested window displays 


an 8 & 
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radio copy 
g. glossy photographs of merchandise 


27. LATON PAPER COMPANY 


Manufacturer’s Merchandising Aids: 
a. newspaper mats 
b. individualized radio script 
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120 Lexington Avenue New )ork 17. 


Dept. RW. 
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AS ADVERTISED IN VOGUE MAGAZINE 


Profit- minded jewelers are taking advantage of Coros effective national advertising. 
Get your share—for more particulars write Coro, Inc., New York 1. 
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choose an Artcarved eee. a a 





the diamond ring you can be sure of! , rule : 





Artcarved ... magic name in rings... brings your love a lifetime of happi- | = 
ness. Artcarred rings are registered and guaranteed .. . backed by more | 4 
than 100 years of style and quality leadership. Only a few diamonds ina ¢ 
hundred meet Artcarved's exacting standards of color, clarity, cut and carat EES 
weight. These chosen gems, never before worn, are cut to highest Artcarveed 5 | | 
standards and set by Artcarved* craftsmen to bring out all their beauty and bal 
fire. Prices are nationally established. Look for the name Artcarved Gem- | | 3 
Diamond or Artcarved-Woodcrest™ in the ring, on the tag. At better jewel- | 3 | 
ers everywhere. 44 : 
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What should you know before you buy a diamond ring? For informative : 
free illustrated booklet “‘How to Select Your Diamond Ring,” write to | f | | 
]. R. Wood & Sons, Inc., Dept. K-5, 216 E. 45th Street, New York 17, N. Y. (Ee ECE 
A. Pensnoox. Ring, $375. Also $162.50 to $1600. Wedding ring, $200. B. Casaaranca. rE ££. 
Ring, $500. Also $110 to $1550. Wedding ring, $162.50. C. Davenpoar. Ring, $300. Also p EEE 
$125 to $1550. Wedding ring, $190. D. Rancurrre. Ring, $175. Also $69.50 to $1500. Wed- tt 
ding ring, $25. Other diamond rings from $75 to $10,000. Rings enlarged to show detail. PEEP 
Prices include Fed. tax. * Trade Marks Reg. eis 
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Program of Consistent 





National Advertising 


Here’s the advertising campaign designed especially to help you 
sell more Artcarved* rings, roll up bigger profits and save your sell- 


ing time and costs! 


You get definite local benefit from the strong support Artcarved's 
regular national advertising gives you in LIFE and LOOK .. . local 
preselling that reaches so many of your customers regularly, month 
after month, in these top magazines . . . making Artcarved rings 
your best buy and your best sellers. 


It’s easy to tie in with Artcarved's hard-hitting campaign . . . take 
advantage of the extra prestige Artcarved's campaign gives its 
franchised Artcarved jewelers. Feature the Artcarved LIFE and 


LOOK ads in your windows .. . on your counters. 


Artcarved ...the only separate 
major wedding ring campaign! 








Artcarved's unusual separate wedding ring campaign shares the 
spotlight in LIFE and LOOK with Artcarved diamond rings. Here’s 
where the bride-age market sees distinctive Artcarved wedding 
rings, hears of the “lifetime guarantee,” trusts the Artcarved name! 


Artcarved wedding rings are guaranteed ! 


Helping you to easier sales, Artcarved wedding rings are guaranteed 


by J. R. Wood for a lifetime! 


Sure sales and bigger profits come to the jeweler who 
bas an Artcarved franchise! There are a limited num- 
ber of franchises available... write for information to: 


wmoruansnce Je Ro WOOD & SONS, INC. 


216 EAST 45TH STREET, NEW YORK, NEW YORK 


FOR NOVEMBER, 1952 





oe ee 





can actually 
see the difference 


There’s a special luster, a special 
beauty about an Artcarved* wed- 
ding ring that you can see at first 
glance. And years of wear will prove 
its enduring quality. Artcarved 
wedding rings are made of precious 
14K gold... hardened an exclusive 
way ... then painstakingly, carved 
by Artcareed’s master craftsmen. 
That's why they are lifetime-guar- 
anteed and backed by more than 
100 years of ringmaking leadership. 
Yet for all this you pay no more. 
Look for the name Artcarved in the 
ring, on the tag. 


A. Devorio~. Croom’s ring. $22.90. 
Bride’s ring, $16. B. Laaco. Groom's 
ting, $24.50. Bride's ring, $24.50. C. 
Devication. Groom's ring, $50. Bride's 
ting, $39.50. Other Artcerced wedding 
rings from $8. Prices-incl. Fed. Tax. 
Rings enlarged to show detail. 


* Trade Marks Reg. 


j. R. WOOD « SONS, INC. 
NEW YORK, LONDON, AMSTERDAM, ANTWERP 



























Lae kT ENOTES ERNE TERE Les ae LORE RTERA SeeEbeT tats on weber ats LAATRee eT othe eeFhS TMS: Lenma SaeL LARS ee os LAER eR RME cw oe: 


PAL OTA CRh TRATES CAIRNE STTLETELS Sine AeEEReTEneRES ee teeEt best et shi kw 


79 





2 


‘SQmm=msst#mrnman*iarm 


ft 





—_ -s ; — ee ee 














ae 


DIAMOND DIGEST 


DIAMOND DAISY CHAIN REACTION 


How often have jewelers dreamed of 
a popularly priced but unusual piece 
of diamond jewelry which would re- 
peatedly bring the customer back to 
his store for additional purchases? 























IT'S HERE! the DIAMOND DAISY CHAIN, * - 
a unique bracelet that is brilliantly i, _£ 
conceived to build traffic, business ae 
and goodwill for progressive jewelers. == ————————— : 

Arnstein Bros. & Co., a loose dia- The Diamond Daisy Chain with a sin- : 
mond house for many years, have gle diamond center retails at $57.50. | 
found it important to devise new methods to assist their 


customers in stimulating diamond sales. 

Up to now, hardly any consumer who had bought an engagement ! 
or wedding ring ever walked up to the diamond counter again. 
Today, a fresh idea in diamond jewelry-—-the DIAMOND DAISY 
CHAIN--is changing that picture completely. Here's how-—- 

This bracelet can be retailed for 
as little as $57.50, with a diamond 
set ina 14K gold center and attached 

to a gold—filled snake chain. By 
adding additional 14K gold centers, 
each containing a lovely diamond, 
the bracelet will eventually become 
a sOlid chain of diamonds set in 14K 
gold. 

Still another use for the brace- 
let is as a watch attachment——one 
Or more diamond center units on 
either side of Milady's watch, with 
the chain correspondingly shortened. 

No longer must the jeweler be 
satisfied with a "one-time" diamond 
ring sale-—the DIAMOND DAISY CHAIN 
may be suggested for any number of 
a occasions. It is a wonderful 

Three diamonds set In 14K gold have special gift to the bride and a 

been used in fhis Diamond Daisy "natural" for anniversaries, Christ-— 

mas, birthdays, Mother's Day, St. | 
Valentine's Day, Easter and gradua- 
tions. And diamond centers can be 
added on Similar occasions in the 
years ahead. 

As aids to sales—promotion, we 
have prepared mats, stuffers and 
display units. 

Consider the possibilities of 
sales—building with the DIAMOND 
DAISY CHAIN. It practically guar- 
antees future diamond sales. 

Should you be interested in fur- 
ther details, communicate with us, 
and you will receive the informa-— 
tion with no obligation on your 



























































part. 
This Diamond Daisy Chain, wi 
sabes, & a6 tie Mine - .* DIAMOND CUTTERS AND IMPORTERS 
an all around diamond bracele? se 608 FIFTH AVENUE NEW YORK 20, N. Y. 
in 14K gold. 
* D. Pat. & T.M. reg. pending. 
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MERICANS are, without a doubt, 
the world’s most enthusiastic 
lovers of sports. Baseball and foot- 
ball stars rank as national heroes, 
loved by all and one, including Jun- 
ior as well as Grandma. 


Many enterprising jewelers cap- 
italize on the popularity of sports by 
sponsoring, in one way or another, 
athletic contests. And A. Clovis, a 
New Mexico jeweler, is one chap who 
is really on the ball. 


He not only awards a wrist watch 
to every home run hitter of the local 
baseball team, but he throws the 
watch to the player from a seat up in 
the press box. Just one highly ingen- 
ious way of emphasizing to the pub- 
lic the shock-resistant quality of the 
timepiece. 


> © 


TREET cleaners in Beverly Hills, 
\ California, are either laying 
down on the job or they are in need 
of seeing-eye dogs. This observation 
stems from a news item about a so- 
cialite lady who lost her $25,000 
platinum and diamond necklace while 
driving from her hotel to a cafe. Four 
days later it was found by a laborer, 
who turned it over to the police. Ap- 
parently, the bracelet had been run 
over by an auto, as it was slightly 
mauled. 


The laborer received a substantial 
reward and, no doubt, unhappy Bev- 
erly Hills street cleaners are keeping 
their eyes peeled on their work. 
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ii time permitted it would obvi- 

ously be uneconomic for the retail 
jeweler to conduct an elaborate sales 
training program for the extra sales 
help he hires to take care of the 
Christmas rush. 


However, it is obvious that some 
training is necessary for temporary 
employees—necessary in order to up- 
hold the store’s established reputa- 
tion. 


THE JEWELERS’ CIRCULAR - KEy- 
STONE has devised a series of capsule 
courses which will be presented in 
the December issue. This material 
will be welcomed by the beginning 
sales clerk as well as by the retail 
jeweler. This training program can, 
of course, serve in the future for 
temporary or new, permanent sales 
clerks. It will provide them with 
the fundamentals of jewelry merchan- 
dise they must have to face customers 
with confidence. 

Don’t let your store’s reputation 
suffer because of inexperienced sales 
help! Let them read the informative 
and easily understood articles on 
jewelry merchandise in the December 


issue of JC-K. 


> 
_ to newspaper reports 


steel workers during the recent 
strike found a friend in the person of 
S. J. Rudolph, a member of the 


jewelry trade in Lorain, Ohio. 


Rudolph put up $1,000 a week for 


loans to steel workers and men em- 
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ployed in allied industries. Under his 
plan, workers were allowed to borrow 
up to $20 a week without interest, 
with repayments starting 30 days 
after the settlement of the strike. 


Rudolph was motivated by the fact 
that steel workers were loyal cus- 
tomers. His loan offer was a gesture 
showing that loyalty is a two-way 
proposition. 


© © 


ye should love your extra-piece 
silverware items more in Decem- 
ber than you did in May, according 
to the facts turned up in a survey 
conducted by Lunt Silversmiths. 
Many jewelers reported in this sur- 
vey that 20 to 25 per cent of all 
sterling sales are made in December. 


Take a quick gander at your stock 
records for 1951, says Lunt, and un- 
less your sales pattern is very differ- 
ent, you should sell more serving 
pieces and additional place pieces in 
December than during the entire first 
six months of the year. Furthermore, 
reports Lunt, December sales will 
even surpass June sales. 


It sounds logical, too. After all, 
Christmas time is the year’s major 
gift-buying time and shoppers, alas, 
are often in a quandary as to the 
nature of that extra-special gift. What 
can be more appropriate, says Lunt 
and we certainly acquiesce, than cus- 
tomers purchasing sterling pieces that 
match or help round out a friend’s or 
relative’s pattern. Also, the wide price 
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THE JEWELER’S WATCH LINE 


A MOST IMPORTANT FRANCHISE 


The Longines- Wittnauer watch line is so vast and varied in styles, types 
and prices that it can completely fulfill any demand in the price range 
from $37.50. Unsurpassed prestige, automatic consumer acceptance, 
powerful national advertising, unstinted jeweler cooperation, and the 
largest of all watch lines combine to make Longines-Wittnauer a most 


important franchise to the qualified retail jeweler. 


a. Co. IM. 


Since 1866, maker of watches of the highest character 
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range of extra pieces makes them 
ideal gift suggestions. 

But it is the jeweler’s task to re- 
mind customers, at the very moment 
that a silver service is purchased, that 
the set is not complete. Let customers 
realize that there are additional 
matching pieces: cheese servers, cold 
meat forks, jelly servers, pie servers, 
lemon forks, etc. 


© © 
prada are often tedious but 


frequently reveal facts that lead 
to profits. Take, for instance, mar- 
riage statisics for the past three 
years. Marriage license figures show 
that marriages are on the decline 
from their peak in 1946. 

A jeweler could brood over this 
trend and the effect it can have on his 
diamond sales. The low birth rate 
of the depression period is, of course, 
responsible for today’s declining mar- 
riage rate; but jewelers should not 
become reconciled to an “inevitable” 
drop in diamond sales. 

For ideas on how you actually can 
increase your sales during this tem- 
porary lull in the marriage market, 
turn to page 100. Where there’s a will 
there’s a way—and there is a definite 
way to increase diamond sales, re- 
gardless of marriage statistics. 














| it happened in Hollywood during 
the recent earthquake. The clock. 
a century-old grandfather model, 
which had not operated for 12 years, 
suddenly began to “tick-tock” im- 
mediately after the first shock. 

Said the happy owner, “I heard 
the clock strike right after the quake 
and it has been sounding the hours 
and half hours right on time since 
then.” 

Earthquakes, however, should not 
be recommended as substitutes for 
clock repair men. It is far more re- 
liable to call a repair man than to 
wait for an earthquake to put a clock 
in order. 


o © 
A BANK at Englewood, Colorado, 


we understand, displays in 
its lobby wrist watches, diamond 
brooches, and, in general, expensive 
pieces of jewelry. Superficially, one 
might jump to the conclusion that 
the bank is branching out to a new 
field of business. 
_ But the display is really indicative 
of some fine team work. In the case 
showing the jewelry is a sign which 
informs all admirers of the jewelry 
that the bank will lend up to $250 
toward the purchase of these and sim- 
ilar items from the local jewelry 


store. 


“What an interesting life you must lead—it goes 
"tsk - tsk = tsk - tsk'!" 
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T HIS may sound like a fairy tale 

—and for all we know it might 
very well be one—but a newspaper 
columnist states that it is a true story. 
So, here we go! 

Charles Zug, a California gem 
cutter and polisher, and his wife have 
erected a house which is covered with 
semi-precious stones. Their project 
started out as a hobby, setting a gem 
here, then there, until the entire out- 
side of the house was faced with 
hundreds of colorful polished opals, 
agates, amethysts, turquoise, petrified 
wood, fluorescent stones, etc. 

The hobby didn’t stop there, as 
was intended, the columnist relates. 
It extended to the inside rooms, par- 
ticularly the fireplace, each side of 
which is perfectly matched with 
sparkling and highly polished stones. 

The Zugs haven’t given an estimate 
of the value of their home, but it 
certainly must be high. 


© © 
Not only is truth often stranger 


than fiction but true experiences 
frequently make the best jokes. Wit- 
ness the following true story which 
was told to us recently. It seems 
that an Ohio jeweler received a letter 
from a customer which read: 
Dear Sir: 

Enclosed find a pair of glasses for 
repair. Please fix them and return 
promptly. 

Sincerely yours, 
(signed ) 
P. S.—I have decided to send the 
glasses in a separate package. 
P. S. No. 2—I have decided not to 
send them at all. 


© © 


IME has always been a fascinat- 
ing subject for philosophers. Also 
fascinating is T. P. Camerer Cuss’ 
book The Story of Watches, a thor- 
oughly illustrated treatise on the 
pocket watch which has been pub- 
lished by the Philosophical Library. 
Mr. Cuss, head of an old London 
watchmaking firm bearing his name, 
takes a philosophical approach to 
time and shows an expert knowledge 
of the history of watches and what 
makes them tick. 

The book is an excellent reference 
book for watchmakers and jewelers, 
and interested laymen will find clear 
descriptions of the most complicated 
mechanical operations. 
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TO OUR JEWELER AGENCIES 


A Reminder To YOU About 


ongines NYdnaurs 


NATIONAL ADVERTISING PROGRAMS 

















———— 








For YOU—The Most Significant in the Industry Because They Build Prestigé and Reputation 
As Well As Sales—and They Feature Your Store As The Outstanding JEWELER Of Your 


Community. 





TELEVISION—(2nd consecutive year) 


The Longines Chronoscope — CBS, coast to coast, 3 times weekly 
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TELEVISION—(4th consecutive year) 
Special full hour gala Thanksgiving Day Festival — CBS, coast to coast 














TELEVISION—(3rd consecutive year) - 


Special Christmas Day musical treat — CBS, coast to coast 














RADIO—(13th consecutive year) 


The Longines Symphonette — CBS, coast to coast, Sunday afternoons 

















RADIO—(6th consecutive year) 


The Wittnauer Choraliers — CBS, coast to coast, Sunday evenings 











NATIONAL MAGAZINES—(40th year) 


Merchandising advertisements for Fall and Christmas shoppers 





SPORTS —(50th year) 


Millions of readers among the free-spending sports fans 














ANNIVERSARY Symphonette-Choraliers Record Album Promotion 


An exclusive November Pre-Christmas traffic building campaign for our jewelers 

















Tune in these Longines-Wittnauer radio and television programs yourself —read the ads — 
and experience the feeling of pride and enthusiasm as you realize that these programs are your 
programs and that they build prestige and reputation for your store as the Longines-Wittnauer 
Jeweler Agency in your community. 


THE JEWELER’S WATCH LINE 
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INGINES 14K GOLD LADIES’ 
TCHES — 40 beautifully- 
led cord models, in yel- 

and white 14K gold, 
bm $92.50 to $125; 22 ex- 
usivVe 14K gold bracelet 
bdels, from $150 to $325. 
ustrated, “Monica’”’ cord 
for W 14K gold, $115, | 















As Featured in 





LONGINES DIAMOND-SET 14K 
GOLD WATCHES—42 exquis- 
ite cord models, in white 
and yellow gold,. from $125 
to $425. Illustrated, ‘‘Star- 
light Serenade ##3005’’, 14K 
white gold, 30 fine, select 
diamonds, $350. 





$115. 


WITTNAUER GOLD-FILLED 
MEN’S WATCHES — 59 style 
and value leaders; gold- 
filled modeis, some with pro- 
tective steel backs; -straps 
or expansion bracelets; from 
$37.50 to $69.50. Illustrat- 
ed, ‘“‘Brooks’’, with modern, 
matching expansion brace- 
let, $55. 





LONGINES 14K GOLD MEN’S 
WATCHES — 35 exclusive 
models, from $110 to $225. 
14 extra fine quality, hand- 
wrought Diamond Dial mod- 
els, $150 to $375. Illustrat- 
ed, ‘‘President Harrison’, 


LONGINES and WITTNAUER WATCHES 
National Advertising 





turned dial, $89.50. 





WITTNAUER 14K GOLD LA- 
DIES’ WATCHES—91 smartly- 
fashioned models, in yellow 
and white 14K gold; cords 
or matching bracelets; from 
$59.50 to $69.50. Illustrat- 
ed, ‘‘Golden Princess E” 
bracelet, $69.50. 





LONGINES AUTOMATIC 
WATCHES — A whole series 
of models in steel, gold- 
filled and 14K gold cases, 
from $89.50 to $185. Illus- 
trated, Automatic ‘‘F’’, gold- 
filled case, beautiful engine- 


Seeisecent tects 












LONGINES BRADFORD M, ii- 
lustrated above—example of 
the outstanding Longines 
“Gold Award’’ Series of 14K 
gold men’s watches. A beau- 
tiful watch, from lively 
‘stirrup’ ends to its brushed 
dial with applied 18K gold 
markers. $175. 
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WITTNAUER DIAMOND -SET 
14K GOLD WATCHES—33 Iux- 
urious models of diminutive 
size, in yellow and white 
14K gold; from $71.50 to 
$145. Illustrated, ‘‘Diamond 
Debutante D’’, $71.50. 

















TWO NEW § -=. 


| QUALITY SILVER GIFTS | 
FOR CHRISTMAS = 


41847" PROMOTION BRINGS SANTA CLAUS INTO YOUR STORE! 
























6 MOST-WANTED 
SERVING PIECES, 


in choice of patterns, 
at low $18.47 retail. 
Smart gift packaging. 








Perfect gift for any woman who needs fine 
: serving pieces. Package includes: cold meat 
CE SERVICE FOR 8 eee | fork, gravy ladle, serving spoon, pie or 
60-PIE 4 9 cake knife, round server, pickle fork. Fea- 
. aaers Or 
with choice of 8 butter spre 


| tured in full-page, full-color ads in Decem- 
r ons or 8 oO ster forks i ber issues of Life and Ladies’ Home Journal. 
iced d ink spo : 


nt! Again—it’s 1847 Rogers Bros. for the 
in the drawer chest most women _ outstanding gift-promotion line in quality 
Silverplate! But to sell aplenty, you need 
merchandise aplenty! So order these two 
gift sales winners (enough of them!) 


early and assure yourself early 













is bel ll- 
This new Royal Gift Chest 1s being ee 
page, full-color advertising in Life and Ladie 
Journal during December. A gift sales 


natural at $89.95 retail. pre-Holiday delivery. 


1847 ROGERS BROS. 


“AMERICAS FINEST SILVERPLATE 


Product of The International Silver Company 
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T has come to our attention that 

one of the world’s oldest mechani- 
cal clocks broke down recently. For 
the first time in 275 years, the clock 
‘n the tower of Florence, Italy’s 
Palazzo Vechio is not running. 

It will be the last time this clock 
will ever break down, because ex- 
perts have decided that it is beyond 
repair. ‘The ancient clock, built in 
1677 by the German craftsman 
Augustus Georges, will be replaced 
by one run by electricity. 


© © 
INGER James Melton collects old 


cars as a hobby. To attest fur- 
ther to his love of cars, he has a 
jewelry replica of an old-fashioned 
racing car, made of diamonds and 
platinum, which he wears proudly on 
his vest. 
© © 


PEAKING of blondes, it is said 

that Betty Hutton, the Hellywood 
star, cannot stand the tick-tock of a 
clock in her bedroom. The gentle 
tick-tocking of a clock is apparently 
too much noise for Betty’s sensitive 
ears. Yet, she is soothed by the dif- 
ferent and unpredictable noises 
which emanate from a “sound box” 














One of those unpredictable customers—female va- 
riety—stopped at the Ross M. Fanning jewelry store 
in East Hampton, New York. Seeking a baby giit 
item, the woman finally selected a fork and spoon set. 
She asked Ross Fanning if he would engrave the set 
and. deliver it. 

Naturally, Fanning said he’d be delighted to com- 
ply with her requests. As he opened his sales book, he 
asked in full innocence, ““To whom shall this set be 
delivered?” 

That question was the unpredictable female’s cue 
to read the riot act. ““There you go,” she fumed, “‘just 
like everyone else in this town, wanting to know my 
business. Why should I tell you whom I buy things 
Sica’ 

It was several minutes before she calmed down 
sufficiently to let Fanning explain the reason he 
needed the information. And even then she seemed 
to feel he was intruding on her privacy! 


Write us a note about your unusual business experience 
(Literary style is unimportant.) $5 will be paid for each 


Can You Top This? 








story published. Address JC-K Editorial Dept., 100 E. 42 








at her bedside, which amplifies the 
least sound in her daughter’s nur- St., New York 17, N. ¥. 
sery. 





| femeee Italians are having their 
oe troubles with tower clocks these 

v days, Englishmen have managed to 
oo lick such problems. It may seem 
strange, but the clock located in the 
tower of the parish church in Don- 
caster, England, never shows the time. 
¢ The architect who drew up plans of 
the church thought a clock face would 
spoil the beauty of the tower. Never- 
theless, he made provisions to have a 
clock’s mechanism installed in the 
tower. The mechanism is arranged so 
that the clock merely chimes the 
hours and quarters. 


© © 
EWELERS should take note of the 


fact that Carol Channing, star of 
the musical hit “Gentlemen Prefer 
Blondes,” literally drips with dia- 
monds while warbling the show’s hit 
song, “Diamonds Are A Girl’s Best 
Friend.” It is shocking to learn, ac- 
cording to newspaper reports, that 


“On this little clock the alarm rings for a minute—if Carol is married but doesn’t own a 
you don't get up the thing jumps up and down on you" diamond of her own! 
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Delicate color etchings were fastened against the window glass in this Christmas display 
at J. B. Hudson Co., Minneapolis. Necklaces and pins were displayed on soft rose draperies. 
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The large window bank of Shreve, Crump and Low, Boston, was dressed with colorful 
drapes and red border panels. A wide variety of merchandise to satisfy the varied 
needs of Christmas shoppers was featured: silverware, china, clocks, lamps, etc. 























An unusual Christmas tree 
made of angel's hair tied 
with ribbons and studded 
with small colored orna- 
ments provided the center 
piece in Jacob's display 
window, Minneapolis, Minn. 
















Cgrurings, : 





A 30" Santa, seated in the royal throne, was used A festive carnival theme supplied the inspiration for this 
in this display by Fosters Jewelers, Providence, colorful window display. The background curtain was gold and 
R. |. Featured were Christmas gift suggestions. deep red; colored ribbons formed the tops of display units. 


AW Dey pees 


Imagination Highlight Christmas Displays 


Window Ideas That Stopped the Holiday Parade ' 


ee. 


Santa, astride a rocket, the nose of which seemingly 
smashed through the window, provided a sure attention- 
getter for Goldman Jewelry Store, Milwaukee, Wisconsin. 
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Frost-covered evergreens against a gray velvet 
background lent a holiday atmosphere to this dis- 
play of diamond rings at Morgan's Diamond Shop. 











Simple to make “trees'’ set motif for window and also serve as display shelves for suggested gifts. 


Gift Tree is Center Motif for This 
Kasy-to-Make Christmas Display Window 


own is nothing more symbolic of Christ- 
mas than the gift laden tree and probably no other holiday 
symbol has assumed for display purposes greater variety 
in shape, size and material. The modern store window 
Christmas tree can be made of anything from cellophane 
to plywood, trimmed with almost any type of merchan- 
dise from jeweled charms to tea sets and otherwise 
decorated or not as fancy and the display effect demand. 
Occasionally one sees real pine trees u-ed and these gra- 
ciously adapt themselves to displaying merchandise as well 
as tinsel and ornaments. but the more ingenious display 


Variations of tree stands are simple to construct. 





90 








DF RRR 


designers are apt to sacrifice natural beauty for display 
efficiency and oddly enough, no matter how strange the 
material and the construction, the “tree” is still recog- 
nized as a tree and carries the message of Christmas 
ceiving. 

Illustrating this article is a sketch of a suggested 
Christmas window showing three three-tiered Christma: 
trees made of plywood and wooden dowels which provide 
generous display space for jewelry merchandise. Several 
designs for smaller “trees” which can be used in windows. 


(Please turn to page 132) 
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Make Your Whole Store Say— Christmas 


























by VIRGINIA DIXON 





























L; must be Christmas all through the store 
for most effective holiday selling. Wreaths and garlands 
and “ Merry Christmas” signs will make the store gay and 
colorful, but the important job is to make every piece of 
merchandise look like a Christmas gift! This can only 
be done with a thorough-going decorating job on every 
showcase and display table. This may seem like an over- 
size task, but it can be done simply, it can be done early 
and once set up, it needn’t be changed again until after 
Christmas except for replacing and rearranging merchan- 
dise which must be done anyway. Unlike window traf- 
fic, the customers in the store during the holiday shopping 
period are not apt to be “repeaters” so that one set-up 
will serve for the season. 

For a large hollowware display case, Sketch A suggest 
a background of alternating gift boxes and shadow boxes 
of merchandise. The arrangement can be made by using 
the gift boxes themselves as supports for the merchandise 
or simple shelves can hold the merchandise and support 
the gayly-wrapped packages. Shelves can be quite shal- 
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C. Wreath of gift boxes, ornaments and greens make flat decoration for case. 
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D. Fir branches with suspended fabric-covered discs 
on which is pinned earrings, pins, etc., form o 
colorful background decoration for a wall case. 


low, leaving the foreground of the case free for showing 
place settings as indicated in the sketch, or a low group- 
ing of additional hollowware merchandise. The gift 
packages should be colorful and attractive, but the wrap- 
pings should be kept simple enough so that the packages 
will simply lend atmosphere and not overpower the mer- 
chandise arrangement. Dark wrappings with a contrast- 
ing white background for the merchandise gives a smart 
checkerboard effect. This is suggested rather than the re- 


(Please turn to page 148) 
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How to Capitalize on the Stone of the Month 


Birthstones for December—Turquoise, Lapis Lazuli, Zircon 


COLOR: 


Turquoise—Azure blue in the better and rarer stones 
to greenish blue. Sometimes flecked with mother rock 
or matrix. 

Lapis Lazuli—Deep blue often containing specks of 
pyrites or “fool’s gold.” 

Zircon—Natural colors run from yellow to red browns, 
green, red and their blends. Colorless and good blue 
stones (natural) are rare. The blue, white and brown 
shades used in rings and jewelry are produced by heat 
treatment of the yellowish or brownish stones most com- 
mon in nature. 


VISUAL CHARACTERISTICS: 
Turquoise—Opaque. 
Lapis Lazuli—Opaque. 
Zircon—Clear, transparent, fiery and brilliant. 


WEARABILITY: 


Turquoise—Soft but fairly durable; porous and af- 
fected by grease and dirt. 

Lapis Lazuli—Same as for turquoise. 

Zircon—Hard but normal care is advisable to prevent 
chipping of edges. 





USUAL SHAPES: 


Turquoise—Unfaceted, cabochon, buff and flat top. 

Lapis Lazuli—Unfaceted, cabochon, buff and flat top, 
plain and carved. 

Zircon—Generally brilliant cut. 


ASTROLOGICAL SIGNIFICANCE: 


The three December stones, all in shades of blue, sig. 
nify prosperity to those born under the sign of Capri- 
cornus. Singly, the turquoise is under the sign of Sagit- 
tarius, the sign of the Archer and was considered a charm 
for horsemen and in ancient times was used to adorn the 
trappings of their mounts to protect the riders from falls. 


Lapis Lazuli is the stone of friendship and was worn 
(Please turn to page 141) 





WINDOW DISPLAY 


Christmas "candles" of red velvet-covered dowels support a 
selection of sparkling Zircon rings at a good eye level 
height. Turquoise rings are arranged on the edge of a white 
velvet circle forming the base of the display and sprays of 
holly add holiday color. Circles of yellow cardboard tacked 
behind the point of each “candle” simulate the candle 
flames. Lapis rings may be substituted for the turquoise or 
shown with them. A copy card tells the gift story. 


NEWSPAPER AD 


This suggested newspaper ad is a reproduction of an 
ad mat prepared especially by Metro Jewelry and 
Optical Service, 80 Madison Ave., New York, producers 


of a syndicated service providing ads for jewelers. 
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MAKE YOUR CHRISTMAS 
SPARKLE WITH MORE... 
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Another JC-K Merchandising Feature... 
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‘Thoven there will be fewer Marriages 
over the next five years than during the past five (see 
article on page 100) the number will still be impressive. 
The fact cannot be overlooked that during the past Spring 
and Summer, romance blossomed with the same intensity 
and at the same per capita rate as usual. And those blos. 
soms will produce their crop of engagement diamond 
sales at the regular rate. Also, the same percentage of 
young men will follow a common practice and make their 
engagement ring presentation serve a dual role ag q 
Christmas gift. 

Too many jewelers lose sight of the promotional oppor. 
tunities existing in this common Christmas practice 
merely because it occurs while they are busy, during their 
peak season. Actually, the largest number of engage. 
ment rings is sold in December; 53 per cent of the stores 
surveyed reported so. June and May take second and 
third places, in that order. 

Now inasmuch as the purchase of a wedding ring fol. 
lows rather closely on the purchase of an engagement 
diamond and as 30 per cent of the wedding rings sold by 



























CHRISTMAS DIAMONDS FOR 


A 


Yt 6, BRIDES . .. 


the average jeweler were diamond set, their importance 
in connection with Christmas diamond promotion 1s 
evident. A point to keep in mind in connection with 
wedding rings is thal a substantial percentage of jewelers 
believe that wide wedding bands are reducing the sale of 
diamond engagement rings. 

Diamonds are still the jeweler’s best friend (represent 
23 per cent of his annual volume and a still higher per- 
centage of his profits) and, sentiment is still the basis of 
the diamond business. The facts are that diamond engage- 
ment rings produce as much revenue (N. W. Ayer & Son 
survey) for the average retail jeweler as all other diamond 
sales combined. 

Inasmuch as there will be fewer marriages this year 
than last, it is even more important to devote extra pres- 
sure on this business now (and for the next five years) 
in an effort to sell more and bigger stones to those 
getting married. 

Unless the jeweler does this he will surely lose his share 
of this ready-made December business to competitors who 
recognize the facts of life in connection with the present 
young man’s timing as he applies it to his purchase of 4 
diamond ring (or rings) for his future bride. 
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BRIDES... 


BPI 


‘ie effect of the depression in reduc- 
ing the crop of babies during the early thirties is now 
beginning to show up in the decline in the number of 
boys and girls currently reaching “marriageable age.” 
This is evident in the reduced number of marriage 
| licenses being issued, a condition that will probably con- 
tinue for the next few years. Yet all is not dark for the 
jeweler, for the situation presents a paradox. 

The very depression condition which caused the slump 
in family-building during the thirties also caused many 
engagements and weddings at that time to be consumated 
without the benefit of diamonds. So while we have a 
reduced number of units in the market for engagement 
: rings today, we fortunately have an unusually rich source 
for important-sized “engagement” ring sales for the 
brides of yesterday. 

The current situation is unique. It is doubtful if any 
such comparable opportunity ever existed for the jeweler. 
For, the young men who could not afford to buy an 
engagement diamond during the depression and who 
used plain gold bands during the wedding ceremony, are 
now, 20 years later at the peak of their earning capacity. 
What is more, their children are beginning to be either 
sel{f-supporting—or married. Therefore, these men are in 
a position to satisfy a marriage-long obligation, for the 
diamond engagement ring tradition is only a little less 
compelling than the custom of the wedding band and nu 
woman without a big-stone engagement ring is ever com- 
pletely happy until she has hers. Daughters and sons 
getting married emphasize this deficiency in her life to 
every diamond-less wife. 

This is not just theory, surveys reveal that 75 per cen! 
of the jewelers are finding that couples married some time 
in the past represent an important market for diamond 
engagement and wedding rings. Also, say these jewelers 
there is increasing evidence that this business is currently 
of growing importance. Typical stores report that this 
business is equally divided between couples who did not 
have an engagement diamond and those who are replacing 
the old one with a larger one. 

It, therefore, behooves the jeweler to push this idea as 
a suggestion for Christmas giving during the 1952 season. 
It is particularly timely now, when business conditions 
in general are running at a peak, following a decade when 
millions of depression-poor married men recouped their 
losses and millions of others built their fortunes to the 
point of economic security. They are now in a position 
to be expansive in the deferred expression of their sen- 
timents. 
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I. the minds of the layman there is an 
immediate mental association of diamonds with engage- 
ments and weddings. Yet the very underlying reason for 
the use of the King of Gems in connection with this major 
event is too seldom applied by the layman on the oc- 
casion of other big moments in his life. And too few 
jewelers do anything about reminding him of the unique 
qualities of diamonds as gifts to mark those other “once 
in a lifetime” memorable events. 


In the preceding article we mentioned one Christmas 
diamond selling opportunity for the jeweler, the deferred 
engagement and wedding diamond. But you should not 
consider the sale of any diamond—particularly an engage- 
ment diamond—as a final sale. Remember, sentiment, 
gratitude and romance continue with many men beyond 
the marriage ceremony. 


For example, ring manufacturers are today offering 
mountings which provide for the addition of diamonds 
to make a more important ring from one which still holds 
the original diamond that carries sentimental memories 
of the betrothal days. 

Too, jewelers have recently neglected the full poten- 
tialities in the diamond-growing idea; another anni- 
versary gift idea which could be adopted as an annual 
program by married men and applied on the anniversary 
or at Christmas time. 


Another logical occasion for a diamond gift is when 
the family has been presented with a baby. The high- 
cost of babies notwithstanding, the new father is in a 
mood tender and lavish. In the case of young couples who 
have hospitalization policies, the expense for baby today is 
less than the cost of a couple of theater tickets. In any 
event there are the proud grandfathers who are often even 
more carried away by the occasion and more likely to be 
in a financially demonstrative position. 
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As the family grows in economic security it also grows 
in age; the boys become 21 and the girls 18. These are 
great occasions in the lives of all the family members; 
worthy of gifts of jewelry set with the King of Gems, 
The jewelers’ maintenance of a list of birthdays will 
enable him to cash in on this business which is particu. 
larly valuable to cultivate as it is so closely connected 
with the marriage business and its long line of suitable 
jewelry store items. 


Then, too, Christmas can be used by the jeweler as an 
opportunity to point up the unique qualities of diamond- 
bearing gifts as mementos of a prideful occasion such 
as a step ahead in a career—election or appointment to a 
post of high honor in a civic or social organization. A 
phase of this idea lies in the promotion of diamond pins 
or jewelry among institutions and organizations for pres- 
entation to employees for years of service—or on occasion 
of retirements. Too, such diamond-giving occasions lend 
themselves to the sale of big ticket diamond-set watches. 


Actually, retailers’ records show that diamond rings, 
other than engagement rings purchased before marriage, 
ranked first in dollar sale volume of all diamond busi- 
ness. Yet, there is certainly plenty of room for improve- 
ment in the jewelers’ promotion of diamond rings for 
men. 


The sale of diamonds “For Big Moments” represents 
a virtually untapped market. If the jeweler can sell his 
public on the idea of thinking of diamonds in connection 
with the marking of big moments and at the same time 
show the reasonable amount of money required (particu: 
larly per member in the case of organizations), there will 
be more such gifts presented which will remain an object 
of pride for generations of the recipient’s family. 


So, in the big moments of family life, business life and 
social life‘ of the individual lie additional life for the 
diamond business of the jeweler—particularly at Christ- 
mastime. This, IF the jeweler capitalizes on the oppor- 
tunity by promoting diamonds, by taking full advantage 
of the advertising and publicity that results from the 
investment of millions of dollars every year, by diamond 
producers and diamond jewelry manufacturers every year. 
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Diamond advertising 


works [or Vou 


This is the fourteenth year that diamond advertising 
has been working for you . . . addressing your cus- 
tomers, through pages of America’s leading national 
magazines, creating desire for diamonds. 


One campaign, in Life, Look, and The Saturday 
Evening Post, works continuously, and dramatically, 
to further the diamond engagement ring tradition .. . 
to make the diamond, the token of love, a requisite 
of every marriage. 


A second campaign, in Vogue and Harper’s Bazaar, 
promotes diamonds, and especially diamond clips, for 
special gift occasions. Your customers are constantly 
reminded of the sentimental significance of diamonds, 
and their enduring value. 





At work for you, in this advertising, too, are the 
facts about diamond qualities, and prices. Readers are 
urged to seek the advice of a “trusted” jeweler. 


Here’s how you can tie in for profits 


The national Diamond Promotion includes point-of-sale aids. 
These are for your use, in your store, to promote your diamonds. 


There are FREE counter cards, 2 sets of 3 cards to a 
jeweler (send 25c to cover postage and handling) .. . the 
diamond folder, “Gift of Love” (1000 FREE) for counter and 
direct mail use . . . the diamond booklet, “The Day You Buy 
a Diamond” ($6 per 100, plus cost of imprint, $3.50 for first 
hundred, $1.25 for each additional hundred). These selling 
aids are available from the Diamond Promotion Department, 
The Reuben H. Donnelley Corp., 305 E. 45th Street, New 
York 17, N. Y. Write for them. 


Profit by this DAMON Promotion—make it work for you 
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Promote 


Your 
Diamonds 


Every day in the year, the diamond publicity program 
works to boost your diamond sales. You may not recog- 
nize it as diamond publicity because publicity is seldom 
labeled. Yet this part of the Diamond Promotion brings 
appealing diamond news, pictures and ideas into every 
town in the United States — into your town. 

Through newspapers, magazines, television, radio 
and motion pictures, operating from New York, Holly- 
wood and from Paris, the diamond publicity program 





And You 


Lectures 





Diamond publicity 
WOrKS lor VOU 


delivers an average of more than 3,500,000 diamond 
messages in the United States every day. (This figure 
is a carefully conservative estimate based on the 195] 
returns. ) 


Here are some of the kinds of publicity that the 
Diamond Promotion creates — publicity that reaches 
your own customers and others who might be your 
customers. You ean use it to build diamond business 
for yourself. 


A _ oF ee ut Engagement tin Styles 


For You 


—this publicity, in pa- 


N ewspapers 


The diamond engagement 








On a year-round sched- 
ule, the diamond story is 
told by word of mouth— 
especially to the coming 
generation in the schools 
and colleges. Gladys 
Babson Hannaford lec- 
tures on diamonds to 
your own customers. To 
groups of jewelers, she 
gives the inspiration of 
fresh ideas and methods 
for diamond selling. 


Profit by this 


—can promote these lec- 
tures whenever they are 
presented in your terri- 
tory. You can also give 
diamond lectures your- 
self to school, church and 
club groups. For talks 
prepared for your own 
use, write the Diamond 
Promotion Department, 
The Reuben H. Donnelley 
Corporation, 305 E. 45th 
St.. New York 17. N. Y. 


ring in features for the 
women’s pages... dia- 
monds in the fashion 
news from the fashion 
capitals of the world... 
diamonds in news of the 
betrothals, birthdays and 
ball gowns of movie stars, 
royalty and other celebri- 
ties .. . diamonds in the 
scenes where every wom- 
an sees herself! 


pers and magazines your 
customers read, plows 
the ground and sows the 
seed for sales. Plan pro- 
motions throughout the 
year to reap for yourself 
the benefit of the dia- 
mond fashion interest. 
the engagement ring ap- 
peal and the dreams of 
diamond gifts that grow 
from this material. 


1) Promotion—make it work for you 
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Radio—TV 


Diamond publicity brings 
the brilliance of dia- 
monds onto the television 
screens in your custom- 
ers’ homes. It voices the 
appeal of diamonds over 
their radios. Network 
features are arranged, 
and diamond scripts go 
regularly to nearly 500 
radio stations. The proven 
power of radio and tele- 
vision builds the desire 
for diamonds. 


I 
1 
| 
| 


To You 


—this opens a door. Dia- 
mond publicity has shown 
broadcesters the program 
possibilities of diamonds. 
Many stations will wel- 
come you as a guest ex- 
pert to be interviewed. 
And if you take time on 
the air for your own ad- 
vertising, your station 
has or can get the scripts 
written for diamond 
publicity. They’re yours 
to use — without charge. 


Motion 
Pictures 


Diamonds in feature films 

.. diamond features in 
newsreels ... a new film 
in color now in the mak- 
ing for you to show to 
clubs and other groups in 
your own city. By sight 
and sound in the undi- 
vided attention of a 
movie audience. these 
films foster the love of 
diamonds. 


All Yours 


—is this audience interest 
in diamonds, yours to 
translate into sales at 
your own counters. Some- 
times you can tie in with 
the theater where a dia- 
mond feature appears. 
Constantly you can cre- 
ate diamond -displays. 
advertisements, mailing 
pieces to put the power 
of this national program 
behind your own diamond 
promotion. 


The National Diamond Promotion...with Diamond 


Advertising ... Diamond Promotion Aids... Diamond 


Publicity ...works for jewelers everywhere, in every 


town and city in America, and every day in the year... 


creates desire for diamonds, promotes your diamond sales. 
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DE BEERS CONSOLIDATED MINES, LTD. 


I) Promotion—make it work for you 


99 












Paw Ss. eee 2 eS SS eS ee ee 


= 23 2. 2 ee 














7? @err ef <7 72a 


Most significant for the jewel- 
er's diamond business is his 





























= sells diamonds. Sentiment also 
gets tangled with statistics. For most jewelers, the dia- 
mond engagement ring has been earning as much as all 
other diamond jewelry combined. Engagement ring sales 
are made by the sentiment of the boy and the girl who 
meet and marry. But for two years, marriages have been 
declining because of the small crop of babies born twenty 
years ago at the depth of the depression, and they will 
continue to decline for about three more. The sentiment 
is still the same, but there are fewer to feel it. 
These figures face the jeweler with a clear-cut sales 
problem for the next few years until the birth rate, rising 
since the later ’30’s, can come to his help with a zooming 
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marriage graph. Fortunately, other figures point t 
the solution. 

The situation is anomalous in the extreme. Population 
is increasing, there is an upward trend in employment 
and consumer buying power is high, yet the marriage | 
rate goes down! In that very contradiction lies a part of | 
the answer to the sales problem. The rest of the answer 
lies in the record of what has happened when diamonds 
have been actively promoted in a_ broadly planned 
program. 

On the accompanying chart showing population by age 
groups, the only declines appear among those born during 
the early 1930’s. For diamond sales in the immediate 
future, the most significant figures are those showing the 
growth of the group between 35 and 54 years of age, the 
period of maximum earning power. 

A survey by JEWELERS’ CIRCULAR-KEYSTONE among 3 
national cross section of jewelers in 1951 showed that 
10.6 per cent of all engagement ring sales were being 
made to “belated” buyers. In 1949, the figure reported 
was 7.7 per cent. In other words, the retailers have even 
now begun to compensate for decreasing sales to engaged 
couples by sales to those married before. An important 
consideration in this market is that each sale offers a 
bigger opportunity, dollarwise, than the sales to younger 
couples because the post-marriage engagement ring is 





POPULATION OF THE UNITED STATES BY AGE GROUPS (Millions) 
UNDER 14 14-24 25-34 35-54 OVER54 





30.5 | 26.4 } 213 | 33.9 | 96 | 131.7 TOTAL 




















39. | 24.9 | 23.7 38.5 | 25.5 | 151.7 TOTAL 


increasing market for belated 
purchases represented by the 
35-54 age group. These people, 
usually at the peak of their 
purchasing power, have increas- 
ed 19 per cent in number from 
1940 to the present and have a 
potential growth of 23.6 per 
cent in the following six years. 








43.2 | 24.3 | 243 | 40.3 | 74 | 159.5 TOTAL 








45.4 | 24.9 | 24.0 | 41.4 | 28.3 | 164.0 TOTAL 











| 28.1 } 23. | 44.4 | 3.2 | 174.8 TOTAL 
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FORECASTS BY ECONOMETRIC INST. INC. 
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Stork of the 30's 




























.,, and Your Diamond Market Today Bh 
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LPEB (t [MARRIAGE LICENSE D 
usually bought out of greater earning power. More . [OPEN MORNINGS 20 a - 
vigorous promotion of the later-in-life diamond to be PI - oe 
worn over the wedding band is the first answer to the a - — 
declining marriage rate. wa —— = 
The second answer is promotion of the diamond for : 
all the important gift occasions that men meet in their 
most prosperous years—for anniversaries, at the birth of 
children and grandchildren, for a specially notable 
Christmas or birthday, for the great occasion of every 
kind. Regardless of marriage statistics, the increasing 
part of the population found in the middle age group In reading this chart, it should be remembered that 
(those usually at the peak of their earning capacity) the average engagement ring diamond has for years been 
is a challenging signal to the alert jeweler for develop- approximately 35 points in weight. A survey of girls 
ment of this sort of program. about to get married in 1948 showed that approximately 
The final statistical retort to the temporarily declining 8o per cent of them had diamond engagement rings. 
marriage rate is the history of diamond sales before and Using those figures, we may estimate sales of .30 carat 
during the national diamond advertising and publicity per marriage (85 per cent of .35 carat) as the average 
program sponsored by De Beers Consolidated Mines, for all marriages so long as that percentage of brides have 
Ltd. So far as results of such programs are capable of engagement diamonds. Clearly, then, when the imports 
proof, this record indicates emphatically that diamond per marriage run between .40 and .50 carat, the engage- 
sales can be increased even against the marriage rate. ment ring rate is high and at the same time there is a 
On the second chart, the number of marriages is com- large volume of sales of diamond jewelry to be worn 
pared with diamond imports per marriage. Note that this only as fashionable ornaments. Conversely, when the 
does not show total imports, rather, it shows the cut imports per marriage dip toward .20 carat or lower, the 
carat-weight of gem diamonds imported for each mar- engagement ring rate is low and other sales are drying up. 
riage performed during the year. (Please turn to page 135) 
MILLIONS 


2.2 


U. S. MARRIAGES 
NUMBER ANNUALLY; 1920-195! 


2.0 


MARRIAGES 


An interesting comparison of the num- 
ber of marriages with diamond imports 
by carat weight per marriage over the 
past 30 years shows effects of depres- 





- sion and World War !1. Since 1942 im- 
ports per marriage have mounted with 
DIAMOND IMPORTS pcerecis only minor halts in years of recession. 
CUT CARAT WEIGHT PER MARRIAGE 50 w 
Q 
40 2 
9 
30 * 
x 
20 % 
10 
1920 1925 1930 1935 1940 1945 1950 
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‘The latest in diamond fashions for :1953 
made big news in New York on October 15th as the Fifth 
Annual Diamonds U. S. A. was staged at the Hotel Plaza 
before an audience made up of representatives of al] the 
nationwide publicity mediums—radio, television, news. 
papers and magazines. The publicity arising from this 
event, sweeping across the country, cannot help but 
benefit the retail jeweler if he will take the opportunity 
to capitalize upon it in his own community. 


Again, as in past showings, this multi-million dollar 
display of the latest in diamond fashions was participated 


WRIGHT, KAY & CO., Detroit. (Above) 
June Lockhart, stage, screen and television 
star, showed new necklace in an over-and- 
under design, of baguettes and marquises. 
Marquises are used in a wheat design clip. 


B. D. HOWES AND SON, Los Angeles. (Left) 
Sally Forrest, young screen star, modeled 
a baguette necklace with matched brilliant 
pendants. Interlaced baguette earrings 
had pendants of rare hexagon-shape stones. 





in by leading jewelry firms representing all parts of the 


BIGELOW, KENNARD CO., Boston. (Below, 
center) Hannah Green showed jewelry with 
contrasting settings. Stones were mounted 
in "'stand-away" style emphasizing each gem. 
Rosette brooch has full-blown open loops. 


ARTHUR A. EVERTS CO., Dallas. (Below, 
right) Barbara Gentry wore necklace with 
fringe of 17 emerald-cut diamonds, tasseled 
baquette earrings, rose-and-fern clip. 
Party box had Dallas skyline in diamonds. 
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country. 


the fashion runways of Paris. 


A new daintiness of design was the surprise fashion 
Seen for the first time were florets 
and foliage, buds and bows of old French brocades in- 
terpreted in modern, up-to-the-minute diamond jewelry. 
Emphasized in most of the pieces was the marquise-shape 


news of the showing. 
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HARRY WINSTON, New York. (Below, left) 
Pat Ryan, well known fashion model, intro- 
duced a new note with bib necklaces worn 
at back and front of decolletage. Jewelry 
mounted large stones in "thread" settings. 


BROMBERG & CO., INC., Birmingham, Ala. 
(Below, center) Gage Bush, debutante model, 
showed jewelry with a "textured" look in 
round and baguette diamonds. Her necklace 
outline was scalloped; bracelet flexible. 
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Each firm showed their newest diamond jewelry, 
modeled by some of the country’s loveliest girls from the 
felds of stage and screen, society and cover-girl fame. In- 
cluded,too, were the daughter of the Ambassador from El 
Salvador, a young Indian drama student from Bombay and 
a Swiss-born model who has been a recent sensation on 























cutting which, slender, pointed and sparkling, is often 
called the most feminine of all diamond cuts. It lends 
itself to forming the tiny floret (flower sections) and 
laurel leaflets that characterize petit point and old bro- 
caded ribbons. The new necklaces shown were decked 
with rosettes and flowing fringes of these tiny flower 
forms, and were soft and fabric-like in appearance. 
Contrasting with the glittering marquise, pear-shape 
and brilliant stones were the increasingly popular bagu- 
ette cuts. Clips and bracelets shown were tied with full- 
blown ribbon loops in which one side was paved smooth 
(Please turn to page 136) 








LINZ BROS., Dallas. (Right) Marjorie 
Huber modeled jewelry which she helped de- 
sign herself. Necklace has twin ornaments 
at front. Large bouquet clip was worn in 
the back at top of a peacock train on gown. 


THE FRANK HERSCHEDE CO., Cincinnati. 





(Below, right) Ruth Gervers, society tele- | 

vision star, wore necklace of brilliants © oS 
with "“pendative’ in baguettes and bril- = 93) 3. 
liants. Her earrings had matched "falls." | ee 























COLEMAN E. ADLER & SONS, New Orleans. (Above, left) Betty 
Bastian, New Orleans Junior League model, wore patterns fea- 
turing the marquise cut. These were used with brilliant and 
baguette to compose flower-like designs in (8th-century motif. 


GRAPE & COMPANY, Washington, D. C. (Above, center) Senorita 
Maria Teresa Castro, daughter of the Ambassador from El Sal- 
vador, wore a necklace of baguettes with detachable brooch 
clip, matching earclips. Diamond coiffure clip was new touch. 
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J. E. CALDWELL & CO., Philadelphia. (Above, right) Peggy 
Wright, society model, wore draped necklace fringed with pear- 
shape and marquise stones; baguette earclips with pear-shape 
trailers. Clip, bracelet and finger ring in variety of cuts. 


CARTIER, New York. (Right) Nellie Nyad, noted Paris fash- 
ion model, wore necklace and earrings reflecting ‘Textured™ 
and fabric trends. Tiny motifs of petal-shaped marquise and 
pear-shaped diamonds follow design of I8th-century petit point. 


VAN CLEEF & ARPELS, New York. (Below, left) Rasika Shod- 
han, from Bombay, India, wore two necklaces with matched and 
graduated pendants, one worn conventionally, the other as an 
Oriental frontale or brow ornament. Bracelet was link design. 


C. D. PEACOCK, Chicago. (Below, right) Jo Hoppe, Miss Chi- 
cago of 1952, wore necklet with five cluster pendants in pear- 
shape and brilliant-cut diamonds. Earrings have halo éf pear- 
shapes; twin clips are clusters of round and baguette stones. 


















This kind of 










makes money | 
for you... 











a complete stock of 
Ronson Lighters 
for Christmas! 


Don’t let the Christmas rush catch you unpre- 
pared. Be ready with a complete assortment 
of America’s most wanted lighter...RONSON. 


Dramatic advertising is pre-selling 

Ronsons as gifts in the country’s leading 
magazines and on ‘T'V in major cities... 

so make the most of it. Tie in locally 

with the Ronson ads; spark your windows 
with Ronson displays; enclose Ronson leaflets 
in your Christmas mailings. And above all, 
ORDER YOUR RONSONS NOW. You’ll sell 
alot of Ronsons ... if you have them! 


ONSO 


WORLD’S GREATEST LIGHTER 
Ronson Art Metal Works, Inc., Newark 2, New Jersey 
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ce what Ronson tucks into your stocking! Dramatic Full Color Ads TV Spots in 56 Key Cities 


in Leading Magazines Nationwide Publicity 
' Free Sales Aids 
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D {AMONDS are the sparkling bedrock of 
every jeweler’s business, and every jeweler would like a 
good sound formula for selling more of them. There are 
necessarily many factors to be considered in any formula 
for diamond merchandising, but one of the most im- 
portant ingredients is fashion. Fashion is an indispen- 
sable quality in all modern selling, and we've only to 
look at a few cold statistical figures to realize its over- 
whelming scope in the woman’s market. 

Last year, the manufacturers of Textile and Apparel 
Related products, of which fashion is an inseparable part, 
did twenty-five billion dollars ($25,000,000,000) in busi- 
ness, placing it as the second largest industry in the coun- 
try, second only to food. Yes, fashion is a Midas wand, 
wafter of glittering profits, and every jeweler will do well 
to waft a generous portion of it in his own direction, 
especially in his diamond department. At present, 
diamonds bring the jewelers of America approximately 
two hundred and sixty million dollars worth of business 
each year—and can bring more with fashion-selling! 

When we speak of diamonds in relation to fashion we 
are not speaking of the usual balance between clothes 
and accessory jewelry. Diamonds hold a unique positior 
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DIAMONDS-E ASHION 


Are Bedrock of Jeweler’s Business 


Diamonds are fashion and fashion is an 
indispensable quality in merchandising 
today. Combining the two gives jewelers 


the opportunity for more diamond sales. 


by WINIFRED PARKER 


(Illustrations by Dorothy Burke) 














because of their price point and versatile beauty, and 
diamond jewelry, to most women, is in itself the epitome 
of fashion and glamour. 

This top fashion position of diamonds is, of course, no 
accident! The fact that it is “fashion” to wear a diamond 
engagement ring, instead of some other jewel, has been 
brought about by millions of dollars spent in advertising 
and publicity promotions, and this also is true of other 
types of diamond jewelry. Every jeweler has contributed 
to this wide-spread promotion of diamonds, but there is 
plenty of untapped opportunity to spread the appeal even 
further, and for a relatively small expense. 

A piece of diamond jewelry in a showcase is a beautt- 
ful thing, it is beautiful when held in the hands, but it 1s 
never quite so beautiful, or effective as when it is worn ° 
as an actual jewel. Oh, of course you have your cus- 
tomers preen themselves in front of flattering mirrors! 
But this is after their desire for diamonds has been 
aroused, this is after they’re actually shopping for new 
jewelry! We're suggesting that you stimulate the desire 
for diamond jewelry by getting into some co-operative 
fashion shows, by doing some aggressive fashion selling! 

Department stores have found fashion shows so profit- 
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Tot on the Aight Stach 


When you give your dia- 
mond department the 
FR ‘ green light, you travel in 

wet A, Mia ‘ luxury and style. And your 
viii, Fz a ee a . entire store goes along for 


America’s fastest-growing 
diamond house is making 
reservations now for jewel- 

me ers who want to board the 

ya Swirsky & Ehrlich Dia- 
: mond Express—the sure, 
wen safe, certain route to in- 

Py creased profits and prestige. 
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SWIRSHY & EHRLICH 


DIAMOND IMPORTERS 


LOOSE DIAMONDS EXCLUSIVELY 
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LOS ANGELES 13, CALIFORNIA CHICAGO 2, ILLINOIS DALLAS 1, TEXAS 
220 West Fifth Street 55 East Washington Street 1802 Main Street 
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Diamond Photographs Courtesy of 
De Beers Consolidated Mines, Ltd. 
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Trend setting design of sparkling delicacy characterizes 
this diamond bracelet by Maybaum Brothers. Diamond fiow- 
ers composed of brilliants and pear shapes mix brilliance 
with ribbons of baguettes to enhance marquise center gem. 


able that almost all of the large ones now have regularly 
scheduled shows, but Department stores don’t need your 
jewelry since they have jewelry departments of their own 
to co-ordinate with their clothes selling. BUT: the 
highest fashion clothes, and the highest priced clothes 
are found in smart specialty shops, and these are the 
people with whom jewelers will find it profitable to co- 
operate. If you live in a very small town and fashion 
shows are not feasible, it is still possible to do co-opera- 
tive windows. Why not team up with the smartest 
specialty shop in town and display your jewelry in their 
windows, on their most glamorous models, with attention- 
getting signs saying this jewelry may be purchased in 
your store! 

To keep diamonds at the “top” of fashion is the concern 
of everyone who deals in them, and an important requisite 
is that diamond jewelry be designed as an integral part 
of the general fashion picture. It is for this reason that 
houses creating expensive diamond jewelry keep top 
fashion people in the field who keep them informed of all 
important trends. This relationship between top fashion 
people and the best diamond houses is both insurance and 
assurance for you. It gives you assurance that today’s 
designs are not concerned with fads that change fleetingly 

(Please turn to page 138) 


Delicate airiness of design is created 
by the smart fashion revival of Parisi- 
enne wirework in these diamond betrothal 
Artcarved rings by J. R. Wood & Sons. 


Unusual interplay of radiance and delicacy are com 
bined in this diamond necklace by Raymond Abrahams _ 
which features an artistic blend of baguettes, bril- | 
liants and pear-shaped diamonds. Looped delicacy © 
of festoon dramatizes beauty of pendant pear shapes, | 


High fashion trend is established by — 
Harry Winston, Inc., in their beauti- 
ful revival of cushion-cut diamonds, 
Outstanding example is this cushion- 
cut 6.16 carat stone set in- platinum, 


Colorful ribbon of diamonds and sapphires forms this 
delicate bow-pin by Oscar Heyman & Bros., and focuses 
interest on dainty jeweled flower. Flower petals are 
formed of marquise and brilliant diamonds around cen- 
ter of blue sapphire. Pavéed earrings match design. 
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Victoria, the last Queen in her own right 
until now, is depicted by Mrs. Lewis as 
she looked at her Diamond Jubilee in 1897. 
She wears the tiny silver and rose diamond 
crown which still is in the Tower of London. 


Queen Mary. grandmother of the present 
young Queen, is shown as she appeared 
at the coronation of her son George Yj 
in 1937. She made jeweled collars the 
court fashion, wearing Cullinan diamonds 
Nos. 5, 6, 7, 8 and 9 in one such collar. 


‘Little Queens’ to tour for Woronation tie-in 


. 
By nexanp’s coming coronation of her new Queen, Elizabeth II, next June 2, already has 


stirred up world-wide interest. In this country, newspapers and magazines are featuring articles about 


this event and already some of the big stores are fea- 
turing the coronation theme in their promotions. 


For the jeweler, the coronation is a natural pro- 
motion tie-in, especially for his diamonds. Much 
of the coronation interest, outside of the event itself, 
is going to be centered on the Crown Jewels which 
contain many of the world’s famous diamonds. The 
stories of these jewels or any jewels for that matter 
are always of interest to the public. On the other 
hand, how much more interesting it would be if the 
jeweler could actually show these jewels in his win- 
dows? Impossible? No! 


Mrs. Mary E. Lewis, well known among jewelry 
stores for her exhibition of bridal dolls, has a new 
collection that is available to jewelers and that is 
designed to capitalize upon public interest in the 
forthcoming coronation of Elizabeth II. Called 

(Please turn to page 150) 


The First Queen Elizabeth is shown about the 
year 1575. The pendant type necklace was her 
favorite jewelry; also long strands of pearls. 
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how a Diamond is cut... 





This story of the nine steps in cutting the modern brilliant with 58 facets 

is from a booklet "How a Diamond is Cut." It is reproduced through the courtesy 
of the advertising agency for DeBeers Consolidated Mines, Ltd., and is available 
for distribution by jewelers from N. W. Ayer & Son, 30 Rockefeller Plaza, N. Y. 





Movers diamond cutting is scientifically planned to take best advan- 
tage of the natural properties of the stone. It is the hardest substance 
known to man and has peculiar powers with respect to light. Because 
of its hardness, it can be given a surface polish that produces an un- 
equalled lustre. Because of its power to bend light rays (refraction) 
and to break white light into all the colors of the rainbow (dispersion) , 
it can be shaped so as to produce great brilliance and “fire.” _ 
are the tasks of the cutter. , ; 

Diamonds are so hard it was long thought they never could be cut, 
but the Indian lapidaries discovered that one diamond could be ground 
against another to remove the “skin” and make the stones glisten. 

About 1475, a Flemish cutter named Van Berquem found that dia- 
mond dust on an iron wheel would polish facets on a diamond.: Then 
he began to experiment with shapes. 

Toward the end of the Seventeenth Century, the full 58-facet bril- 
liant, with the facets arranged as we know them today, came forth from 
Venice. The inventor was named Peruzzi. Originally the Peruzzi bril- 
liant was squarish. The round brilliant emerged in the Eighteenth 
Century but its proportions were poor and the square form with rounded 
corners continued to be cut even in the Nineteenth Century. Today, 
stones with these cuts are called “old miners.” They came out of the 
old mines in India, Borneo and Brazil. After the “new mines” in South 
Africa were opened in the 1870's, the art of diamond cutting was given 
great impetus and became more effective as the scientists learned more 
about the natural properties of the diamond. 





This set of glass reproductions of diamonds showing each of the nine successive 

steps in their cutting and polishing, is available to jewelers to use in displays, 

to illustrate talks and to actually show the customer’ the detail and skill that 

goes into creating the finished stone. The set is available from Fred Frankel . 
& Sons, 28 West 38th Street, New York 18. 
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This model, in much enlarged scale, is 
a simplification of one common form of 
rough diamond, the octahedron. The nat. 
ural stone usually has more rounded edges 
and a rougher surface. 

As every diamond is different, the first 
step is careful examination by a diamond 
expert. If the rough stone is covered with 
a dull skin or glaze, several spots on the 
surface may be ground clear so that the 
interior structure can be studied. This is 
called “making a window.” Then, using a 
magnifying glass called a loupe, the grader 
looks for minute imperfections such as 
fissures, bubbles, black carbon specks or 
other inclusions. What is their position in 
the stone? Maybe they can be ground out 
in the faceting. And where is the grain? 
This question determines the direction in 
which the stone can be sawed or cleaved. 


4 Octahedron 
s Sawed in 
Two Parts 





A stone is rarely sawed exactly in half. 
Less is ground away by the plan of cut- 
ting shown in the model. 

The modern method of sawing diamonds 
was invented in America. The saw is a disk 
of phosphorbronze a few inches in diam- 
eter and as thin as a sheet of paper. Im- 
pregnated with diamond dust, it rotates at 
a speed of 5,000 to 6,000 revolutions per 
minute, continually impregnating itself 


afresh with diamond dust from the stone 


it is cutting. 

Very large rough may take from three 
days to two weeks to saw through. One 
mechanic can usually watch a battery of 
these machines. Sawing is best done in 
an air-conditioned room because variations 
of temperature and humidity affect the 
grinding action. —_> 
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the diamonds or the customer? 


It all depends on the customer. Some know what they want. 
Others want to see a big selection before choosing. 


That’s where Kionka comes in. We see to it that you always 
get a selection fast, whether it’s a balanced assortment or an 


assortment of one style only. 

The point about diamonds and customers is this: neither comes 
first. Your job is to bring the two together with best results. Our 
job is to help you with the diamonds. You can concentrate on 
the customer when Kionka supplies the diamonds. Make your 


next selection Kionka and see. 


H. C. KIONKA & CO., Inc. 


ESTABLISHED SEPTEMBER 1900 
15 MAIDEN LANE NEW YORK 38, N. Y. 
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how a Diamond is cut... 


Rounding or 
Girdling 
the Stone 





This model shows the gem at the stage 
where it looks like a child’s top or like a 
beet. In Europe, in the old days, when 
women were taught to facet diamonds, they 
were sometimes given a beet or potato and 
a pocketknife and made to practice putting 
facets all over the vegetable. Beginners in 
our country stand and watch a master cut- 
ter until they understand what is being 
done, but when they once start to work, 
they work on real diamonds. 

At this stage the brilliant has had the 
corners removed. This was done by bruting 
or rubbing one diamond against the other. 
One diamond is cemented by shellac into 
a holder which fits on a revolving shaft. 
Another is cemented at the end of a long 
rod which the bruter grips under his right 
arm. As the shaft turns, the two diamonds 
are brought together and grind each other 
to shape. Again it is literally diamond 
cutting diamond. The dust that results 
from this operation drops down into a lit- 
tle wooden box and is saved for further 
sawing and faceting. ) 

The model shows that the brilliant now 
has a girdle—a sort of rim at its widest 
part. This will not change in size or posi- 
tion throughout the balance of the diamond 
cutting. The table also emerges, the flat 
surface on top produced by the sawing. 
When this brilliant is finished and set into 
an engagement ring, perhaps all you will 
see above the mounting is the part above 
the girdle called the crown. But the part 
below the mounting, called the pavilion, 
although you can’t see it, is necessary to 
proper dispersion and reflection of light 
in the diamond. 





4 Lopping Begins 


In this model the first of the facets ap- 
pear, two on top and two on the pavilion. 
They are ground on the stone by a work- 
man called the lopper or blocker. 

This and all the remaining steps in the 
faceting of a diamond are done on a flat 
wheel like a phonograph record. This disk 
is made of porous iron, about one-inch 
thick. The diamond dust and oil are 
worked into the surface of it. The disk 
spins around 2,000 times a minute and 
the diamond is held against it in an arm 
very much like the playing arm on a 
phonograph. 
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The diamond is mounted in a dop or 
holder. (“Dop” is an old Dutch word 
meaning shell.) The solder dop is still 
used in cutting plants, at least for several 
stages. of the process. Lead solder forms a 
ball about as big as a walnut at the end 
of a little brass rod. This solder is soft- 
ened in a flame, the diamond is pressed 
into it at the proper angle, and the whole 
is dipped in cold water to cool it in- 
stantly. The stone is then fast in the dop 
and ready to be placed on the cutting 
wheel. There is also a mechanical dop 
which holds the stone in a vise-like ar- 
rangement in a metal holder. It must be 
inserted at the right angle to expose the 
surface to be faceted. 


5 Lopping 
=» Continued 


At this stage the diamond has four top 
and four bottom facets, and the correct 
proportions of the finished gem begin to 
appear. 

This means that approximately one- 
third the total weight of the gem will be 
above the girdle and two-thirds below. If 
the facets are not at the right angles to 
create proper proportions, the stone will be 
either lumpy or too shallow. In either case. 
it won't have the maximum fire and _ bril- 
liance. 





Additional 
= Main Facets 





The diamond now has 12 facets plus a 
table. Eventually, it will have 58 facets in 
all. The one on top, produced by the saw- 
ing, is called the table. The main facets 
between the table and the girdle are called 
the bezel facets. They should make an 
angle or from 32° to 36° with the line of 
the girdle—preferably from 34° to 3416°. 
The main bottom or pavilion facets must 
similarly make an angle of not less than 
41° nor more than 414° with the girdle. 

Each of these tiny sides or planes must 
meet its adjoining neighbors with absolute 
precision and with a clean sharp edge. 
When it is remembered that all 58 of these 
tiny facets are ground on diamonds some- 
times as small as 50 to the carat, the 
exacting nature of the work and the skill 
required can be appreciated. 


Main Facets 
=» Finished 





The eight bezel facets and the eight 
pavilion facets are in place. These consti- 
tute a sort of framework which will be 


filled in with the additional facets by th, 
brillandeerers. ee 


The lopper or blocker has made a small 
lump of carbon really begin to look like 
gem. Perhaps he has been able to elim. 
nate one or more inclusions by grinding 
them away without changing the sym: 
metry of the stone. As often as three times 
per minute, he has raised the dop from the 
cutting wheel and examined the progress 
of the work through a magnifying eye. 
glass called a loupe. 

For each angle of the cutting, he has 
lifted the dop from the wheel, unscrewed 
or unsoldered the diamond, changed its 
position, fastened it in again, returned the 
dop to the wheel. On solder dops, in large 
shops, one or more workmen do this job 
exclusively and keep all the cutters sup. 
plied with dops containing rightly-angled 
stones. 





8. Brillandeering YW 


The brillandeerer now puts in the little 
“star” facets around the table at the upper 
corners of the bezel facets, the “break” 
facets at their lower corners along the 
girdle and more break facets at the bottom 
of the pavilion. 

All this final work is exacting whether 
the stone be large or small. If small, a 
mere touch of the stone to the cutting wheel 
for a few seconds may be enough while a 
second extra would grind away too much. 

A diamond is said to be “well made” 
when all facets are symmetrical, when the 
angle of the facets is scientifically correct, 
when the edges of facets are clean and 
sharp, and when the proportions of the 
stone above and below the girdle are cor- 
rect. All this adds up to brilliance and 
heauty. 


The 
9. Finished 
Gem 





N 





The diamond is now much smaller than 
in the original model. (The piece sawed 
off the top of the octahedron is, of course, 
fashioned similarly into another gem.) 
Actually, more than half the weight has 
been ground away into powder, but the 
finished gems are worth more than twice 
as much as the original rough. Except on 
very small stones, there are usually 58 
facets. The one sometimes omitted is the 
“culet,”’ a tiny facet polished across the 
bottom point. 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 
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WARNING: 














Use Your December Issue .. . 


-.- AT ONCE! 


eee Cee ak baat ~ : es - 





\\ HEN you receive your December issue of JC-K put 
it to use at once! Place it immediately—as soon as it reaches you— 
in the hands of those extra sales clerks you hired to take care of 


your Christmas rush. For, 


the theme of the December issue is: : 


“HELP FOR YOUR 
EXTRA HELP™ 


A quick, easy-to-read-and-digest series of 2-page capsule-courses 
on the main jewelry store lines; Diamonds, Watches, Silver, China 
and Glass, Rings and Colored-Stone Jewelry. Fifteen pages of basic 


information served up in a manner that will intrigue your temporary 








help, prepare them to more intelligently present your merchandise. 


regardless of their lack of previous jewelry store experience. 


NOTHING LIKE IT 
EVER BEFORE 


Watch For Your DECEMBER ISSUE 
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for those who desire the finest. 
A magnificent collection of specially 
? , priced platinum and diamond watches | 
. aie fee 78 dios. $1100 with guaranteed jewelled movements. ) 
_ Available on consignment for | 


your special requirements. 


Raymond Abrahams 
551 Fifth Avenue, New York 17, N.Y. VAnderbilt 6-0457 : 


All prices keystone 


ig 





For further information please refer to Dept. K. 
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A Short Course in Gemology 


The information about jewelry stones which a jeweler should have in order 


to give satisfactory service to his customers is neither complex nor difficult 


to understand. This series of artic!es is written for that average jeweler. 


Part XVII—QUARTZ 





Above: Rough crystals of clear quartz. Right: Gallo-Roman beads 
of glass and quartz, and Babylonian cylinder seals from 5,000 B.C. 


OD ssc is the commonest of all minerals 
and of all jewelry stones, and is very simple in its chemi- 
cal composition. It contains only two elements: silicon 
and oxygen. In chemical terms it is called silica, the a 
ending meaning that it is an oxide, like alumina and 
titania. Quartz, in its great abundance, is one of the im- 
portant constituents of the common rock known as 
granite, but, as a mineral, it has two characteristics that 
are desirable in jewelry stones. One is its chemical 
inertness. Since it is already an oxide it cannot be altered 
by exposure to the oxygen of the air and easily decom- 
posed, as most minerals are. Second, it is hard, 7 on the 
standard Mohs’ scale. Seven on the scale is really the 
dividing line between minerals that one thinks of as being 


especially hard and those one considers soft. Since su 
much dust is actually quartz, substances softer than quartz 
cannot be expected to keep their polish as well as the 
quartz gemstones and substances still harder. When 
granite decomposes the resistant quartz is freed and 
‘though a little dissolves in rainwater. much of it sur- 
‘vives as solid particles to form sand bars and beaches 
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by DR. FREDERICK H. POUGH 


along the course of the rain’s journey to the sea, or 
on the shore of lakes and oceans. As we can see, 
quartz is a pretty common substance; really, a substance 
that one would think lacked the rarity which is such an 
important consideration in elevating a mineral to gem 
rank. But it has other qualities to counterbalance this 
objection. 

Its beauty as an amethyst would undoubtedly raise that 
stone to precious rank, were it less common. The varieties 
that are used in jewelry are beautiful, durable, and very 
practical. The variety and versatility of quartz give it ap 
importance in the jewelry trade that outranks its statisti- 
cal position as one of twenty more or less commonly used 
minerals. Who has not heard of rock crystal, agate, sar- 
donyx, citrine or “topaz” quartz, amethyst, jasper, chal- 
cedony, rose quartz and carnelian? All are quartz, in one 
or another of its roles. Like so many of the jewelry stones 
that we have been studying, the colors are purely acci- 
dental minor impurities which tint the colorless or white 
silica which represents the purest quartz. 

(Please turn to page 164) 
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IMPERIAL PEARL 
SYNDICATE, the 
world’s largest importers 
of the world’s finest cul- 
tured pearls—the 
ONLY Cultured Pearls 
Registered, Insured and 
Pre-Appraised—views 
the coming Christmas 
season with more in- 
terest, more enthusiasm, 
more optimism than in 


any previous years. 


Not since our purchase 
of the fabulous “Lot 88” 
have we offered such 
precious and varied 
stocks of cultured pearls, 
recently augmented by 
new, equally famous 
additions direct 


from the source. 


Years of national adver- 
tising in magazines, 
newspapers, radio and 
now Television, together 
with international 
publicity of the highest 
character, have made the 
name IMPERIAL a 
buy-word in Cultured 
Pearls the world over. 
the year-round .. . 
but particularly at 


Christmas time. 








Imperial Predicts... 


THE GREATEST 


CHRISTMAS BUSINESS 
IN THE HISTORY OF 
CULTURED PEARLS! 


for Ist place... 


Beautiful necklaces and chokers of matched or 
graduated Imperial Cultured Pearls—the world’s finest! 
—to retail at from $50 to $15,000. 


for 2nd place . . . 


Captivating bracelets of Imperial Cultured Pearls, 
combined with gold-filled, gold or platinum and precious 
stones—to retail at from $5 to $5,000. 


for 3rd place .. . 


Stunning rings, earrings, pins and other gold and 
gold-filled accessories, studded with Imperial 
Cultured Pearls and precious stones— 


to retail at from $10 to $5,000. 











If you have not yet placed your Imperial Cultured Pearl order for 





Christmas selling—do so at once to ensure delivery. 


IMPERIAL PEARL SYNDICATE 


NEW YORK: 607 Fifth Avenue—PLaza 8-1076 
CHICAGO: 5 No. Wabash Avenue—DEarborn 2-2844 
DETROIT: 914 Michigan Theatre Bldg.—WOodward 2-1300 


LOS ANGELES: 607 So. Hill Street—TUcker 6159 
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Ideas That Sold 
In Christmas Ads 






Christmas doesn’t have to be promoted— 














lers proudly 
alnounce the Xties han 
ng of their costume jewelry 
r department on Wed. Noy, Ps 


a are vordistly (isd cist way 
< ed 


but your store does! Here are shown some 





samples of Christmas ads placed by jewelers 
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Gittelson's, | Minneapolis, 
emphasized its extensive 
variety of gift merchan- 
dise for holiday shoppers. 
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E. F. Bassett 
202 MAIN STREET 




















Engagement rings as 
Christmas gifts was 
promoted in this ad 
by E. F. Bassett of 
Jamestown, New York. 











S. Jacobs Company, 611 Nicollet, Fine Jewelers for 73 Years 
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H. J. Howe, Syracuse, 
N. Y. played up the 
idea of "She'll Love 
Silver" in this ad. 
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LEONARD ROSENTHAL, 


(ULTURED PEARLS 


eFine quality pearl necklaces at all prices. 





eUndrilled cultured pearls. 


e Graduated assortments. 


610 FIFTH AVENUE 
NEW YORK 20, N. Y. 


CABLE ADDRESS: LEOROSTHAL 


CULTURED PEARLS * CULTURED PEARLS * CULTURED PEARLS * CULTURED PEARLS * 
eSTYVAd AGIYUNLINGI © SIYVIAd GIYNLING © SIYVIAd GIYNLING » SIYVW3Ad GIYNLING 


* CULTURED PEARLS * CULTURED PEARLS * CULTURED PEARLS 
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(Continued) 


Ideas That Sold 
In Christmas Ads 








An appeal to late shoppers was 
made by Plumb’s, Des Moines, in 
this ad which featured diamond 


rings, watches, silver — gifts 
which "can be made without fear 
of any later disappointment." 


An 


Late Christmas shoppers, whose tume is | 
sariifying to make thew selections at Plumbs, where a choxe cam be 
an ity oiust tear ou crsappomtment 





During the 7 Remaining Shopping Days, 
Choose with Confidence at Plumbs 


mited, will find a very 


At Plumbs you 















Variety of selection and beauty 
of gifts was emphasized in this 
ad, below, by Jacobs. The 'Carni- 
val of Gifts" included merchan- 
d'ise that ranged from $3-$1675. 
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A Fine Diamond 
for Christmas and Forever 


The extra beitkance and beauty of « fine dameed from 


Famous nam 
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A Dependable Watch from a Trustworthy Store 
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‘Plumb Jewelry Store 
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Free roses were offered to all 
ladies who visited C. J. Silver 
Jewelers to see the store's dis- 
play of Christmas gifts for men. 
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SPECIAL CHRISTMAS TERMS: Ne tess Down, Tate Ali 1952 to Pay. He Interest or Carrying Charge. 
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C. J. SILVERS 


FREE ROSES 


TO ALL THE LADIES TOMORROW 
WIGHT. Just Stop in! 


@ NO OBLICATIONS 
@ NOTHING TO SUY 


.. in your life! 








No Money Dewn— 
No Interest or 
Carrying charge 


¢. J. SILVER Jewelers 


14 W. SEVENTH ST., Next Te Paramount Theatre 
Oe eo Oe Oe PD. O'S SLM iw 








“You don't have to rob a bank to buy gifts from 
Helzberg's" was theme of this ad which stressed 
extensive gift offerings at reasonable prices. 
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Military rings as Christmas gifts 
for men in service were promoted by 
Rotbarts Jewelers, Cleveland. Rings 
were offered in gold and silver set 
with rubies, sapphires, and onyx. 
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Actual Size 20” = 162° 2 9 aigh 


A CULTURED PEARL DEPARTMENT 
N OW FOR YOUR STORE! 


a ” al = U N | T lilustrated above) With NEP TUNES 


Fabulous Christmas 
“Gem of the Ocean” Promotion 


() I NEPTUNE offers the Jewelers of America its unique Sales and Pro- 
Od 


motional Material. 








CO I NEPTUNE Salesmen have the largest delivery stock of Cultured 
- Y Pearl Necklaces for ON-THE-SPOT Christmas Delivery— 


| NO LOSS OF TIME... NO LOSS OF PROFITS! 


(), ly NEPTUNE —— you this fabulous Promotion in time for 


DISPLAY AND SELL NEPTUNE” for Greater Profits 


NEPTUNE CULTURED PEARLS 
The finest name in Cultured Pearls 


White now for price List and further details fo— 


NEPTUNE CULTURED PEARL SYNDICATE 


EXECUTIVE OFFICES @ 550 5th AVENUE @ NEW YORK 36, N. Y. 
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eepsake is a Yardstick | 


Newton’s Best Selling Aid is Customer Confidence 
Created by Keepsake’s National Advertising 


Mgr. Bill Newton (center) of 
Ft. Smith, Ark., store looks in 
on Keepsake sale. 
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for Fine Merchandise” — Newton 


Fine Quality, Famous Name and Strong Promotion 
Make Keepsake a Pleasure to Sell 
for Jeweler with 6 Stores Throughout Midwest 














Only Keepsake Gives You All These Big Selling Advantages 


! @ Saleability—nationally advertised by the ®@ Keepsake prices are nationally established 
biggest campaign in brand-name rings. from coast to coast. 

@ The strongest Guarantee in the trade. . . @ Exchange privilege is assured if turned 
gives every Keepsake customer written in later on a Keepsake of greater value. 
proof of quality. 

® The words “Guaranteed Registered Per- ® Guaranteed by the Good Housekeeping 
fect Gem” appear on the Keepsake tag. Institute. <i aru > 
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a "A yardstick for fine merchandise’ 
... and YOUR OPPORTUNITY FOR PROFIT, too! 


Rings enlarged to show details. 
Keepsake 


World’s Finest 
“ally 
Diamond Rings 


‘A. H. POND CO., INC.. SYRACUSE 2, N. 
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Billboard Campaign 


Sells Store Name on National Brand Tie-up 


enn 


| 


All of Shifrin's 10 billboards are lo- 


cated at strategic traffic intersections. 


Tras is the age of advertising—an age where 
business competition and aggressive merchandising is at 
its keenest. To the victors go the spoils and, by the same 
token, to the alert retailer go the profits. 

Melville B. Conheim is one jeweler who recognizes the 
need for as well as the power of advertising. President 
of Shifrin Jewelers, Dearborn, Michigan, Conheim has 
initiated during 1952 the largest advertising program in 
his company’s 27-year history. 

A carefully detailed plan was mapped out in January 
to cover every important seasonal selling event. The 
1952 budget provides funds for the primary media: direct 
mail, newspapers, and radio. Also included for the first 
time is billboard advertising, for which purpose well over 
$5,000 has been set aside. 

Since the primary aim of this year’s advertising sched- 
ule is to achieve as close to 100 per cent coverage of 
the entire community as is possible—and this includes 
surrounding towns as well as the city of Dearborn itself 
—Conheim has signed a 12-month contract for billboard 
use in order to get blanket coverage. 

To understand the basic need for billboard advertis- 
ing, Conheim points out, one must realize the geography 
of his area. “We have.” he noted, “a dozen or mor: 
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When Shifrin’s decided upon bill. 
boards as an advertising medium, its 
aim was this: acquaint the public with 
the firm name by using it in conjune. 
tion with respected, nationally-known 


products. 


« Warner & Cm. 
x as BR. Bonendd: 2M eee 


neighboring communities to draw from, apart from rest- 
dents of Dearborn (95,000 population). We feel that 
billboard advertising will create the opportunity of 
acquainting neighboring residents driving inte and about 
Dearborn with our store name.” 

Since Shifrin Jewelers has never used this medium 
previously, it is actually experimenting this year with 
billboards. Ten boards, strategically located on promt- 
nent thoroughfares and important intersections, are being 
used. The selling messages on the boards are changed 
completely every five to six weeks. However, not only 
are the sales messages changed regularly but so are 
the layouts and colors. 

The large-scale advertising program is well underway 
now. All the various merchandise of each department 1s 
accorded special seasonal emphasis—with the single 
exception of billboards. “Here, no attempt is or will be 
made at direct selling,” Conheim stated. 

The overall aim of billboard advertising is to achieve 
institutional prestige for the Shifrin firm. In other words. 
billboards are keyed to sell the Shifrin name—and not 
any particular type of merchandise. To illustrate the 
point, consider a typical Shifrin billboard which reads 
in bold print, “In good company, Shifrin Jewelers, 13710 

(Please turn to page 169) 
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Diamonds are “Taltelger-te 
to show detail. 








Bring out a tray of rings and watch your cus- 
tomer's eyes go unerringly to the Courtney rings. 
Their greater beauty and higher intrinsic value 
always invite a closer examination. 
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tailed workmanship. Creative designs that stir the 
Taalerellarehirelar 

Courtney rings are sold when you display 
them—and they stay sold. Concentrate on Courtney! 


All Courtney rings are available in 14K yellow or 


a 


white gold. 


“OUR FAIR NAME IS YOUR GREAT ASSET” 


JOHN J. COURTNEY & CO. 
452 Fifth Avenue, New York 
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|. Representative of Elgin'’s line of ‘Shockmaster'’ 
self-winding watches, each of these models has a 10K 
natural gold case, DuraPower mainspring, and sweep- 
second hend. Each is priced to retail at $95, F.T.I. 


2. The "Minuet C" by Wittnauer is a new gold-filled 
bracelet watch which features an unusual "contour" 
design. This model is priced to retail for $69.50. 


3. Dainty and highly styled the Bulova “Starlet,” 
style #6907, features an attractive expansion band. 
"Starlet" is popularly priced to retail for $29.75. 


4. Model #1133 by Waltham is a dainty ladies’ 
watch that comes in yellow or white rolled gold plate 
case and has 21-jewel movement. $49.75, retail, F.T.I. 


5. Sweetheart "Cupid" is a 17-jewel watch by Benrus 
which comes with a matching expansion bracelet. It 
features a heart on dial and has yellow rolled gold 
plate top on stainless steel. ‘'Cupid" retails at $45. 


6. Designed to appeal to smartly dressed women are 
these Tissot bracelet watches which have a distinc- 
tive continental flavor. From Holzer Watch Co., Inc. 
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SETS THE PACE 
IN 
IDENTIFICATION 

BRACELETS 


1/20-12 Kt. GOLD FILLED 
AND STERLING SILVER 
WITH “‘REPLACEABLE SHIELD”’ 


IN STERLING SILVER 
WITH E-X-P-A-N-D-I-N-G LINKS 


MESH IDENTIFICATION BRACELET 
ADJUSTABLE.TO WRIST SIZE 





Forstner Identification Bracelets are first in styling... 
workmanship . . . quality. That’s why it pays—when you're 
ordering identification bracelets—to look to Forstner first. JEWELRY’S NAME FOR QUALITY 








FORSTNER CHAIN CORPORATION, IRVINGTON 11, NEW JERSEY 
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1. Fashion 'watches-that-match" make ideal Christmas 
gifts for husband and wife. Le Coultre's “Coronet,” 
men's and ladies’ models, retail for $71.50, each. 


2. This Apex Quadra-Flex man's watch bracelet fea- 
tures 1/10-12K gold-filled top with stainless steel back. 
Available in all lengths with yellow, pink or white 
gold-filled tops. The retail price is $14.95, tax included. 


3. Three ladies’ expansion bands by Hadley are the 
"Rosewood," "Cameo" and "Wellesley," top to bot- 
tom, all retailing at $6.95. All the bands have 1/20- 
12K gold-filled outer surfaces, stainless steel backs. 


4. A dress watch designed by Wadsworth for appear- 
ance and economy, the "York" is particularly suited 
for schoolboys. The 7-jewel timepiece is of rolled 
gold plate with stainless steel back. $19.95 retail. 


5. Jet-black Onyxite is used for dramatic contrast 
in these ladies’ Admiral expansion bracelets. Onyx- 
ite is used for the diamond motif, set off by 1/20- 
10K gold-filled top. From the M.F.G. Watch Band Co. 


6. For the active executive or the young graduate, 
this automatic model by Seth Thomas has 17-jewels, 
is shock-resistant and anti-magnetic. The leather 
strap model, 15269S, retails for $67.50, tax inc. 


7. "Stardust," style #216, features rhinestones and 
yellow or white gold-filled expansion center with 
stainless steel backs. $12.95, retail, by Flex-Let. 
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AMERICA’S 


MOST BEAUTIFUL 
DIAMOND RINGS 


AMERICA’S 


MOST POWERFUL 
DEALER AIDS 


, AMERICA’S 
LUMPAN Y.isve MOST PROFITABLE 
DIAMOND RING LINE 


THE BEST LINE IN AMERICA! 
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Gift Tree Motif 


(From page 90) 
cases or on counters are also sketched. 


The trees in the window sketch are shown in two sizes 
—the larger one would measure approximately thirty 
inches in diameter for the lowest “branch” and tweive 
for the top “branch” or shelf. The two smaller flanking 
trees would taper from about twelve inches across at the 
base to six at the top. Heights would be roughly forty 
inches for the large tree, twenty-four for the smaller 
ones—from floor to candle tip. These dimensions work 
out about right for average jewelry merchandise, but can 
readily be adjusted to suit any particular selection of 
merchandise you wish to show. 


A two or two-and-a-half-inch dowel would probably 
be large enough for the “trunk” of the large tree with 
one inch dowels for the smaller ones. Shelves are cut 
from quarter-inch plywood or masonite with holes drilled 
in the center of each shelf so they can be slipped over the 
dowels. Pegs or sturdy nails are driven part way into 
the dowels to support the shelves from the under side. 
The dowel is fitted into a wood base and the top is pointed 
and trimmed with a simulated candle flame or decorative 
star. Christmas ornaments are hung around the edges 
of the shelves tied with tiny ribbon bows to small tacks 
driven in the edge of the shelf. Dowels and shelves should 
be painted with flat oil paint or water paint or the dowels 
onlv can be painted and the shelves covered with fabric 








Giant holly leaves cut from green telt or velvet are used 
for showing smail jewelry items under the tree and the 
display is completed with giit-wrapped packages and an 
evergreen garland decked with Christmas ornaments 
against the background. Attention value can be increased 
by putting the large center tree on a turn table. This algo 
permits a larger selection of merchandise to be shown in 
the same amount of space. If the window is too shallow 
for a full-round tree, half-round shelves can be used, 
but this necessitates a more elaborate construction job 
to support the shelves. 

Flat, triangular tree cutouts, mounted against rectangu- 
lar elevations, as shown in small sketch, may be used to 
“frame” such merchandise as hollowware, china, leather 
goods or clocks. The frames can be cut from beaver. 
board or very heavy cardboard, covered in fabric or 
decorative paper. A Christmas tree ornament is hung 
irom the inner point of the frame with a ribbon bow, 
The material from which the frames are cut must be 
heavy enough so that the “tree” will stand upright with. 
out curling or warping since it is only supported at the 
base where it is tacked to the elevation. A group of these 
tree frames in different sizes in very effective in a window 
or showcase and they serve excellently to spotlight 
individual pieces of merchandise. Keep the trees all the 
same color or have a multi-color effect as you choose— 
depending on the color scheme of the rest of the window 
or case. 

A cone-shaped tree (small sketch) carries three circu- 
lar shelves for small merchandise. This tree really needs 
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jeweler 
im your 
community? 


$100.00 
8.50 
15.00 


All prices keystone 
including federal tax 


In countless communities all over a : COMPARE 
America, BLUEBIRD has helped establish ee Bluebird prices 


with those of 
any quality line. 


the dealer as the No. 1 Jeweler of his 
community. BLUEBIRD can do that 

for YOU! It will give you the prestige 
that will boost sales in all departments. 
BLUEBIRD, America’s top quality and 
Koy oMmYZo] ULM ]aT- Weel am D)koliitelaveMaliter: 


has no competition. 


Contact us for franchise. 


DIAMOND RINGS 


Vale DIAMOND SYNDICATE 55 £. WASHINGTON ST. CHICAGO 2, ILL. 
220 BAGLEY AVE., DETRO!T 26, MICH. 
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a turn-table tu make fuli use of the display space on it. 
The tree can be cut from heavy paper or light cardboard 
and stapled or pasted into the cone shape—just like a 
paper cup! Shelves van be cut from beaver board or card- 
board suiliciently heavy to support the weight of what- 
ever merchandise is to be placed on them. Covering the 
shelves with fabric will be the simplest way of concealing 
the raw edges of the board. The cone can also be fabric- 
covered. Use contrasting colors for tree and shelves— 
green tree with red or gold shelves, red tree with white 
or silver shelves or a white tree with red or green shelves. 
Stars or snowflake cut-outs can be pasted to the cone for 
simple decoration. 


NOTCHED SHELVES EASY TO MAKE 

The notching principle is used for the third tree 
sketched. which is simply a flat triangle with discs for 
shelves. By slitting a radius of each shelf about half the 
distance from the edge to the center of the circle and 
slitting the tree the same distance at whatever point the 
shelf is to be placed, the disc can be securely attached 
to the tree when the two slots are matched and _ inter- 
locked. This tree can be made from thin plywood or 
masonite and painted, or of beaver board—fabric or 
paper covered. It will need an easel for support. Stars 
can be painted or pasted on and one fancy ornament or 
star should be fastened to the top point. Shelves may 
match or contrast with the body of the tree. 


The fourth little tree shown is designed for showing 
charms or scatter pins. It is a flat cutout, easel-backed 


and covered with green velvet. Single charms and brace. 
lets with charms attached are pinned to the velvet. This 
unit can be tucked into almost any corner of the window 
and is also excellent for use on the showcase counter jn 
the store. 








MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 
Material Source 


Dowels and plywood for tree 
stands 


Evergreen garland 
Christmas tree ornaments 


Lumber yard 


Florist 

Department store or 
Display Supply House 

Department store 


Ribbon 
Gift wrapping 





Ee 


Ad Arouses Interest in Birthstones 


Nothing is more appropriate for a birthday gift than a 
birthstone ring, and Sloan’s Jewelers, Tulsa, Oklahoma, 
aroused much interest by their ad “Birthstone for 
November, in fact and in fable.” 

At the top of the ad was featured a topaz ring along 
with a description and price. The ad injected a touch of 
romance by explaining that the topaz was the symbol 
of cheerfulness and pleasant dreams, and that it was 
supposed to bring happiness through the years to come. 
The ancients believed that it cured insomnia. 

The ad also stated that a pamphlet, “Your Birthstone,” 
could be obtained free from Sloan’s. A good number of 
requests came to the store asking for free copies. 




















Tine |» Stones 


Rubies, Star-Rubies, Sapphires 

Star Sapphires, Emeralds, Catseyes . . . 
loose or in exclusively designed 
Platinum Diamond Mountings 
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We specialize in fine straight 
line bracelets 


35 Years of Service to Leading Jewelers 


ROBINSON & SVERDLTK INC. 


—_— 
Importers © Cutters Re of Precious Stones 
» > —-—< 4 


610 FIFTH AVE., Rockefeller Center, New York 
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The Slow-F lying Stork 


(From page 101) 


in the light of those figures, this chart tells a stimu- 
lating story about the effect of aggressive promotion on 
sales. 

While the number of marriages was relatively steady 
in the 1920's, diamond imports began to drop—even dur- 
ing the lush boom years of 1927-1929. When the great 
depression struck, the drop became a nose-dive. Imports 
tumbled from .55 carats per marriage in 1926 to .17 
carats per marriage in 1934. Recovery during the later 
‘2()’s was slow and uncertain. 

In September, 1939, simultaneously with the out 
break of World War II in Europe as it happened, the 
De Beers advertising and publicity program was launched 
in the United States. From 1939 through 1942, both the 
marriage graph and the diamond import line show the 
effects of the war. They were the years of “war mar- 
riages” and the years also when the diamond world was 
rocked by the Nazi conquest of Holland and Belgium. 

The new program faced the job of restoring the dia- 
mond to favor under the most adverse circumstances that 
could be imagined. Yet, as the diamond trade became 
adjusted to the loss of the old cutting centers and to the 
other wartime conditions, the public attitude was already 
changing. Since 1942, imports per marriage have 
mounted with only minor halts in years of economic re- 
adjustment. 

Without promotion. diamonds were losing even under 
boom conditions in the late ’20’s. With promotion, they 


have gained consistently for the last ten years in war and 
peace, with rising and talling marriage rates, taking maxi- 
mum advantage of favorable economic conditions and 
showing strength against recession. 

The most important message of the statistics is this: 
You CAN Build diamond sales under present conditions 
by aggressive promotion. 





Utah Jeweler Offers Free Gifts 
To New Fathers 


Everybody remembers the new mother—but the Robi- 
son Jewelry Store, Richfield, Utah, has inaugurated a 
plan to remember the forgotten man, the father of a new 
baby. 

In a special ad announcing their new service the store 
invited all new fathers in the area to come in and get 
a free gift when the baby arrives. 

“When baby comes,” the ad said, “Mom gets the credit. 
baby gets the attention, and Dad gets the bills. Robison’s 
wants to see which Dad can get over frustrated father- 
hood the quickest and has arranged a little race with a 
free silver spoon for the new baby.” 

The firm offers the first father every week in the area 
the spoon absolutely free. There is nothing to buy and 
no obligations. 

“This is just our way of saying congratulations to you 
from the Robison Jewelry Store,” the ad states. 

Officials of the firm said that the unique offer of a free 
gift for the new father has brought much favorable com- 
ment and new business into the establishment. 
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Joiole 


CAN BE A BIG SELLER IN YOUR STORE 


Unusual creations 
as featured here, have 
resulted in added sales 
for numerous stores. 
Our treasure rooms of Jade Jewelry 
are at your service to meet 
your every need. 


A unique Jade and 
Diamond - stone 
Broach, elegantly hand 
set in Platinum. 


$700. 


Fine Imperial Jade drops 
in 14K Gold mounting. 


$150. 


14K Gold Jade Pendant and 
Chain enhanced by genuine 
seed pearls in a_ luxurious 
Gold setting. 


$90. 


ALL PRICES KEYSTONE 


ART-CRAFT JEWELRY CO. 


America's leading Manufacturer of Jade Jewelry 


| W. 47th Street, New York 19, N. Y. 
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Diamonds U.S.A. 


(From page 103) 


with baguette diamonds while the reverse side sparkled 
with tiny brilliants. 

Another effect of contrast is in the platinum settings im. 
mediately next to the gems. Prongs of all types, highly 
polished and decorative, were shown side by side with 
channel setting and “invisible” mounting. In the latter. 
no metal at all is seen. The trend is toward mounting 
sizable diamonds individually. pushed away from each 
other with “air” between, so that each diamond may be 
admired for itself. This loose, “look-through”’ arrange. 
ment is noticed particularly in sprays. 


DROP-EARRINGS STILL IN FAVOR 

Precious jewelry is largely hung with some swinging 
form of ornament. Earrings still rain showers of small 
stones including baguettes and pears. The fashion dictum, 
however, is to cover the lobe of the ear first. If the purse 
warrants, have pendants! The swirl motifs in clips and 
ear-clips are called “tarantella” patterns after the whirling 
dance. 


BETROTHAL RING IS FIRST AND FOREMOST 


Each model in “Diamonds U. S. A.” wore a diamond 
engagement ring, and here again the large marquise ap- 
peared. It was emphasized in the show that the engage. 





Special Service Designed to Promote 
Watch Repair Department 


Watch repair departments are too often neglected by 
jewelers, who fail to promote or publicize them. Phil 
A. Lewis, 325 E. Woodland, Ferndale 20, Michigan, has 
planned a special service designed to build up and pro- 
mote watch repair departments. 

A designer and builder of special displays and fixtures, 


LN HOW ABOUT * 


YOU CHANGE THE 0! 
YOUR CAR EVERY 


Ba. 1000 mites.... YOUR WATCH? 


od 
Di PECONOMY and GOOL TUAEKEEPING 
Y REE ; ees _ pe 


The WHEELS ond GEARS in your watch MOVE DAY ond NIGHT, 
YEAR IN and YEAR OUT, COVERING A DISTANCE OF TRAVE 

EQUAL TO 3558's MILES PER YEAR. THERE'S FRICTION wherever - 
parts meve agcinst eack other. YOUR WATCH, like your avte- 
mobile, Wil PERFORM MORE ACCURATELY and lest longer 
WHEN YOU HAVE IT PROPERLY SERVICED amd LUBRICATED. 


_ WHEN YOUR WATCH 1B >. ‘ME GNTIRE AMOuUNY / 
YO BIST COVER THE HEAD OF AN & ‘ 
























Illustrated is one of Phil Lewis' display posters which is designed 
to educate customers and produce store traffic. 


Lewis is offering his service promotion to jewelers al 
modest rates. Included are 12 processed posters measut- 
ing 11 in. x 20 in. and two lined oak frames which are 
suitable for use in windows and repair departments. The 
posters have different selling messages which point out the 
need for watch care, promote the watchmaking profession, 
etc. The cost of this service is $15. A junior size service 
consists of six posters and one frame and the cost is $7.99. 
Additional frames may be purchased at $1.50 each. 

This promotion service will be sent to jewelers for 
Inspection upon request. 
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ment diamond is often the first piece of real jewelry a 
woman receives and that later gifts and anniversary re- 
membrances, elaborate as they may be, follow from this 
frst one. The diamond engagement ring was the decora- 
tive theme of the exhibit. 

All the dresses worn with the formal jewelry were ball- 
sowns, and Michel of Helena Rubinstein created special 
oe) 
coiffures for each model. | 

The jewelers exhibiting in “Diamonds U. S. A.,” their 
models and the gowns worn were as follows: 


BIRMINGHAM 


Bromberg & Co., Inc. Gage Bush, Birmingham debu- 
tante and ballet student. Gown of bouffant pale pink 
satin by Ceil Chapman from Kessler’s, Birmingham. 


BOSTON 


Bigelow, Kennard Company, Inc. Hannah Green, 
popular Boston fashion model. Waltz dress of pink 
tulle with wide pink satin fascia, from Bonwit Teller, 


Boston. 
CHICAGO 
C. D. Peacock. Jo Hoppe, “Miss Chicago” of 1952. 


Elfreda-Fox gown in fez red silk peau de soie from 
Charles A. Stevens, Chicago and LaGrange Park. 


CINCINNATI 
The Frank Herschede Co. Ruth Gervers, model and 


television artist from Cincinnati society. Gown of im- 
ported citron Alencon lace over white satin by Harvey 
Berin, from Jenny, Cincinnati. 


DALLAS 


Arthur A. Everts Co. Barbara Gentry, “Alice from 
Dallas,” official convention hostess. Silver-turquoise 
gown by Ruben for Silver Anniversary of Justin Mc- 
Carthy, Dallas. 

Linz Bros. Marjorie Huber, jewelry designer for the 
firm she represented. Gown of mauve taffeta by Inge, 
Viennese designer now in Dallas. 


DETROIT 
Wright, Kay & Co. June Lockhart, star of stage, 


screen and television. Jean Desses gown of green chiffon 
from Irving, Detroit. 


LOS ANGELES 


B. D. Howes and Son. Sally Forrest, motion picture 
star. Slim gold satin ball-gown with gold lamé gloves 
from the model’s own wardrobe. 


NEW ORLEANS 
Coleman E, Adler & Sons. Betty Bastian, fashion 


model from New Orleans Junior League. Gown of ciel 
blue satin by Dior at Gus Mayer, New Orleans. 


NEW YORK CITY 


Cartier. Nellie Nyad, noted Paris fashion model. 
Black lamé gown with stole of olive-green by Christian- 
Dior, New York. 

Van Cleef & Arpels. Rasika Shodhan, drama student 
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from Bombay, India. Sari of aqua chiffon jersey by 
Mogel. 

Harry Winston. Pat Ryan, one of Manhattan’s best- 
known models. Balmain’s blond velvet sheath with fish- 
tail. 


PHILADELPHIA 
J. E. Caldwell & Company. Peggy Wright, prominent 


model of Philadelphia society. Gown of blue and gold 


brocade from Nan Duskin, Philadelphia. 


WASHINGTON 
Grape & Co. Maria Teresa Castro, daughter of His 


Excellency the Ambassador from El Salvador. Gown by 
Ceil Chapman from Garfinkel of Washington. 





1902 Prices Attract Record Crowds 


A promotion which offered Carmen bracelets at the 
1902 price of $2 each, recently brought an all-time record 
crowd into Baize & Sons, jewelers of Hutchison, Kansas. 

The novel stunt was staged by L. E. Baize, head of the 
firm, to coincide with the world premiere of the new 
picture “Wait Til the Sun Shines Nelly” in Hutchison. 
Offering the bracelets to the public at the same price 
which prevailed in the year 1902, the time of the picture, 
via newspaper ads and window displays literally jammed 
the jewelry store to the rafters. 

To establish the authentic 1902 price of the bracelet, 
it was necessary for Baize to contact many suppliers, who 
helped out by referring to their old catalogs of that year. 


Diamonds-Fashion 
(From page 108) 


from season to season, and insures a long life because 
designs conform with major movements and moods 0} 
fashion. After all, jewelers who put their inventory into 
expensive diamond pieces must be sure they will have a 
long life, the same thing holds true for your customers— 
and the same thing holds true for manufacturers who are 
the first to lay their cash on the fashion line! 


DIAMOND FASHIONS 1953 

The Diamonds U.S.A. show. presented by N. W. Ave; 
& Son, Inc., each year in New York City, and in which 
prestige jewelers from all over the United States partici. 
pate, has become the criterion of diamond fashions. [It 
is here we are shown fabulous diamond jewelry, in 
stratospheric price ranges, sparkling with new ideas and 
establishing in-coming trends. 

On October 15th. the diamond fashions for 1953 were 
shown. and several trends were evident that will make 
this jewelry newly desirabie to fashion-minded customers 
—and diamond customers are the money group where 
fashion holds strongest sway. 


First trend 

Diamond jewelry continues to be designed in a delicate 
theme of femininity, conforming to the general fashion 
theme, and is newly exquisite and dainty in form. Dainti- 
ness sparkles in flower patterns, “florets” and in halos of 
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petals that se } : ri 
and give a textured fabric look. This daintiness is 


evident even in great dramatic pieces because the floret 
patterns are suspended between major strands of 
baeuette, emerald or brilliant cut diamonds forming 

© 7 ™ . 
elaborate necklaces and bracelets. (Small marquise 
diamonds and tiny pear cuts are especially adaptable to 
floret patterns and are used extensively. ) 

There is more sparkle to this year’s diamond jewelry 
because of a greater use of marquise diamonds. Baguette 
diamond jewelry which was outstandingly popular last 
vear is still excellent fashion, but is now sharing honors 
with designs using marquise diamonds. This has prob- 
ably come about for two reasons. First, there are many 
more marquise diamonds on the market this year, and 
secondly, a desire on the part of designers to offer more 
sparkle to present day customers. (Constant style changes 
are necessary to stimulate selling! ) 


Third trend 

Another interesting trend which also creates more 
sparkle is accomplished by using three different types of 
setting in one design. These intermingled settings 
sharply contrast diamond radiance and are composed of 
box settings, in which the metal is marquise shaped, and 
center set with a diamond brilliant; baguette diamonds 
in channel settings, in which no metal shows; and round 
brilliants or marquise diamonds in prong settings. 


Fourth trend 

Sull another trend, and this is high fashion indeed, is 
a revival by some houses of old cushion-cut diamonds, 
and which are being shown in magnificent rings. The 
revival of interest in cushion-cut is due, undoubtedly, to 
the coming coronation in Great Britain and public in- 
terest in all of the Crown Jewels. The number two Culli- 
nan diamond, weighing 317 carats, is one of the world’s 
most famous cushion-cuts, and this, set in the State Crown 
will be worn by Queen Elizabeth at the time of her coro- 
nation. 


SOCIAL EVENTS STIMULATE FASHION SELLING 


Such fascinating social events as the British coronation, 
the colorful birthday weighing-in with diamonds of the 
Agha Khan, etc., are fine for stirring up general interest 
in diamonds and other jewelry, but there are many close- 
to-home social occasions that can mean more business for 
jewelers. For instance, we are just going into the 
glamour season, and for the next few months people will 
be putting on their finest finery for all manner of special 
events. Then, too, all over America, parents, singly or in 
groups are introducing debutante daughters into the 
social swing, and this means both clothes and jewelry 
are being bought for a budding crop of new customers— 
and generously. Are you getting your share of this busi- 
ness in your town? It is the kind of business that can 
develop into the sale of engagement diamonds, wedding 
rings, and all the extra sales such occasions lead to. as 
well as winning a new family of customers. 


BEAUTY APPEAL SELLS DIAMONDS 


Last, but far from least, is the importance of stressing 
beauty in merchandising diamonds. This means, not only 
stressing the beauty of the jewel, but emphasizing how 
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Of course you can’t hide from all the risks 
you are subject to as a jeweler. You don’t need 
to when you are protected against the possi- 
bility of loss by a JEWELERS’ BLOCK 
POLICY from the Saint Paul Companies. 


This practically ‘all risk’’ coverage was 
pioneered by the Saint Paul Companies. It 
gives you greater security and peace of mind 
because you know you are protected against 
the hazards you face as a jeweler. 


Your Saint Paul Companies’ JEWELERS’ 
BLOCK POLICY is patterned for your specific 
operation—eliminates the necessity of several 
policies for limited amounts. Find out about 
this specialized protection today. 


SEE YOUR ST. PAUL AGENT OR BROKER 


ST. PAUL FIRE AND 
MARINE INSURANCE 
COMPANY 





° SAINT PAY 


MERCURY 
INSURANCE COMPANY 


PACIFIC DEPT. 
Mills Building 
San Francisco 6 


EASTERN DEPT. 
90 John Street 111 W. Fifth St. 
New York, 38, N. Y. St. Paul 2, Minn. 
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the ravishing radiance of diamonds can light up every 
type of complexion beauty. The most important appea] 
of any jewel to any woman is the extent to which it will 
enhance her own beauty. And was there ever a time 
when it was not “fashion” to be beautiful! 

The present style-ways with diamonds lend themselves 
perfectly to this type of selling. You can show women 
how diamonds worn close to the face give an unusually 
beautiful effect; you can further earring sales by stressing 
the effect of diamond sparkle close to the eyes and cheeks; 
you can promote pin sales by combining brilliant cor. 
sages of diamond pins; talk about the radiance of dia. 
monds encircling the throat with necklaces; and empha- 
size the flash and fire created with every movement of 
arms and hands wearing diamond bracelets and rings, 
Diamonds are largely glamour, fashion is largely 
glamour, and the two combine a wonderful opportunity 
for jewelers to gather greater profits! 





Mrs. Connecticut Beauty Contest 
Co-Sponsored by Jeweler 


It pays to keep your name before the public, no matter 
what the season. And summer need not be the “dog” 
time of the year. It is a good time for promotion and a 
good time to pave the way for aggressive fall and winter 
merchandising. This is the belief of Lenox Jewelers of 
Bridgeport, co-sponsor along with station WICC of the 
Mrs. Connecticut contest last summer. 








The [5 finalists in the Mrs. Connecticut contest appeared on the 
stage of a Bridgeport theater. 

The first phase of the radio campaign revolved around 
drumming up interest in the contest and accepting and 
processing application blanks. The second phase was 
more commercial. Several spot announcements per day 
were broadcast, which plugged jewelry merchandise and 
also called attention to the contest. 

Murray and Harry Kaplan, proprietors of Lenox 
Jewelers, prominently exhibited point-of-sale display 
pieces in their store which tied-in with the contest. 

On Friday, August 29, the 15 finalists appeared on the 
stage of Bridgeport’s Loew’s-Poli Theater. The audience 
was comprised of 2400 paid admissions. Following the 
entertainment program, Mrs. Joan Parrella was crowned 
as Mrs. Connecticut. 

The entire promotion resulted in wide-spread publicity 
for Lenox Jewelers. whose name was linked to that of the 
Mrs. Connecticut contest. 
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Stone of the Month 


(From page 92) 


as a talisman to gain friends and realize hopes. The 
ancient Greeks and Romans considered lapis lazuli as the 
Stone of Heaven and as such, the most fitting distinction 
to bestow for personal bravery. 

Zircon in ancient astrology was under the sign of the 
planet Mercury and under the zodiacal Virgo, which is 
the sign of health and sickness. Powers attributed to 
the stones were that it would insure health and protect 
the wearer from plagues. 


ROMANTIC BACKGROUND: 


T'urquoise—The name of this stone is from the French, 
meaning Turkish, from which country the first stones 
were believed to have come to Europe. Turquoise was 
one of the earliest stones known to man and records of 
mining have been traced back as far as 5500 B.C. The 
oldest known jewelry is believed to be a set of bracelets of 
gold and turquoise. These earliest known mines were 
located on the Sinai Peninsula between Asia and Africa. 
After 1100 B.C. there were no further traces of these 
mines until they were re-discovered by a Scotchman in 
1845. 

Turquoise was well known and profusely used by the 
ancient Indians of the Americas as it is still used today. 
The Aztec and Incas of ancient Mexico used it widely to 
adorn their idols and the frequency with which it is 
found in burial mounds and ruins of these peoples indi- 


cates its importance in their religious rites. It is still 
used widely by the Apache and Navajo Indians of the 
Southwest; the Apache medicine man wears it as a badge 
of office and attributes to it special powers of healing, the 
Navajo as a mark of wealth. The Pueblo and Apache 
Indians use it as a rainstone which they believe is always 
found at the foot of a rainbow. 

The stone was called the “gem of liberty and benevo- 
lence,” and an old proverb says: “A turquoise given with 
the hand of love carries with it true fortune and sweet 
happiness.” 

Lapis Lazuli—This stone derives its name from the 
Latin word “Lapis,” meaning “stone,” and the Arabic 
“Azul,” meaning blue. It was the original sapphire of 
the ancients and was highly valued, evidenced by the fact 
it was mentioned before gold or other precious objects 
in all reports of loot from vanquished countries. The 
high priests of ancient Egypt wore an image of Mab, 
goddess of truth, made of lapis lazuli and according to 
tradition, it was the stone upon which the Laws of Moses 
were written. 

In ancient times, as it still is today to some extent, 
lapis lazuli came from mines in Afghanistan. These mines 
supplied the world with the greatest quantities of the 
finest lapis. Today the stones from this locality are still 
the finest color but are becoming scarce and increasing 
in value. 

Early in the history of art, lapis lazuli, finely ground, 
served as the pigment known as ultramarine for fine oil 
paints. It was widely used too as adornment in palaces 
and cathedrals by emperors and bishops. 
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2) Your wholesaler has 
hundreds of appeal- 
ing Fisher charms 
which you can make 
up into custom- 

made bracelets 


like this. 


J. M. FISHER COMPANY, Attleboro, Mass. 








Zircon—The name of this stone was adapted from the 
French “zircone” but its actual origin is uncertain, Pog. 
sibilities are that it comes from the Arabic word “zay. 
kun,’ meaning vermillion, or the Persian “zargun,” 
meaning gold-colored, both of which applied to the more 
widely known stones of those colors. Today the differen; 
colors of zircon are called “jargoon” for the colorless 
varieties, “jacinth” for the yellow to brown variety, and 
“hyacinth” for the orange to red varieties. 


It was under these names that the gems were popularly 
known in ancient times. Hyacinth was considered 
charm and as a mental tonic and strengthener of the mind 
against all kinds of temptation. Jacinth, actually a con. 
traction of the former name, protected its owner from 
melancholy and poison, drawing to him, it was believed, 
the love of God and man. And it was also recommended 
as a cure for insomnia. 


in ancient astrology these stones, all under the sign of 
Virgo, were supposed to impart the powers of wisdom 
and prudence, worldly gain and wealth to their owner, 
The zircon is classified by the Hindus as one of the 
nine precious gems and the ancient Greeks and Romans 
gave them high ratings as gems. However, the ancient 
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What Would You Have Said? 


Several years ago a New England jeweler had a 
store in New Bedford, Mass. A young married couple, 
who the jeweler knew quite well, visited his store to 
look over his silverplate services. They really wanted 
sterling, they explained, but silverplate would hold 
them over until financial circumstances improved. 

After a thorough inspection of his silverplate ser- 
vices they selected a 52-piece set. The jeweler ar- 
ranged easy credit payments for the couple and he 
looked optimistically ahead to a future silver sale. 

Nine months rolled by and the couple returned to 
the store—with their silverplate set. Though both 





\ 
| 


were employed they could not, they moaned wistfully, 
keep up with the payments. All told, they had paid $8 
toward payment of the service. 

After turning in the silverplate, the following ques- 
tion hit the jeweler “right between the eyes.” 

“Aren’t we going to get back the money we paid 
in?” asged the young lady. 

‘That rather floored me for a minute,” the jeweler 
told us. However, he managed to brace himself and 
said, “If you can tell me where you can hire a 52-piece 
set of this fine silver for nine months at a cost of 
eight dollars. I will gladly refund the money.” 

Write us a note about your unusual business experience 
(Literary style is unimportant.) $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St.. New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 
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and middle age popularity of these gems gradually 
waned and it was not until fairly recent times that the 
zircon has come back into favor. One of the chief reasons 
for this has been the beautiful blue stones that have been 
created by heat treating the brown varieties of the stone. 
And it is only recently that this stone has been added to 
the choice of the birthstones for those born in December. 


RADIO COPY 

Zircon for Women 

Announcer: City Jewelers have opened the pages oi 
the Arabian Nights showing veiled beauties of ancient 
Persia adorned with sparkling zircons. And City Jewelers 
have opened the pages of newest top fashion magazines 
showing modern beauties adorned with sparkling zircons! 
Zircon, the feminine birthstone choice for December, has 
always been, and will always be a favorite jewel with 
women because it is so radiantly flattering. Starlight 
blue is the most popular color, but zircons also come 
in all principal colors, and white. City Jewelers have a 
beautiful selection of zircon jewelry, becoming to women 
of every age, and it is priced right for Christmas giving. 
Put personal sparkle into your Christmas list by shopping 
at the beautiful birthstone department at City Jewelers. 
City Jewelers are at . . . Main St. in your city! 


Turquoise for Men 

Announcer: City Jewelers say ... zircons . . . turquoise 
... lapis lazuli! There’s a 3-way birthstone choice for 
the month of December! And many men make their 
choice— turquoise—for it is supposed to be one of the 





most powerful good-luck stones in existence! Men have 
always liked turquoise as a gem stone. In fact, durnig 
the middle ages, no gentleman considered himself well- 
groomed unless his hand was adorned with a fine tur- 
quoise ring. City Jewelers have a selection, not only of 
fine turquoise rings, but turquoise jewelry of every de- 
scription for men! The price range is wide! And what 
can make a more attractive gift for Christmas than 
beautiful, personal birthstone jewelry! City Jewelexs 
are open every night from now until Christmas for your 
shopping convenience. City Jewelers are at . . . Main 
St. in your city! 





Wyoming Jewelers Make Good On 
Confederate Money 


Two jewelry firms in Rock Springs, Wyoming, recently 
pushed back the pages of history and made Confederate 
money good. In newspaper ads, the John Bean Jewelry 
Store and Leo’s Jewelry Store used facsimiles of Con- 
federate bills. 

The Bean firm’s ad invited readers to clip out the $5 
Confederate bill and bring it to the store, where the bill 
would entitle customers to a $5 discount on any new 
watch. 

Leo’s Jewelry Store ran a facsimile of a $2 Confederate 
bill. The ad read, “This bill is as good as gold on the 
purchase price of metal, expansion watch bands and 
ladies’ necklace and earring sets.” 

The cash-in value of these Confederate bills is reported 
to be less than 10¢ a piece. 
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EXPERIENCED JEWELRY SALESMAN TO COVER NEW YORK STATE 


One of our most productive sales territories is now open to the right man. 
High earnings assured. This man must know territory and accounts. 


This territory—all of New York State, with the exception of 
New York City—was previously covered for us by the late Charles Stewart. 


No personal interviews until after we have received a fully detailed 
letter of application. All replies will be held in strict confidence. 
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Thoughts on Radio Advertising 


If you are thinking of trying radio advertising oy 
planning a new program, here are some hints gathered 
from the study of successful radio advertisers which may 
serve as a check list for you. 

Briefly, you must consider four factors in planning to 
mass sell over the air waves. They are the program for. 


Expansion- Clasp* 








14 Karat Gold | mat, the commercials, the time of day you reach your 
Ladies’ Watch prospects, and the station you use to carry your selling : 
Attachments plugs. , 2 | 
and a The jeweler going into radio advertising has a wide 
POT 0’ GOLD EAS Pos #| choice of program formats and styles. He can use news 
om “Sr broadcasts, sporting events, chatty housewife programs, 
or you. ae Ne OD as one New Orleans company did, he can sponsor a 
A rainbow of exquisite hand made bracelets, moons et i oat, FoR : Society News of the Air 
featuring the fabulous expansion clasp me at be / Py eo . . ‘ 
that completely climinates size adjustments. en m8 ‘e*, by eae Oe Or he can use spot broadcasts, which are interspersed 
Designed with fork, tube and ri ds, a see 
bracelets are adaptable to all iad’ © le gum > Sem fe | between popular programs. Here, the broadcast format 
watches. You ean always depend on ‘: i ¢ Ss gas. Fs . can be a straight commercial, read by a station an- 
' the SUPERIOR line to satisfy the ~~~ i= — goes ' ‘ ° e 
mnost discriminating tastes. ( ke} 1) A? Me} 3| nouncer, or it can include sound effects and music to 


punch across its message, as do the spot commercials 
of many big advertisers. 

In deciding upon a program format, you must first 
consider your budget. How much can you afford to 
spend for radio advertising? 

Next, you must decide upon the market you want to 





Makers of Fine Chains Gift Wrapping Service Featured 
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-Patent Pending i By West Coast Jeweler 
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The gift-wrapped box supplied the motif for store | 
interior and window displays at Ben Tipp, Inc., Seattle, 
during last year’s Christmas season. Specially wrapped 
boxes were prominently featured with merchandise in all 


TOP FLIGHT — |S 25,2-5 
Several feet in back of the main store entrance over- | 


to travel the states of: 1. OHIO, 
MICHIGAN, INDIANA, KEN- 
TUCKY, and ILLINOIS (with the 
exception of Chicago); 2. NEW 
YORK (with the exception of New 
York City) and PENNSYLVANIA, 


for nationally advertised quality 
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watch with exclusive technical fea- 
tures (retailing at $71.50 and up). 
Commission 10%. Must travel by 








car. 





m2 - sized gift boxes were displayed near the top of a pillar. 
Rep ly to: Box “V-1077," care Merchandise was featured inside these boxes. 


Apart from providing an attractive motif for store 


JEWELERS’ CIRCULAR-KEYSTONE decoration, manager Leon Bauman said, the decorations 


100 E. 42nd St. New York 17, N. Y. called attention of the customers to the store’s gift wrap- 
With complete references ping service. Beginning December 5, the firm gilt 
(to be held in strict confidence) wrapped everything that went out of the store, regardless 











of size or value. 
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reach. A sports broadcast will have a primarily male 
audience, with only a scattering of women listeners. A 
program of shopping news or chatty gossip will interest 
women. A disc jockey program of recorded music will 
find its strongest appeal in the bobby sox market, with 
some appeal to younger women and men. A news 
broadcast will interest both men and women. 

If the audience participates in your show, you have an 
almost sure-fire attention gimmick. An Arkansas ad- 
vertiser worked out a simple and relatively inexpensive 
street radio broadcast. Each day, an announcer from the 
local radio station takes his place in the doorway of the 
store, microphone in hand. He has a ready-prepared 
list of questions. Then he stops passersby and asks them 
for opinions on topics of the day. In rapid-fire ques- 
tions, he brings out the person’s name and address, then 
asks for his opinion on the topics of the day. A different 
topic, chosen for its local newsworthiness, is developed 


each day. 


WIDE CHOICE OF MATERIAL 


The jeweler whose budget can provide a regular radio 
program now has a much wider choice of material than 
was afforded him ten years ago. Then, he usually had to 
use local talent and local handling in building his broad- 
cast. Often, especially in smaller towns where real talent 
was scarce, this limited the scope of possibilities. But 
today things are different. For a surprisingly low cost. 
you can have many of the high-powered and high priced 
radio stars working for you. This is because the net- 
works have gone in heavily for syndicated and canned 
programs. 

Both are programs of regular network quality. But 
they are available for sponsorship by local advertisers 
in cities having network stations, at prices as low as you’d 
pay for a locally handled program. 

The syndicated program is broadcast from New York, 
Chicago or Hollywood just as any network program is 
broadcast, but instead of delivering the commercials, the 
program announcer says something along this line: “And 
now, a word from our sponsor.” Then the local an- 
nouncer at your home radio station cuts in to deliver 
your selling message. 

The canned program is set up in much the same way. 
except that instead of being a live broadcast on which a 
local announcer brings in the sponsor’s advertisement. 
the canned program is on record. The record has a 
“hole,” a blank spot where the local station’s man can 
dub in the sales plug. 

The canned program gives a somewhat wider latitude. 
in that you can put it on at any time of the day. But this 
is offset by the national continuity and the accumulated 
national interest in the syndicated program, which is ex- 
actly the same as any network program except that up to 
a hundred local announcers deliver the advertising com. 
mercials for as many local sponsors. 

What’s the advantage of this sort of program over true 
local programs? Neither can claim any overall advan- 
tage over the other. The syndicated or canned program 
often is smoother than the local effort, but the local pro- 
gram offsets that by its purely local appeal. 

What sort of writing and handling will make your 
commercials sell your merchandise after the listeners have 
been roped in by an interesting program, or by good 
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RACINE CATALOG 


Featuring Timers and 
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* 


* GUINAND and GALLET TIMERS 
* GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers —Since 1890 
20 WEST 47th STREET, NEW YORK 36, N.Y. 
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preceding and following programs in the case of station 
break spot announcements? What is the magic touch in 
radio commercials for building sales? 

Radio advertising experts all agree that if there jg 


LINES WANTED 





* * * * such a thing as a magic commercial touch, it can he 
summed up in the single word simplicity. Specifically, 
Well Known Salesman ; — | 
Famous Diamonds of the World : 





For Nationally Advertised Line annem 
Calling on Catherine the Great of Russia was a famous collectoy 


of jewels and established her own gem-cutting factory 
WATCH IMPORTERS near the Russian gem mines in the Ural Mountains. She 

is said to have had 2536 diamonds in her crown and made 
many gifts of precious stones to courtiers and ambassa- 


and i 
dors. But the Orloff was a gem which she received, not 
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one that she gave, and she held on to it for life. Curiously | 
enough, she never wore it. She had it set in the Scepter | 
under the double eagle of Russia. 

Originally, it is believed, the big rose-cut diamond “of 
the shape of half an egg” was in the eye of a Hindu idol. 
It was stolen by a French soldier who gained employment 
in the temple by pretending to be a devoted worshipper. 


IMPROVED SEAMLESS He sold the stone for $10,000. It changed hands an un- 


recorded number of times, and, in 1774, was bought in 











) APPOINTS ABE STARK Amsterdam by Count Gregory Orloff for $450,000. 

The Improved Seamless Wire Company is particu- Orloff, a handsome young son of a Russian governor, 
larly pleased to announce the appointment of Abe had attracted the attention of the Empress while he was 
Stark as its New York-New Jersey area representative. serving as an artillery officer in the capital. She made 
_ Abe has been intimately associated with the jewelry him a prince and eventually the general-in-chief of het 
industries in both the manufacturing and selling ends armies. At one time she considered marrying him, but 





since 1931. , , 
We feel his ability to visualize and his familiarity the plan was frustrated by his enemies and he fell from 


with the manufacturers’ problems will be of real help favor. Seeking to regain his place, he and his family 
to our many friends. . are said to have pooled all they owned to buy the big 
diamond, which Orloff gave to Catherine at a great feast 
on her name-day. Others presented bouquets, as was the 












The Home of IMPROVED Service _ custom. Orloff presented the glowing gem. But it did not 
PPE tee nn en ggg reinstate him. Catherine ordered it mounted in the 








Scepter. 

Today, in the Diamond Treasury of Soviet Russia in 
the Kremlin, the Orloff is said to remain still in the 
Scepter which symbolized the power of the Tsars. 


The IMPROVED SEAMLESS WIRE COMPANY 


INCORPORATED 1898 


FTS Eddy Street, Providence 5, Rhode Island 
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both your offering and the style in which you offer it 
must be simple. 

It is useless to expect a single commercial to sell more 
than a single idea. If you listen to the smooth-as-silk 
commercials used by national advertisers, you will notice 
that no commercial, whether it’s a long one or a short 
one, attempts to sell more than one idea. 

In other words, you can’t expect to list ten unrelated 
specials on one announcement and sell them. It is better 
to pick out one red-hot special that is a real traflic-puller. 
and use that alone on a commercial. 

If you are advertising some overall idea that you want 
the listeners to associate with your store, be sure that 
you give them only one idea to digest at a time. 

Your style, too, must be extremely simple. In writing 
advertising that is to be read, you can use long sentences 
and involved phrases; and, although it is not a recom- 
mended procedure, you can often get away with it. In 
wriling radio commercials, you definitely cannot. The 
radio message must be spoken. A long sentence can be 
read with some amount of ease, but it cannot be spoken. 
If you want the best commercial, you will make things 
simple for the radio announcer. 

It is wise, too, to remember the rule that applies to 
all advertising: Appeal to what the reader wants, not 
what you want to sell. Before writing the commercial, 
ask yourself this question, “What need of the customer’s 
does this merchandise satisfy?” Then write your com- 
mercial around the satisfaction the customer will receive. 

What time should you buy? Roughly, it’s a good rule 
that during the daytime you will reach fewer listeners 
than you will at night and that a greater percentage of 


these daytime listeners will be women. At night, the 
audience will be vastly greater, and it will consist of a 
true family group. But it will naturally cost you much 
more for a program or for spot announcements at night 
than during the daytime hours. 

You must judge the best time by the audience you want 
to reach. Night hours cost much more than do daytime 
hours, but in proportion to sales the night cost may be 
lower if the group you want to reach is not available 
during the day. 

Most radio stations today can give their advertisers 
eood listenership breakdowns for every hour of the day. 
It is impossible to lay down a general rule that will cover 
every listening situation. Local conditions make the lis- 
tening habits vary from town to town. That is why 
smart jewelers look over the listener ratings that the radio 
stations have available. 

Similarly, the choice of which station you will use must 
be governed by the audience you want to reach. The 
cheapest station in cost-of-time may be the most expensive 
in the cost of closing a sale. It all depends upon the 
people who are natural prospects for what you want to 
sell. Here again, the listener ratings of the local stations 
are your best guides. 





“Call the spirit of Christmas a miracle, if you will; 
but like all miracles, it is based on divine law. And the 
law is so powerful, so sure, that no amount of commer- 
cialism can tarnish the beauty and fineness of Christmas. 
It is a law that can be expressed simply: To draw in, we 
must give out..—James A. Decker in Good Business. 
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Whether your diamond purchases average $100 
or $100,000 we can fill your needs at prices that 
are a challenge to the trade. Be convinced that 
there is a diamond house that does a volume 
business on a minimum profit basis. 


Write for our 25th Anniversary December 
“Silver Saver.” A parcel of seven to twenty 
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for your inspection. 
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Make Your Store Say— 


(From page 91) 


verse of light packages and dark background in order to 
put the greatest amount of light reflection on the mer. 
chandise and so keep that the most eye-catching part of 
the arrangement. It is best to use the same color Paper 
for all the packages, but ribbons and trimming on the 
packages can be varied. Christmas green, red or blye 
could be used for the packages with the same color rp. 
peated on the floor of the case. 

Sketch B uses flat cutouts of poinsettias as a colorfy 
background for jewelry in a counter case. The poinset. 
tia petals are cut from red velour paper, leaves from 
green paper and are arranged in natural fashion flat on 
a pale yellow fabric floor pad. The flowers can be cut 
from fabric if preferred, but present the problem of 
frayed edges. The velour paper, available from any dis. 
play supply house, furnishes a soft background and js 
easier to handle. Be sure to use a brilliant poinsettia red 
and not a dark maroon tone. A dark green may be used 
for the leaves. For the flower centers, yellow paper may 
be cut, or the centers from some artificial flowers can be 
used. Merchandise is arranged directly on the cutouts 
without other display pads. Boxed merchandise may be 
laid on the floor pad around the cutouts. 

A wreath of gift boxes, Christmas ornaments and 
sprays of fir and holly makes a flat decoration suitable 
for a counter case in Sketch C. Watches are shown in- 
side the wreath and on cylinder supports in the sketch, 
but the same idea could just as well be used for other 
merchandise in shallow cases. A copy ribbon curves 
behind the wreath. The materials for the wreath can be 
wired together or assembled in the case. The gift pack- 
ages should be small but gayly wrapped and the orna- 
ments may be almost any assortment of Christmas colors. 

There are any number of other ways of making your 
in-store displays sell more Christmas merchandise. Be 
specific in your gift suggestions . . . use copy cards to 
make selling points . . . make every corner of the store 
reflect the Christmas spirit. 

A wall case for jewelry is shown in Sketch D. Real 
or artificial fir tree branches are fastened to the back- 
ground wall—or the branches may be painted on a back- 
ground panel. Flat circles of cardboard covered with 
satin in Christmas tree ornament colors are suspended 
by narrow ribbons from the tree branches and serve as 
display pads for a selection of pins and earrings. Addi- 
tional satin circles are supported on slender cylinder 
elevations. 





Items to Check on Your Window Displays 


A study of display problems uncovered by research led 
to the establishment of the Combination Display and 
Information Service by Combination Products, Inc., 
manufacturers of metal price numerals and words. This 
organization advises dealers on displays. 

One jeweler was found to be displaying costume jewelry 
and fine jewelry, watches and rings, etc., distinguishing 
them only by price. No differentiation was made in either 
position or design between merchandise which sold well 
and that which moved poorly. This jeweler was advised 
to display his products on a series of shelves. All watches 
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(or other lines) were to be shown with prices clearly 
indicated, each price range having its own shelf and 
display. . 

“An important thing to remember,” says Marvin S. 
Geiger; president of Combination Products, 64-74 W. 
93rd St., New York, “is to let your displays do as much 
selling for you as possible. If the merchandise is properly 
identified and displayed, a salesman should only have to 
close the sale—not initiate it. 

“Window space should be used like an ad, your most 
attractive and best selling product should be targeted in 
your window. Use your space colorfully and dramatically 
as a striking background for your ‘target.’ 

“And use the theme of your window further by carry- 
ing it inside your store.” Here, also, a focusing of interest 
on special displays is suggested. In line with this, the 
CDIS stresses the importance of using the display and 
explanatory material distributed by the manufacturers. 
This material can often be used as a guide for planning 


displays of all kinds. 





Luggage Sale Keeps Business Active 
Following Holiday Season 


Wilson’s Leading Jewelers, Syracuse, N. Y., found one 
answer to the perennial problem of sustaining consumer 
interest in the post-Christmas period. 

Toward the end of January, Wilson’s began a promo- 
tion of fine luggage, purchased specially for the event 
from several leading manufacturers. The assortment was 
wide enough to meet the demands of all types of travelers. 

The store suggested that Syracuse residents buy lug- 








gage for school, graduation or vacation, at savings which 
were advertised at from 35 per cent to 70 per cent. 

An impressive display of the luggage was set up on 
the street floor of the jewelry store and heavy newspaper 
advertising was employed to launch the promotion. One 
ad caption read: “Carload Sale of Fine Luggage.” 

Copy continued: “Because John D. Wilson bought the 
entire inventories of several leading manufacturers, we 
can bring you guaranteed first quality, well constructed, 
smartly styled luggage at these remarkable savings. 

“Men’s and women’s pieces for all travel needs. 
Pyroxylin coated canvas, leather bound . . . long bound 
tough plastic bindings . . . two-ply canvas cover, sturdy 
construction ... brass hardware . . . lock and key. Many 
styles for your selection. Buy now and really save.” 





Gold Jewelry for Milady 





Hardy & Co., Seattle, prominently featured gold jewelry for milady 

in the above window display. On either side of a gold-framed pic- 

ture of asters were shown gold cigarette cases, matching sets of 
necklaces and bracelets, and other pieces of gold jewelry. 
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From a collection of functional accessories: clocks, lamps, lighting fixtures, fireplace equipment. Literature available. 
Howard Miller Clock Company, Zeeland, Michigan. Richards-Morgenthau distributors, 225 Fifth Avenue, N. Y. 
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A half-century of skilled craftsmanship 
stands behind their e eye-catching design 

@ superior materials @ lasting durability 
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Mfdby ARCH CROWN TAGS, INC. 277 Halsey St. Newark 2, NJ. 
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Little Queen 


(From page 110) 


“Little Queens and Big Diamonds.” the exhibit includes 
authentically steel. small figures of England’s queens 
wearing their court jewels. The crowns. diadems and 
a ing were all authentically copied from the original, 
by a former regalia-maker to the Metropolitan Opera jn 
New York. 

The present queen is depicted in two figures: one 4 
Princess Elizabeth in her wedding gown and one as Queen 
Ilizabeth I] in her royal robes of state. Both figures wij] 
wear diamond solitaires. the smallest engagement rings 
ever made in this country. They were modeled over the 
tip of a lead pencil to fit the dolls. 

Along with the collection of dolls there will be a “big 
diamonds” 
replicas of many of the famous diamonds in the British 


section of the show. This wi!!l be made up oi 
crown jewels, including the Great Star of Africa (the 
original of which is in the Royal Sceptre) the othe: 
Cullinan gems in the the Koh-i-nor. the Saney 
(which once belonged to Elizabeth I) and others. 


Crowns. 


Mrs. Lewis’ show is booked by the week and inquiries 
should be addressed to Mrs. Marvy E. (98 Ocean 
Parkway, Brooklyn 30, N. Y. Mrs. Lewis travels with 
her exhibit, lectures, greets the press and all guests, makes 
radio and television appearances and makes a special 
point of talking about the store’s diamond stock. 


Lewis. 


Jeweler Conceives and Designs 


‘Global Clock’ 


Jim Pettigrew, proprietor of Jim’s Jewelry Store in 
Thomasville, Georgia. successfully repaired alarm clocks 
at the age of 12. With this experience under his belt, his 
And that he did in 


ambition was to become a jeweler. 
1938 when he opened his store. 

On May 15. 1951, he conceived the idea of a “global 
He worked conscientiously 


on his model until 


clock.” 








January, 1952, when it was completed. The clock consists 
of a globe with the map of the earth covering it, the 
clock’s mechanism inside the globe turning it once a day. 
and hands pointing out from each of the 24 time zones 
to their proper times on the specially prepared 24-how 
dial. 

The globe is glass and contains a light as well as an 
electric motor. The clock is 26 in. high and the dial and 
hands are made of clear plastic. Jim Pettigrew cordially 
invites inquiries from interested parties. 
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The Book Shelf 


Clock Repairing 


Practical Clock Repairing, by Donald de Carle, F.B.H.I. 
Published by N.A.G. Press Ltd. London. Distribution in U.S.A. 
by Henry Paulson & Co., 131 5S. W abash Ave., Chicago 3. Ill. 
239 pages, over 400 illustrations. Sent postpaid anywhere in 
U.S.A. by Book Department, Jewelers’ Circular-Keystone, 100 E. 


- 
j 


42nd St., New York 17, N. Y.. for $7.50. 


Donald de Carle, the noted author of Practical Watch 
Repairing, has written a companion volume entitled 
Practical Clock Repairing. 

As the author points out in his introduction, watches 
require more delicate skill and a finer touch than do 
clocks; but clocks, with their vastly greater variety, 
require more knowledge. Prior to this new book, few 
books have offered any wide degree of knowledge to 
clock repairers. 

Since the clock repairer often enters the house of a 
customer, the author observes, the man takes with him 
the reputation of the company he serves. Therefore, the 
aim of Mr. de Carle’s book is to produce “a man who is 
a good craftsman . . . one who can understand and do 
his job well and at the same time is a good salesman, a 
salesman of the service he renders.” 

In Practical Clock Repairing, the author deals with the 
usual faults likely to develop in each type of movement in 
general use, from the grandfather to the alarm clock. 


Tools and equipment are described and fully illustrated, 
together with the ways of using them. 

Mr. de Carle has once again given the industry a valu- 
able book, one that is likely to become a classic. It is a 
worthy companion volume to the author’s already famous 


book, Practical Watch Repairing. 


Football Scoring Contest Sponsored 
by Jeweler 


Ken Tyrer, owner and operator of Tyrer’s Jewelry 
Store, Rupert, Idaho, plans a repeat of his very successful 
“Coffee Quarterbacks” contest this year because of the 
excellent results which resulted from the unique promo- 
tion during the 1951 football season. 

In connection with the local Rupert paper, Tyrer con- 
ducted a weekly football score guessing contest during 
the football season last year and the results—both public 
relations-wise and in actual dollars and cents in sales—- 
merit a repeat of the contest. 

ach week during the football season twenty teams 
are listed in a special place in the Rupert newspaper, the 
“Minidoka County News,” and all residents of the Rupert 
area are invited to guess ai the scores of the major games 
of the week. 

Contestants are urged only to clip the football contest 
from the newspaper and submit it filled in to the jewelry 
store each week. 

A billfold is given each week to the first place witiner 
who comes closest to guessing the most correct number 
of football scores in that period. 




















mountings. 


drawing account. 


sell quality. 





diamond ring and mounting 


salesman wanted! 


opening available first of the year 


@ We are a long established manufacturer of nationally known diamond rings and 
@® Your territory will consist of 12 well-populated Eastern States with an assured 
established following and a tremendous potential. 


® Your compensation will be on a commission basis, with generous guaranteed 


@® The man we seek may be anywhere from his twenties to his forties. Age is no 
factor. But he must be aggressive, understand quality and, above all, know how to 


® When applying enclose recent snapshot and complete synopsis of past experience. 


Write Box “A, 1025”, care of Jewelers’ Circular-Keystone, 100 E. 42nd St.. New York 17 
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Georgia B. Losee sets a scene with fine 
china and stemware when showing silver- 
ware to bride-to-be. Diversity of lines, 
personalized merchandising and proximity 
to nearby college have built up this de- 
partment's importance at the Losee store. 


by JOY PARNES 


Follow Through Merchandising Makes Sales 


How to maintain dignity and institutional ethics while striving for customer 


attention is answered by this West Coast jeweler who follows up every sales 


lead from the store’s record of brides, repair customers and credit billing. 


T ODAY, in a period of increased competition, 
retailers are ever alert for ways and means of creating 
store traflic. Some merchants resort unnecessarily to un- 
scrupulous promotions and sales, which in the long run 
do more damage than good to their business. 

It is the aim of most jewelers to maintain their store’s 
dignity and institutional ethics while striving to gain con- 
sumer attention. These jewelers rely on alert merchan- 
dising rather than stressing price reductions or offering 
‘free gimmicks.” 

In the Quaker-founded city of Whittier, California, 
Mrs. Georgia B. Losee operates a successful jewelry es- 
tablishment. Here, efforts are keyed to clever merchan- 
dising based on follow-through sales: bride registers. 
statement mailings, etc. 

Many jewelry stores maintain bridal registers as a ser- 
vice to newlyweds—a means of avoiding, so far as pos- 
sible, duplication of wedding gifts. But the wedding is 
only incidental to the Losee staff’s campaign. 

By meticulous attention to the leads indicated in the 
bride’s book, Losee’s has uncovered a veritable treasure 
house of future sales. 

The campaign begins shortly before the wedding with 
a friendly call to the bride’s mother. This, it may be 
recalled, is a new role for most women: and a woman is 
never happier than when she is playing a role. How 
natural, then, to call her—to ask how the bride is coming 


152 


along with her collection of silverware—and, only inci 
dently, to suggest a complementary hollowware set as an 
ideal present from the parents! 

After the newlyweds return from this honeymoon, an- 
other telephone call: this to the new wife, suggesting that 
she stop by and fill in her service. For years after, birth. 
days and anniversaries lend themselves to the same type 
of suggestive selling of extra pieces. And many a young 
husband, on a gift occasion, has welcomed Losee’s sug: 
gestion of matching silver pieces to surprise a wife! 

The names on the bridal register are often daughters 
of valued customers, although other brides-to-be are sug: 
gested through friends or through regular study of the 
pages of the society section. Often—because today’s 
young girls so frequently make their selection of flatware 
pattern in the formative teens—the register contains 
names of students fram nearby Whittier College or from 
the city’s high schools. 

The latter learn of Losee’s silver department early: 
their home economics teacher makes a “loan” of Losee 
flatware and hollowware to demonstrate correct table set- 
tings each semester. In addition to a personal “briefing” 
on the finer points of silver from Mrs. Losee, the teacher 
receives a supply of descriptive folders for her class— 
each, of course, imprinted with the name of the store. 

Though Whittier College, a four year liberal arts insti- 

(Please turn to page 161) 
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oy WALLACE STAINLESS 


the tableware that needs no care 


Here is excellence of quality and modern 
design unrivalled in the tableware field. 
World famous Wallace craftsmen have cap- 
tured in CITATION and VOGUE the modern 
feeling for sleek, simple, uncluttered lines. 
Designed for contemporary living, this 
top quality graded stainless is being na- 
tionally advertised this fall over the 
famous Wallace name. They are available 
in open stock and 24 and 52-piece sets. 
Order now from Wallace salesmen. 
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A large glass paperweight, enclosing a colorful scene, was used in this window to create a holiday atmosphere. 


‘Paperweight’ Scenes Make Novel 
Atmosphere Motifs for Christmas Displays 


A SERIES of eleven small but cleverly de- 
signed window displays gained a lot of attention for 
Henry Birks & Sons, Ltd., Toronto, Canada, jewelers. have “snow” whirling about inside the globe as it does 
last Christmas. The theme of each window display was in the paperweights when turned upside down, but the | 
in the centerpiece which was a large glass globe, repre- fumes from the mechanism used to do this proved too | 
senting one of those old-fashioned glass paperweights much. The “snow,” therefore was whirled half way up — 
which enclosed a colorful design or scene. In the globes the sides of the globe and left to stay that way. | 
used by Birks, small figures of Old English times were In each window the globe centerpiece was set on a | 
arranged in scenes reminiscent of the period. small round shelf which in turn was set on a long shelf | 

It had been the intention of the window designer to (ene tan 0 cas 


by GLADYS JAY 


Large red and white squares with chess pieces highlighted this mas- 
culine display of drinking accessories: highball glasses, mugs, etc. 


"Present with a future" read the sign for this prize 
winning display of watches. Pine needles and colored 
candlesticks served as appropriate Christmas props. 
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All prices are for six-piece place setting and 


include 20% Federal excise tax. 
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The magnificent 
seven-piece “Donatello” 


Tea and Coffee service 
... $2,350 incl. 20% Fed. ta 
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|. “Canterbury (#56), one from a new group of 
jewelry cases, features swing-up tray, scalloped lid 
and Venetian colors. $4.95 retail, by Farrington Co. 


2. This men's jewelry set features three square cut 
diamonds set in plug over-lay in a jet background. It 
is 1/20-12K gold-filled and is priced to retail for 
$17.50. Also available in sterling silver. By Anson. 


3. Deltah's hand-knotted cultured pearl necklace is 
supplied in a genuine leather wallet. Women can use 
the wallet to protect the necklace when it is not in 
use. $75 to $100 retail, from |. Heller & Son, N. Y. 


4. The “Calegram" is a personal jeweled calendar in 
14K gold on which significant dates as birthdays and 
anniversaries can be engraved within month sections. 
Birthstone jewels are genuine. From Gold Bros., N.Y. 


5. When the Mele musical jewelry box, style 808, is 
opened, it plays "Ballerina and a ballerina doll 
dances in front of the mirror. In calfskin-finish 
leatherette with 24K gold tooling; $12.95, retail. 


6. Shown are gold cuff links from the line created 
by Goodman & Co., Indianapolis, Indiana. The prices, 
all keystone, range from $18.50 up to $84.50 a set. 


7. Manufactured by R. F. Simmons Co. of Attleboro, 
Mass., these narrow sterling silver tie clips are from 
the "Mr. Slim" group. Each is $4.75, keystone. 
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ELCOME GIFTS... 
fine SILVER by POOLE 


in sterling and silverplate 





STERLING SILVER STERLING SILVER 
No. 115 Sugar & Cream $36.00 = FES -—~ No.14 #£Cigarette Box $24.00 


is 


i 
Winyp p8Drete.,., 





All prices include Federal Tax 


ee 


~ SILVERPLATE 
en SIEET LATS a “No. 125 Silent Butler $16.50 
WRITE FOR BOOKLET “F‘‘’SHOWING THE COMPLETE POOLE LINE 


mie: 
A TRADITION IN SILVER ° 


POOLE SILVER COMPANY Ine. TAUNTON, MASS. 


"LIVING for young Homemakers"—NOVEMBER ‘52 
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3. 


|. “Cathay-I," plain, and "Cathay-2," luminous, are 
electric alarm clocks by Seth Thomas. Cathay-! has 
dark green numerals on pale green background ana 
retails at $8.95, plus tax. Cathay-2, right, has dark 
green or blue-gray dial and it retails for $9.95. 


2. General Electric's the Helper” is a new low-price 
kitchen clock. The dial is white, numerals and hour 
hands black, and the second hand red. The works are 
enclosed in a fluted plastic case, available in red, 
yellow or white. Recommended retail price is $4.95. 


3. The increasing popularity of modern design in the 
home furnishings field is capitalized on in this new 
platter’ wall clock. Designed by George Nelson and 
manufactured by the Howard Miller Clock Co., Zee- 
land, Mich., this electric clock has a list price of $50. 


4. "Lullaby" is a Telechron electric alarm clock that 
is so small it will fit on a crowded night table. It 
has an ivory color case, brown minute and hour hands, 
red sweep second hand, ribbed base and easy-to-read 
dial. Fair trade or suggested retail price is $4.95. 


5. A square kitchen wall clock, "Beauty" has a white 
plastic case with a choice of black, green, yellow, 
red or blue dial colors. “Beauty (model |-TK-51) is 
priced to retail for $4.95, plus Federal tax. By the 
Sessions Clock Company of Forestville, Connecticut. 
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It’s like throwing money out the window... 


NOT USING THIS CHRISTMAS BUSINESS 


Millions of “Girls Under Twenty” will get 
silver gifts this Christmas—to add to or start 
their hope chest collections. 


SEVENTEEN encourages this hope chest 
habit in every issue. But 7n December it will 
give the idea a tremendous extra push with 


a striking double spread of patterns...and 
editorial advice which in effect says—‘Hint 
and ye shall get.” This story will start a 


flood of buying. 


Who will get the sales—and the repeat busi- 
ness—in your neighborhood?... You will if 
you use this tie-up, point-of-sale piece! It is 
offered so that alert retailers can convert 
Seventeen-built action into sales. No other 
reason, no strings attached. It’s free! 


Write for “Silver Card,” Sales Promotion, 
SEVENTEEN, 488 Madison Ave., N. Y. 22. 





* JP opr eneist? 
‘ ¥* x 7% 


Patterns illustrated are: 


Holmes & Edwards’ ROMANCE 

Reed & Barton's SILVER WHEAT 

Gorham's STRASBOURG 

Wallace's ROSEPOINT 

Kirk's WADEFIELD 

Anchor Rogers Anchor's OLD CHARLESTON 
Lunt’s SWEETHEART ROSE 

1847 Rogers Brothers’ DAFFODIL 

Towle’s SOUTHWIND 

International Sterling's ROYAL DANISH 
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start your silver 
this Christmas 
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e have the finest for your personal inspectio 


suggestion shows you how...Card size 19 x 28 inches, Christmas 
red and black, easeled for counter or window. FREE. 


There’s one best way to reach the 7,500,000 


Young Women In Their Teens 


seventeen sells’ 


NEW YORK * BOSTON «+ CHICAGO + HOLLYWOOD «= ATLANTA 
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A 3-piece juvenile set for boys and 
girls, right, has been introduced by 
Holmes & Edwards. Silverplated fork 
and spoon plus dish retail at $2.75. 











This sterling silver cigarette box, 
left, is 4° long and has a capacity 
of 60 cigarettes. By Smith & Smith, 
North Attleboro. $38, retail, T.l. 








"Marquise" is a stainless steel pat- 
tern designed by The International 
Silver Co. A 6-pc. place setting in 
Sterling holloware to complement this pattern will retail at $6.50, 
"Woodlily" flatware by Frank Smith 
Silver Co. includes 9" bowl, $75, 
9" and 3" candlesticks, $40 and $25 
each. All prices are retail, F.T.I. 















































+ | * | 
Metals of Guaranteed Purity 
GOLD - SILVER -: PLATINUM ° PALLADIUM 
IRIDIUM - RUTHENIUM - RHODIUM -: OSMIUM 
| W. solicit your Sweeps _ 
I Filings — Scrap Gold and 
| a verano Platinum — Metals | 
ane Your OH Gold Shipmen bs | 
\ WILL RECEIVE 
Special Autention ! 
Kastenhuber & Lehrfeld, Ine. 
x 
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Follow-Through Selling 


(From page 152) 


tution ranking high among the best in the state, draws 
‘ts students from many parts of the nation, Losee’s has 
developed an enviable relationship with the student body. 
Advertising consistently in the college paper and annual, 
it has attracted the patronage of many students whose 
arents live elsewhere, both for gifts and for the in- 
evitable wedding and engagement rings. 

Societies—the college’s substitute for sororities—are 
given special concessions on commencement presents for 
their graduating members. This arrangement, which 
Losee’s has long observed in its dealings with college or- 
ganizations, and a similar arrangement whereby some 
top-ranking civic organizations can obtain gifts at special 
prices for special occasions, are the only price reduction 
that Losee’s countenances. The gifts finely wrapped with 
the store sticker, have proven an invaluable advertise- 
ment for the firm throughout the years. 

The warmth with which former Whittier College stu- 
dents regard the leading jeweler of that college town is 
revealed by the fact that, although most of the alumni 
are sent as teachers to various parts of the nation, many 
retain trade loyalty to Losee’s. One former college boy. 
now an instructor in Fresno, has made the several hun- 
dred mile drive to the Southern city for every major 
jewelry purchase of his life. Another steady customer 
resides in Las Vegas, Nevada. 

One section of the back shop is set aside for racks of 


ribbons, papers, boxes, and stickers. As each purchase 
is made, the staff endeavors to find out if it is a gift, for 
whom intended, and the nature of the occasion. 

With this information, an original package is created: 
gold or silver for the major anniversaries, or tied, as indi- 
cated, with bows of special baby, birthday, anniversary, 
or holiday ribbons. Often, some member of the staff will 
scour its wrapping resources for a special color scheme to 
match official school or lodge colors. College girls, 
Losee’s staff has discovered, are exceptionally grateful for 
this wrapping service—many of them, away from home 
for the first time, are used to passing this tedious job on 
to “Mom.” 

Dignity, a prime concern at Losee’s, has never been 
mistaken for a moribund inactivity. An active policy of 
attracting new customers can, as it has here, be effected 
with good taste. 


FOLLOW-THROUGH IN ADVERTISING, TOO 

In addition to campus advertising, Losee’s maintains 
a regular schedule in the local daily newspaper, one sixth 
of a page a week, building its advertisements from mats 
and other manufacturer’s aids. 

“Follow through” counts here, too. One reminder is 
seldom enough. So each “theme,” such as repairs, grad- 
uation. holidays, etc., is repeated in two ads, one week 
apart. 

One record which all jewelers maintain proves an in- 
teresting merchandising aid for Losee’s. 

Like the bride’s book, the inventory record is care- 


fully scanned by the Losee staff as a source of suggestive 





Millions read this in Reader’s Digest... 





Pacthlic Silwer Cloth 


rated best in impartial 


laboratory tests? 


TOP Ha 





These impartial tests, reported 
to millions in Reader’s Digest, 
proved that no silver wrap— 
no form of protection tested— 


your customers among them— 
learn about Pacific Silver 
Cloth’s proved protection in 
these national magazines: 


prevented tarnish as effectively 
as Pacific Silver Cloth. 

Every day more silversmiths 
and jewelers support this pow- 


erful recommendation. Every 
month, millions of readers— 


HOUSE BEAUTIFUL 
HOUSE AND GARDEN 
WOMAN'S HOME COMPANION : “F oe 
GOOD HOUSEKEEPING me ge 
BRIDE'S REFERENCE BOOK an 
BRIDE S MAGAZINE 








SILVERFILE* 
by Reeve and Mitchell—in champagne 
Velon lined with Pacific Silver Cloth 


tw 


we mt ; 
Sopa |S 





PACIFIC MILLS, Dept. 11R, 1407 B’way, New York 18, N. Y. 




























. ] 
; piteer Cl - . | 
New visual wrap display | Gentlemen: Please send me names of suppliers and descriptive | 
helps you sell Pacific literature on Place-setting Rolls ——, Hollow Ware Bags ——, 
m Silver Cloth! ? Lined Chests ——, Packets ——, Wraps (yard and '*-yard) ——. | 
@f@ Point out the label and i ms ae | | 
: beaver -brown color that Tiny silver particles in Pacific Silver Cloth l Name Title | 
identify the genuine trap tarnish gases . . . prevent them from 
Pacific Silver Cloth. reaching hollow ware and flatware. _ | 
Store Dept | 
és 2 . Address 
/ 
nly PACIFIC Silver Cloth ' | 
| City Zone State | 
L 


*Reg. U.S, Pat. Off posttively prevents tarnish 
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WIN WITH FOOTBALL CHARMS 
by Qisher 


You can be the big winner in the midwinter athletic banquet 
season by selling charms to the many champion teams. 
Build for permanent leadership in this field with Fisher 
quality, in Sterling, Gold-Filled, Rolled Gold Plate, and 
Karat gold, (10K and 14K). Always through wholesalers. 


J. M. FISHER COMPANY, Attleboro, Mass. 











\” MADISON AVE. 
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ACTIVE — INACTIVE AND OBSOLETE 
STERLING FLATWARE PATTERNS CAN 
BE TURNED INTO CASH NOW! 


Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 
new patterns, providing they can receive a fair price 
for their old silver. We are prospective customers for 
this silver and will be pleased to make a tentative 
offer on receipt of information as to quantity, con- 
dition, etc.; or, a definite offer on receipt of the 
silver. This will enable you to obtain a much higher 
price for the old silver. We are also interested in 
purchasing any sterling silver your customers wish 
to dispose of or any sterling flat or hollowware stock, 
either new or used. 


Correspondence Solicited 


We are also interested in vour traded-in 
or surplus jewelry and diamonds. 





Julius Goodman & Son 


MEMPHIS |, TENN. A, 








sales. In this record, not only are the resources, eo 
and selling price listed—but also the names of purchaser 
of more expensive merchandise and of all watches, 

This watch record provides a source of repair leads. 
should a customer mention that his timepiece is not work. 
ing properly, a quick check into the inventory book jg 
indicated. If the watch has been purchased a year y, 
more ago, the customer is reminded of the need for regu. 
lar cleaning and oiling. 

The inventory records on silverware and diamond 
jewelry, on the other hand, are direct leads for future 
sales. A woman who purchased a fine coffee pot, for ex. 











‘Capsule Display’ Overcomes Space 
Limitations 


The jeweler who is hampered by extremely small win. 
dows in attempting to display a large selection of sterling 
flatware, open stock china, fine crystal, etc., need not be 
despondent, if he will follow the “capsule” form of dis. 
play arrangement which has been developed by Robert 
Armstrong, head of Armstrong Jewelers, in Waco, Texas. 

While the Armstrong store has 10 windows facing on 
downtown Austin Street, they are so “cut up” as to 
preclude the possibility of mass displays, or complete 
table-setting displays, fanned-out rows of open stock 
dinnerware and fine china, etc. 











Nevertheless, the “capsule display” pictured herewith 
has enabled Armstrong’s to impress quickly upon cus: 
tomers and particularly prospective brides, the entire 
breadth of the store’s stock. Carrying 48 patterns of open 
stock china, a similar number of sterling flatware pat- 
terns, and some 20 leading choices in open stock crystal, 
Armstrong’s each year makes a strong bid for the engaged 
girl’s attention and it has been windows such as these 
which have most consistently attracted results. 

As shown, a typical “capsule window” displays three 
patterns of open stock china, two of crystal, and 26 pat- 
terns in sterling flatware. Two small place settings, with 
white linen doilies, call attention to the two china patterns 
which Armstrong believes will sell best during the forth- 
coming bridal season, while another pattern is set on end, 
with plate, salad plate, cup and saucer. Across the front. 
instead of trying to display complete place settings o! 
flatware, the Texas jeweler merely lines up 26 spoons, 
each from a different pattern, which, it has been founs. 
exercise more eye-appeal. At the top of the display 
window is a plastic and velvet manufacturer’s display 
unit, which displays 12 patterns in plated flatware, which 
likewise must be given the benefit of display promotion. 
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ample, is shown other pieces from the set whenever she 
yisits the store. | | 

Even stock control needs to be taken with a grain of 
common sense, as Mrs. Losee explains in the following 
story. Some four years ago, she acquired a Victorian tea 
set worth about a thousand dollars. Three Christmases 
went by, and the tea set remained: a huge frozen asset in 
her books. On the fourth Christmas, it was sold. 

“You know,” Mrs. Losee remarked, “I hated to see it 
go. A jeweler should keep one piece, like that, just to 
be looked at—one really fine article for his customers to 


see and talk about.” 





Christmas Promotion Helps Boost 
Camera Sales 


Inviting photo-fan parents to snap flash pictures of 
their children under the store’s Christmas tree, utilizing 
the resultant photos as “photographic Christmas cards,” 
brought a record extra volume to the camera department 
during the holiday season at Bromberg & Co., Ine., 
jewelers of Birmingham, Alabama. 

This enterprising stunt has the full enthusiasm of 
Harry Porter, camera department manager, who set it 
up originally as a means of increasing sales volume on 
photographic Christmas cards. Recognizing the fact that 
many thousands of parents of small children would buy 
such Christmas cards if a proper photograph of their 
offspring was available, Mr. Porter “settled the issue” 
by providing all of the equipment, material, and back- 
grounds necessary for just such pictures. 

Through December, the firm publicized the offer with 
two-column, 10-inch ads headed “Bromberg’s invites you 
to take their pictures under the tree!” Below was shown 
a cut of a smiling youngster, while copy explained, “Brom- 
berg’s has an actual Christmas tree, beautifully decorated 
for you to use as a background for your children’s pic- 
tures! The negatives of these pictures will be used for 
your photo Christmas cards—Bring your own camera, or 
Bromberg & Co. will loan you a camera, and offer sug- 
gestions for getting the best pictures. The only charge 
will be the cost of materials used.” 





Free Delivery Service Boosts Repair 
Business from Rural Areas 


The Wallace Jewelry Company, Rupert, Idaho, has 
increased its watch repair business, especially in the 
rural area surrounding this community, by offering a 
free delivery service on any watch brought into the store 
for cleaning and overhaul. 

In a special newspaper ad, the Wallace Jewelry Co. 
promised to deliver a watch brought into the store for 
cleaning and overhaul by residents within a 25 mile 
radius. 

The ad explained: “This is our way of showing the 
public that we are here to give customers the best possible 
service during the harvest season ahead.” 

Officials of the firm said the free delivery service 
resulted in much added business especially in the farm 
and ranch areas in a 25-mile radius of the community. 
The watches were delivered either by parcel post or by a 
messenger service. 
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A PROFITABLE LINE 
FOR BETTER SELLING 


quill MASTER CRAFTSMEN IN METAL 
LA 


The exquisitely handwrought line you can 
display as proudly as your finest jewelry. Here is brilliant 
design, precise craftsmanship to delight your most discrim- 
inating customer—and to zoom your giftwares sales, too! 


We also distribute SETH THOMAS “the finest name in clocks.” 





Powder Box No. 200L. Hand 
Made ‘‘Florentine Rose’’ pat- 
tern in gold or silver plated 
solid brass on pastel cloisine. 
Filigree base. Retail $15.00. 





“Rococo” No. 82. Intricatel 

detailed, traditionally elegan 

gem of a wall clock. Antiqued 
Ormulu Gold or antiqued Silver 
Plate. Retail $46.50. 





“The Nell Gwynne” No. 95. 
One of our outstandingly love- 
ly mantel clocks. 7” tall, su- 
perb reproduction of famous 
lantern Cromwellian clock. 
Solid Brass or Silver Plate. 
Retail $34.00. 





No. 68 “The Florentine.” A 
magnificently elegant boudoir 
clock. Beautiful proportions, 
rich detail encompassing a 
lovely hand-shaped shadow 
box. Retail $26.00. 


Boudoir Set No. 30. Finest 
Comb, brush and mirror set. 
Jewel boxes, plain or mirrored 
bee available to match. Re- 
tail $36.00. 


Send for the Guild Crest Catalogs of Sales-building treasures: 


Catalog CJ — Wall and Mantel Clocks 
Catalog BJ — Boudoir Accessories and Frames 





REW YORK: Sydney Rhine, Sales Manager 

Showroom. 225 Fifth Avenue, Room 1022, New York 10, N. Y. 
LOS ANGELES: Henry Magid Co., 707 So. Broadway, Brack Shop, Room 401 
DALLAS: Bill Teiber, 309-34 Merchandise Mart 
BOSTON: Walker & Needham, 101 Tremont Street 
CHICAGO: Harold Music, 4157 N. Clarendon Ave., Bittersweet 8-6110 
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Gemology 


SALESMEN eepuaien | 
; 


Quartz forms six-sided crystals with a very typical 


shape. They are the commonest crystals that the minera| 

A i T a | collector encounters through most of the country. Though 

they are always six-sided, they vary greatly in appearance, 
; -_ | sometimes being long and slender but often appearin, [| 
~ on — and Pacific Coast as spearheaded points, rising from myriad sets of ee | 


triangular facets. In addition to being hard, quartz ha; 
* Well-known manufacturer's no conspicuous plane of easy fracture, no cleavage. This 


line of rings and mountings. gives the stones that are fashioned from it great dura. 


* Lucrative, long established bility, reducing the risk of breakage to negligible propor. 
accounts. tions. Sometimes the crystals grow very large, so the 


0 rough poses no limit to the sizes of the stones that may he 
* ae and drawing ac- cut from most quartz types. 


Full | Quartz is found in all types of rocks, in every state and 
*& Full house cooperation. | in almost every county. Jewelry stone varieties are found 























Splendid openings for ambi- | in moderate abundance in a great many places. Amethysts 

tious salesmen looking for per- | of excellent quality, for example, are found today in 

manent connection with reliable | Arizona and Mexico. Neither of these spots are of auy 
manufacturer. | importance as sources of supply to the jewelry trade, how. | 

| ever, because amethyst is also found in Brazil, Ceylon 

| and Madagascar. Those countries have a well-established 

REPLY IN CARE OF DEPARTMENT "X" | market for many kinds of gemstones and they can handle 

| the commoner varieties better than some other regions 

GOODMAN & COMPANY | which have nothing but quartz to offer. 


42 W. Washington Street || THREE MAIN CLASSES OF QUARTZ 
INDIANAPOLIS 4, INDIANA | The quartz varieties can be subdivided for the jeweler 


| into three great classes, depending upon the size and the [ 
relationship of the constituent crystals. There are other 
oh ih differences of minor and scientific interest but these only 


: L complicate the relatively simple picture the jeweler needs. 
Stainless Steel Blades Bag apt 


First, we have the large, clear single crystals of quartz. [ 

The very largest of these are of the colorless or slightly 

f “VW j smoky types; single crystals may weigh as much as a ton. 

4 orl amplou It was this type of material that put the word crystal in 
For New Goods or Repairs 
































Direct Mail Literature Makes Bid 
For Christmas Shoppers 


To stimulate early Christmas buying last year, Claude 
S. Bennett, Inc., Atlanta, Georgia, devised a series of 
direct mail pieces. Two folders were mailed out in 
November to approximately 6500 current and past cus- 
tomers in a bid for their gift-buying dollars. 


The first folder was in the form of a letter, which read. 
“Welcome is always hung high for you and all our valued 
customers at your Giftway of the South. Especially do 
we invite you to visit Bennett’s now for advance selec: 
tions of lovely gifts for Christmas from our outstanding 
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Bottle Opener (Ring Type) Cap Lifter (Hook Type } values. ... It was signed by James M. Rudder, vice 
Knife Blade (Medium) Cheese Scoop president. The second folder resembled a Christmas card 
Leading silversmiths and repair shops look to and it bore the signature of Mrs. Claude S. Bennett, prest- 
Northampton for finely finished forged stain- dent. The message urged customers to shop early and 


less steel blades. Unequalled for quality, he: 
beauty and craftsmanship since 1871, North- make use of their charge accounts. 


ampton offers a wide variety of specialty items Bennett’s followed up the folders by mailing out an 

in addition to a complete line of tableware. attractive two-color “Gift Suggestions” catalog. In 1 

shauarectnnmccdbremnatsascnen osredlaamareasa were illustrated diamond wedding and engagement rings 
NORTHAMPTON CUTLERY COMPANY e ranging in price from $75 to $3,000; diamond jewelry 
and watches; pen and pncil sets; lighters; and a variety 
of flat and hollow silverware. 





NORTHAMPTON 2, MASS: . ESTABLISHED 1871 
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our vocabulary, a word derived from the old Greek name. 
In Greek and Roman days, fristtallos was highly valued. 
It came from Switzerland and the Greeks believed that 
the terrific cold of Alpine winters formed it, by freezing 
water so hard that it could never again melt. The early 


appreciation of rock crystal is shown by the numerous 


transparent scarabs from Egyptian tombs, by the colorless 
shining Babylonian cylinder seals, and by glass-like 
Greek and Roman cameos and intaglios. Quartz was 
attractive and, for those days, was an ideal material. It 
has been suggested in diamond treatises that quartz was 
once the most precious of all materials, since broken or 
unfinished pieces were never found. A cup broken in the 
process of manufacture was changed into some other 
object and finished up that way; the material was too 
precious to discard. Soft enough to grind away with 
sand and emery, it was an ideal material for carving and 
drilling. Necklaces of crystal beads were worn in Graeco- 
Roman days. In Mexico we find many objects of rock 
crystal: crystal beads, crystal skulls, crystal lip plugs. 
The American Indian used quartz for his arrow points. 
Modern man made a war material of it with his radio 
“crystals” which are found in every transmitter. 

The large crystal, coarsely crystallized, quartz varieties 
that are used in jewelry are more or less transparent. This 
means that for use they will be facetted, but, because the 
refractive index is low (1.54-1.55) most emphasis will be 
placed upon color, rather than upon brilliance. The 
colorless rock crystal has least jewelry use, the tinted 
varieties are the important ones. These include amethyst. 
citrine or “topaz” quartz, smoky quartz. rose quartz, 








milky quartz and recently, a green quartz. We some- 
times find this coarsely crystallized quartz cut to show 
inclusions that have formed at the same time or in the 
same crystal with the quartz. The gold-hearing quartz 
so often seen in the West is this type of material. Rutilated 
quartz, known as “Venus hairstone”or“Fleches d’amour,” 
is clear quartz with needles of brown rutile embedded 
in it. 


GREAT VARIETY IN APPEARANCE 


The general abundance and great variation in the man- 
ner of formation of quartz means that there, is a great 
variety in its appearances. Quartz that crystallizes from 


cool or cold solutions, silica that dissolved in the water 
that came down as rain and just trickled through the 
rocks, is more likely to grow crystals that are very small, 
separating out from a thousand centers at once. Each 
group of silica (SiO2) atoms has little chance to enlarge 
itself before coming into contact with a neighboring 
group. Impurities in the solutions, together with light 
interference created by adjoining and interlocking numer- 
ous small crystals, mean that the finely crystallized quartz 
varieties are never completely transparent and that they 
are often distinctly colored. 

Other variations in the appearance of the fine-grained 
quartz group are possible. The tiny crystals may be in a 
granular haphazard arrangement, like sand grains on a 
beach; roughly equal in size and more or less rounded. 
Or they may take the form of little needles, all in line and 
standing erect, like the nap of a carpet. They may be 
almost pure and colorless or they may be intensely colored 
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Genuine European semi-precious 
stones of immense size, as pictured 
—each a superlative gem. 


Each stone suspended from a 
stunning rope chain, in choice of 
1/20 12K Gold Filled or 14K 
Solid Gold. 
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SCARAB PENDANTS 
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another FASHION FIRST by ~asrack 


Destined to set a new fashion vogue, these 
magnificent Pendants each feature a large, 
European scarab-cut stone, hand picked for its 
exquisite coloring. Be first in your locality to 
offer this heart-catching masterpiece, designed 
and timed to stimulate your Fall and 
Christmas business. 
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The Signature on America’s Finest Scarab Jewelry 


CHICAGO: 10 SO. WABASH AVE. «© 714 SANSOM STREET, PHILA. 6, PA. 
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increase 
your 
THRs 


without 


TGS 


or 


! 
inventory! 
NO ... offer your customers a complete line of trophies— 


from sports ‘‘Oscars’’ to Championship Awards—without carry- 
ing a single item IN STOCK! Take all orders from big full-color 
illustrated catalog ...or 

Amazing new ‘“‘Stereo-Kit’’ showing 3-dimensional color 
slides of 190 different styles .. . equal to a full window display! 
FREE to dealers who order a minimum sample assortment. 


For full information, mail the coupon today! 











e 

| ARLEN TROPHY CO., INC. 
50 Gold Street, Brooklyn 1, N. Y. 

i Please rush me FREE Catalog—plus details 

i about FREE New ‘‘Stereo-Kit’’ 

NAME 

r FIRM NAME 

| ADDRESS 

j ciry ZONE___STATE 
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JEWELRY MANUFACTURERS ONLY 





DO YOU WANT ADDITIONAL 
DISTRIBUTION OUTSIDE YOUR FIELD? 


Well-known, well-rated importer and manufac- 
turer with strong national distribution among 
general and catalog wholesalers is looking for 
an additional line. This would be marketed under 
our own trade name and would not interfere with 
your regular jewelry trade distribution. What we 
are seeking are small articles in the jewelry 
field, or allied items, retailing from $20 to $500 
each. What do you have? All correspondence 
Strictly confidential. 


BOX "V 1096", CARE OF 


JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd St. New York 17, N. Y. 
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by impurities. Often they are both, showing alternat; 
bands of more and less color and purity. Each tint and 
pattern has its own name, and all of the attractive one 
sharing alike the desirable qualities of quartz-hardnes, 
and durability, find a place in the jewelry trade. 

The carpet-nap types may really be subdivided inj, 
two groups, depending upon the strength of the banding. 
Examples in which the structure is banded, but the layer. 
ing is not particularly conspicuous, look more or leg 
translucent and reveal their banding only when it is care. 
fully sought for at the proper angle. This materia] is 
known as chalcedony (kal sed’o nee). It may be lightly 
tinted blue, or, in transmitted light particularly, yellow. 
ish or brownish. The identical material is often more 
strongly colored. Plant-like black or colored patterns 
make it into the material known as moss agate. Jewelers 








Table Display Features Preferences 
Of Brides-to-Be 


Symbolic of a successful sales program carried out by 
the J. Ralph Tobin jewelry store in Springfield, Illinois, 
is a dinner table set with gleaming crystal and sparkling 
silver. 

The table is set with six different places—each repre. 
senting the choice of silver, dinnerware and stemware 
selected by a young bride-to-be in the community. The 





settings are part of the store’s active bride registry and a 
center of interest during the entire spring and summer 
months. : 

The bridal gift program begins when the recently- 
engaged young lady receives a letter of congratulations 
from Tobin. The note further invites her into the shop 
to select her own patterns of flatware, dinnerware, stem- 
ware and gifts. 

Following the visit to the store a table setting identified 
with the girl’s name is made up. There is naturally a 
great deal of local interest in society weddings and the 
display at Tobin’s attracts .the interested inspection of 
many guests. 

Friends can further check on exactly what items have 
already been purchased for the bride by checking the 
registry. Each time an item is purchased, a notation to 
that effect is made in the book so that no two customers 
will buy duplicate gifts. 

While the table settings are designed primarily for use 
in conjunction with the bride’s registry, they also serve 
regular merchandising ends by showing stock items in 
an attractive atmosphere. — 
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are most familiar with artifically colored chalcedony 
which is sold under the name of onyx; either yellow, 

een, red, blue, or black. It is more valuable in its many 
natural tints, under the names of chrysoprase, carnelian 
and sard. In none of the members of the chalcedony 
group is the layering conspicuous, but in most, a careful 


search will reveal it. 


AGATE IS BANDED VARIETY 

Conspicuous banding, on the other hand, characterizes 
the quartz variety known as agate. In some occurrences, 
actually the less abundant ones, the agate banding is 
variously and intensely colored. Such material has long 
been used as an inexpensive decorative stone. In the com- 
mercially important occurrence in Brazil, however, the 
coloring of the successive layers is not particularly intense 
and the gray agate is artificially dyed to bring out the 
banding and make it more colorful. Stones are usually 
cut across the layering to exploit the banded character, 
but occasionally we will see a piece cut parallel to a flat 
layering, with the top layer then cut away to produce a 
relief, with the image standing out on a differently 
colored background. These are cameos or intaglios (which 
may also be made of soft, easily scratched shell) and the 
material is known as banded onyx, nicolo, onyx or 
sardonyx cameos. 

Both agate and chalcedony are more or less translucent 
and have a parallel ar:angement of microscopic needle- 
like crystals. If the quartz is more granular, fine-grained, 
opaque and uniform, with considerable color, it is known 
as jasper. Jasper is commonly used in carvings; it may 
be red, green, brown or variegated. Petrified fossil wood 
is jasperized. Jasperlike flint and chert were valued by 
the Indians, but their lack of beauty of color takes away 
any interest in these quartz varieties from modern man. 

In addition to all the quartz varieties mentioned. above 
there are still a few more that will be encountered oc- 
casionally. Hawkeye and tiger-eye are quartz varieties 
that have parallel inclusions of a fibrous asbestos-like 
mineral within their structure. They produce the light 


streak that is the eye when a stone is cabochon cut. Blood- 


stone is similar to and can grade into moss agate with 
greenish markings, though the green is more intense 
and opaque than in most moss agates. Plasma and prase 
are similar green materials. 

In summary we see that quartz is indeed a varied 





Stag Night Attracts Male Customers 


Men, unless they know exactly what they want, are 
usually reluctant to enter a jewelry store. In order to 
attract the hesitant males, the Duval Jewelry Co., Miami. 
Florida, ran a large ad several weeks before Christmas 
announcing their Stag Night program. 

The clever ad advised, “Yes, we’re open for Stags only 
from 7 to 9:30 tonight. So tell the little woman you'll 
be late and come on down and and join with the many 
other Stags who are just as undecided what to give as you 
are. We'll gladly assist you, to the sound of music and 
the aroma of fresh coffee served all evening. And we'll 
bet, old Stag, that as long as your gift comes from Duvals, 
you won't hear a murmur, even if you STAGger in a bit 
later than usual. Remember. it’s tonight at the Duval 
Jewelry Co.” 
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Milano... a distinguished 
modern stainless steel flatware, 
designed by Gio Ponti. 
Internationally acclaimed 
for its superb quality, 
Milano is produced 
in a special nickel-chrome steel, 
with a high mirror finish. 





To retail: $8.95 to $9.75, 
a five-piece place setting. 


FRASERS, wu. 


2409 Telegraph Avenue, Berkeley 4, California 


Importers and distributors of 


contemporary table appointments 
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mineral. Before going into the details of the different 
varieties, let us look at an outline breakdown of the 
quartz types, to make it easier to remember the possible 
variation in what is, chemically and structurally, a single 
mineral, with a refractive index of about 1.54-1.55, a 
specific gravity of 2.65 and a hardness of 7. 


Rock crystal (colorless) 
| Clear Ametbyst (violet) 
Topaz quartz (yellow to brown) 
‘Rose quartz (pink—cloudy) 


| blue 
Onyx < green (dyed) 
Quartz Varieties | black 
( Chalcedony 

| Carnelian (reddish) 
Translucent < Sard (brown) 

| Chrysoprase (green) 
| Agate—(banded) 


Jasper (red, brown, yellow, green, etc.) 
| Prase (chalcedony with green inclusions) 
. | Opaque ' Plasma (dark green with white spots) 
| Bloodstone (green with red spots) 
| Ete. 


(To be continued) 








Paperweight Scenes 


(From page 154) 


about two inches high running across the window. The 
globe was illuminated from below by a single concealed 
bulb over which revolved a perforated metal disc with 
colored panels. As this revolved from the heat of the 
electric bulb, the various colors were reflected up into the 
globe giving a colorful effect to the little Christmas scene 


depicted. 


In the window shown here, the sides, back and floo, 
of the window were covered with black velvet. A black 
velvet curtain was looped from the right and caught up 
at the left of the globe with a sheaf of Christmas-type 
greens, flowers and balls with dark green velvet holly 
leaves. In the globe were the figures of a man and 
woman, the man holding out a small, green-wrapped 
Christmas box to his lady love under a bunch of mistletoe. 
A window card printed in Old English script on a repre. 
sentation of old parchment set the scene for the viewe; 
with a little verse which read: 


“If you are a man of enterprise, 
You'll find, I venture to surmise, 


"Tis pleasant then at Christmas time 
"Neath Mistletoe!” 


Diamond and colored stone jewelry and rings were 
displayed on stands and on the floor of the window. 

Two others of the remaining ten windows were similar. 
ly set up with black velvet drapes and floor covering; 
one showed watches and rings, the other gold jewelry, 
Each window had a little scene depicted inside the globe 
and each carried a little verse on the window card setting 
the theme of the scene. 

In the remaining eight windows, the background drapes 
were dark green instead of black velvet but the arrange. 
ment of the windows were just the same. In one display 
leather handbags, diaries and other leather goods were 
shown, another showed small fancy clocks, desk clocks, 
travelling clocks, etc. Stationery and writing sets were 
shown in another window; dresser sets in another. In 
fact, all the items in the store most suitable for Christmas 
gifts were accented in the series of windows. 
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in ideas and facts 
about your business 


er” 
7 a Because of the big demand for extra copies, JC-K has reprinted 
wii —in booklet form—five of its most important studies of store 
operations. They’re a valuable source of business building ideas, 
selling data, sales training and promotion techniques. To get this 
information on your own would take months of research and 
thousands of dollars. It’s yours in booklet form (printed in two 


colors, size 84% x 11) at cost-to-print . 
Send for yours now . . . while they last. 


MRS. AMERICA’S SILVER 1950 ... a 12 page reprint 
of an original consumer survey conducted by JC-K 
to help jewelers know more about silverware own- 
ership. Provides sales information on what kinds 
and how much silverware is in use by families both 
young and old and in all income groups. 


SEND ME........ COPIES 


MERCHANDISING RINGS AND COLORED STONES... 
32 pages of information on every aspect of ring and gem 
promotion—to help you make rings a major source 
of profit. : SEND ME.......... COPIES 


THE ABC’S OF DIAMOND SELLING .. . a 24 page reprint 
of proven methods of increasing diamond sales —the 
romance of diamonds . . . diamonds and fashions. . . plus 
answers to many questions customers ask. 


SEND ME.......... COPIES 


MERCHANDISING TABLE TOP FASHIONS .. . how to 
ensemble china and glassware with silver, to sell more of 
both—with displays and promotion ideas to sell a triple 
market of yesterday’s, today’s and tomorrow’s brides. 


SEND ME.......... COPIES 


Price: 35¢ each 4 for $1.00 Quantity price on request 


Order the quantity you want and send with your "The Bewelers’ Circular-Keystone 


remittance to: 
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100 East 42nd Street New York 17, N. Y. 
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Each window had the globe centerpiece with its little 
figures depicting a little scene reminiscent of Christmas 
time with a different little verse or couplet setting the 
mood for the display. Only a few pieces of jewelry or 
other merchandise was displayed in each window so that 
the showing was kept as simple and uncomplicated as 
possible. . 

In the evening all the lights were turned out in the 
windows except for the concealed light under the globes. 
These revolving their colored patterns against the dark 
backgrounds gave an unusual effect that drew the atten- 


tion of the passersby like magnets. 





Billboard Campaign 


(From page 126) 


Michigan Ave.” and listed are the names of several 
nationally-known products. 

Travelers, of course, will always see the name “Shifrin” 
along side that of famous brand names. It is hoped that 
eventually these travelers will associate the store name 
with the respected national products. 

Institutional advertising, however, has not and will not 
be restricted solely to billboards. Other media are being 
used to supplement the billboard advertising program to 
sell the “Shifrin” name. 

Most of the advertising preparation work—including 
all media—is done in the store itself. At times it is 
necessary to resort to semi-syndicated material. But Mel- 
ville Conheim believes that “The custom work we create 
often serves our own needs best.” 

Shifrin’s advertising, of course, is primarily keyed to 
the promotional angle. They do quite often feature 
quality items and place as much emphasis as possible 
upon the store’s special services: credit, no carrying 
charges, free engraving, free gift wrapping, refund and 
exchange privileges. 

Conheim is satisfied with the proven effectiveness of 
his advertising media. It is hoped that billboards wil! 
also prove to be successful and become a part of the 
firm’s annual advertising. 





Building the Gift Department 


Frumess Jewelry Company, Denver, Colorado, enjoyed 
a particularly successful Christmas season last year by 
dramatizing to the public the fact that its gift inventory 
went far beyond “the average.” 

Window signs above all merchandise displays were 
used to introduce the idea to the thousands of shoppers 
streaming by Frumess’ prominent downtown location. 
These, with a portrait of Santa Claus in a circular sign 
at the left, invited passersby to ‘Visit Our Gift Depart- 
ment.” 

The gift department, over and above the regular coun- 
ters and cases of the store, was crammed with gift sugges- 
gestions to match names on the shopping list of rela- 
tives, friends, acquaintances, business associates, etc. The 
store more than doubled the number of gift suggestions 
which were offered over the previous year, and the store, 
7 a result, showed a far larger number of individual 
sales, 
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to feature for every gift occasion 











electric clock 


list $ 9 9 50 rN 
PLUS FED. TAX SSS 55) 


, day in the year someone in your 
neighborhood is searching for an unusual 
gift for a wedding, birthday or anniversary. 
You can turn this search into a sale 
. . . by featuring the “Golden Hour”... 
America’s most popular gift clock. 
24 karat gold plated .. . fully guaranteed. 


Distributed by 


JOS. B. BECHTEL & CO., INC. 


729 Sansom Street 
PHILADELPHIA 6, PA. 





New! Fraternal Rings.... with meaning 


MASONIC RIN G* 

















Here's a Masonic Ring with real 
meaning, rich symbolism, elab- 
orate detail, fine craftsmanship! 
10-K#. gold .. . . $35 
14-K#t. gold . .. . $42 

Prices Keystone 


Write Arts & Crafts for free mats 
of tested newspaper advertisements. 


*Patent No. D-157620. 


PARTS « CRAFTS co 


106 ANN STREET 
FINE MEN'S RINGS 


HARTFORD, CONN. 
$4750 
WITH EACH SET YOU GET: 


actuay 
e 1092 in ee a 
: ° 150 PLASTIC EA 
742 3 e 100 TABS 
e ROLL OF SPECIAL ADHESIVE 
e ORDER YOUR CHOICE 
A—lIvory with Black Figures 
B—Black with Silver Figures 
C—Half Black & Half Ivory 








JEWELERS PRICE TICKETS 
COMPLETE WITH CONTAINER 








SIZE 


6 of every popular 
price denomination from 
25¢ to $1000.00. 





CAN ALSO BE AFFIXED TO WOOD—GLASS—METAL—FABRIC 
AVAILABLE AT YOUR JOBBER OR ORDER DIRECT 


mt Franklin llth. GURP. “22° = 
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1. "Fantasia" Pattern 





meee 


5 arenes: 














2. Bone China Mallard 








3. "Richmond" Stemware 





4. Triple-Play Ensemble 


[] |. "Fantasia" pattern in Rosenthal china shows stylized flower | 
grouping in delicate grays, soft yellows and greens 
finished with gold lines; 5-piece setting, retail $15.75. From 
Rosenthal-Block China Corp., 1225 Broadway, New York. serene wacccsuse roc memeaeicses 


[] 2. Hand-painted in all of the brilliant colorings of the mal- 
lard, this delicately poised figure of a “Settling Duck" is 
made in Spode bone china; 6” in height, it retails for $35. 
From Copeland & Thompson, Inc., 206 Fifth Ave., N. Y. C. 


[] 3. "Richmond" design in Tiffin crystal stemware, created by 
Edward J. Wormley; distinctive effect given by continuation 
of line from straight-sided bowl through disk in stem, 
retail $24 a dozen. By United States Glass Co., Tiffin, O. 





[] 4. New “triple-play” gift idea in "Contour" pattern, made 
up of 2" candlesticks, $2.25 a pair, retail, in crystal; 6!/2" 
ash tray, $2.25 each; slightly higher in green, blue, or 
chartreuse. By Duncan & Miller Glass Co., Washington, Pa. 





[] 5. One, two and four-piece Duk-it Bean Bag units in rich 5. Smokers’ Gifts 
brocades gift-boxed in plastic; ash tray and server, $5 re- 
tail; individual trays, $3; 4-pc. ensemble including light- 
er, $17.50. From McDonald Products Corp., of Buffalo, N. Y. 
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now...the Tiffin Glassmasters 
individually gift-box six famous 


<> Patterns in Titfin Crystal 












17453 — Constance 
$15.60 dozen 

















@ practically eliminates costly chipping 
-" and breakage 


e greatly simplifies stock-room handling, 


These are the prized patterns chosen 
storage 


to introduce individually gift-boxed 


17524 — Pandora 
stemware by The Tiffin Glassmasters: . , 
$16.50 dozen y ae Sn - emakes floor selling and wrapping 


easier, faster 


e simplifies stock-control, inventory 


e saves store gift-box expense 





You'll call this the greatest innovation and advance 
in stemware handling and selling in years! Each 


piece protectively inner-wrapped and packaged in 








handsome crested white gift box. Each box plainly 


17542 — Starlight 17536 — Blue Tree marked with stemware item and pattern. Six famous 
$16.50 dozen $15.60 dozen 





Tiffin patterns now available in these new, individual 


gift boxes. Order yours today! 


~ Tiff 


Se aD a a I 





a 


/  lassmasters 





Shipments 4 weeks 

te of ord 
17540 — Spectra 17507 — Elinor ssn we In 
$15.60 dozen $14.40 dozen eee oe 
U.S. GLASS CO. Deot. A-1, Tiffin, Ohio 
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2. “Kissing Dancers" 





O 


4. Portable Bar 


1. Colonial in feeling yet adaptable to modern interiors 
is this "Old Williamsburg'' pattern in stemware, to be 
retailed for $10.80 a dozen; complete tableware was added 
to the line in January. By A. H. Heisey & Co., Newark. Ohio. 


2. "Kissing Dancers" is the name of this charming grouping 
of china figures from art department of Lorenz Hutschen- 
reuther: 6" in height, it is painted in delicate colorings. 


Sold by Paul A. Straub & Co., Inc., 19 East 26th St., N.Y.C. 


3. New co-ordination board for effective display of china, 
glass and silver; neutral gray in color, 5!/" wide, 10!/2" in 
length; shown here with Syracuse china, Bryce glass, Gorham 


silver; $1.75 to dealers in Syracuse China, Syracuse, N. Y. 


4. "Serv-a-Bar'—latest addition to "Bas-Susan"™ line, is 
portable bar on revolving tray fitted with ice bucket, 8 
12-0z. glasses, side compartments; alcohol resistant; retail 
about $20. By Bass Products Co., Merchandise Mart, L. A. 


5. “Duette'’ pottery accessories in various colors may be 
had in combinations of planter and vase, two planters, two 
vases, flowerholder and candlestick; $3 and up retail. De- 
sign by Belle Kogan. Red Wing Potteries, Red Wing, Minn. 
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“Old Williamsburg" Glass 





3. Co-ordination Board 





5. Duette Flower Holders 
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... Display 


ZUFFO 


THE ONE-ZIP 
WINDPROOF LIGHTER 














on your counter 
and in your window 


















































First they’ll see the big full-color Zippo ad 
—in Life, Look, Esquire and Sunday supple- 
ments in 68 leading newspapers coast to coast! 


Then — when they see Zippo lighters dis- 
played up front on your gift counter—they’ll 
buy! Because Z1ppo’s the world’s best-loved 
lighter—with a lifetime guarantee of free 
repair service—and it lights with one zip in wind and rain! 


So for extra sales and extra profits this gift-season—give this 
fast-selling gift the top display-position it deserves! Then listen 
to that cash-register ring! 


ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. 


178 











1. Tiger Figure 


2. "Rose" Salad Set 





3. Bird Cage Planter 





4. “Queen Anne" Design 


[] 1. “Tiger-on-Rock"—magnificently modeled figure of the 
animal in full, rich colors, poised on brown-black rock: 
in English bone china, 13" high, 15" long, to retail for 
$185. From Doulton & Co., Inc., 11 E. 26th St., New York. 


[] 2. Salad set in “Contour” shape with "Rose" cutting, part 
of group of flatware pieces made to match "Rose" stemware; 
bowl, platter, wéod servers, $17 retail; individual salads 
$3.25 each. From Fostoria Glass Co., of Moundsville, W. Va. 


[] 3. Combined planter and candleholder in black iron is in 
form of bird cage holding bird and flower pot; it may be 
retailed for $2.95. Made by Ideal Mfg. Co., it is distrib- 
uted nationally by Sun Glo Studios, 225 Fifth Ave., N. Y. 


[] 4. “Queen Anne" pattern in china dinnerware has wide band 
of color—sea green, gunmetal, and others—with design of 
leaves outlined in gold; gold lines complete the pattern. 


Made by Jackson Vitrified China Co., 225 Fifth Ave., N. Y. 


EF] 5. “Serving Queen" has two-tone ceramic trays fitted on 5. Ceramic Server 
hardwood base to form Lazy Susan I7" in diameter, yet can 
be stored in area 8" square; individually packed, $7 re- 
tail. By Brentwood Potteries, 2301 Main St., Santa Monica. 
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PASCO 


Open Stock 
Dinnerware 
Pattern No. 8045 


THE REVERE 


with heavy 
Palladium Embossment 


from 


LORENZ 
HUTSCHENREUTHER 


AVAILABLE IN 
OPEN STOCK 
AND 94 AND 64 
PrEcE SETS 


Immediate Shipment 


PAUL A. STRAUB & CO., INC. 


19 East 26th Street (Near 5th Avenue) NEW YORK 10, N. Y. 























Wisse to the RESCUE! 




















NEW PACKAGING .. . NEW GIFT IDEAS! 
The Dealer's dream of the comp/ete product 
Where both the item and package are merchandised 


Choose a WALES top-flight combination! A men’s hand 
some gilt-edged Billfold packaged in a unique ‘odds ’n 
ends’ re-usable jewel box . . . and a “Tidy Trio’ men’s 
pocket wardrobe complete with matching compact Pocket 
Secretary, Flat-folding Billfold and zippered Key Case. 


Sem, 
ES LS a a 














A Gift 
Where Even the Package 
is a Present! 


WA L ES COLUMBIA WALESCRAFT, Ltd., 22 W. 32nd St., N.Y. 1,N. Y. 
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Write for 
full catalog of 

WALES quality 
products, Dept. K 














5 PIECE PLACE SETTING EASEL 
FOR COUPE SHAPE 


The ideal way of displaying chinaware to its best advan- 
tage. Fully patented, this is obtainable only through us 
as we are the inventors and sole manufacturers. Easel 
comes in sets of two—one with cup and saucer loop at 
right, and one with cup and saucer loop at left. #492, 
$33.00 per dozen (also available for traditional shape 
at $27.00 per dozen). 


A sample set (one left and one right) will be shipped 
post free for $6.00—together with photographs and 
prices of selected easels. 


Western Art Co. 


1596 York Ave. Dept. 411 New York 28, N. Y. 


























Stamp NAMES 
or MONOGRAMS 


ON 

FOUNTAIN PENS 

LEATHER GOODS 
WRITING PAPERS 
GIFT ITEMS 


Make your own 
Price Cards 
Price Tags 
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Now YOU CAN RENT 
the Pug easy-to-use Kingsley Machine 


Write for full details. 





ce 
Kin GS1 0 MPG MACHINE co. 
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A SMART tis tie-in between diesen fashions and dress 
fashions, based on Reed & Barton’s new “Silver 
Wheat” pattern in sterling, was the theme of the first of 
the 1952-1953 magazine fashion series at the Pierre Hotel 
in New York on October 15. Sponsored by American 
Home Magazine, the opening luncheon featured a display 
of four tables set by Gertrude Brassard, table merchandis. 
ing editor of the magazine, all of them combining the 
“Silver Wheat” pattern with Franciscan, Haviland and 
Lenox china, Tiffin, Heisey, Imperial, and Cambridge 
glassware. Table-of-honor was set with Franciscan’s new 
“Wheat” dinnerware in rich brown, set on a _ wheat. 
colored cloth, with sprays of wheat-stalks as decoration, 
Models wearing new styles with wheat and silver motifs, 
either in color or actual design, were on parade after the 
luncheon. 
* *# * 
ERE are some of the first pieces of commemorative 
pieces being made by Josiah Wedgwood & Sons, 
Ltd., as mementos of the coronation of Queen Elizabeth 
II which takes place next June. Josiah Wedgwood made 





portrait medallions of all English monarchs from William 
the Conqueror to George III and Queen Charlotte, who 
reigned at the time of his death, and since then the Wedg- 
wood firm has commemorated the coronation of each 
subsequent king; and queen. Portraits of Queen Elizabeth 
and the Duke of Edinburgh appear on Queensware and 
also on Jasper Ware in a new dark blue hue called Royal 
Blue. The items are on display at the Wedgwood show- 
rooms in New York. Hensleigh Wedgwood, president of 
the American branch, has given a teaset of the ware to 
Sir Henry A. Hobson, British Consul General in New 
York. 
* * ” 

BROWN ZAHNISER, president of Castleton China, 
® Inc., has announced the removal of its executive 
and sales offices from New York to New Castle, Pa., effec- 
tive October 31. The New York showrooms will remain 
at 212 Fifth Avenue, in charge of John F. McAndrew. 
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It has been announced, too, that Sherman L. Whipple 
[I], formerly covering the Chicago territory for the Frank 
Smith Silver Co. and later its merchandising manager, has 
been named Castleton representative in the Northeastern 


territory. eel 


ODNEY C. IRWIN, advertising and general sales 
manager of A. H. Heisey & Co., Newark, O., has 
resigned after 28 years with the company, 20 as sales 
manager. The president, T. Clarence Heisey, has an- 
nounced that sales management is to be divided, the East 
to be under the direction of Fred Bosworth, and the Mid- 
dle-West and the North-West, by Conrad Woelfel, under 


the supervision of the executive vice president, Thomas C. 





Heisey. 
# * * 


AMES COCANEUR has resigned from the New York 
sales office of the United States Glass Co., to take 
over the New York offices of Metlox Pottery. Taking 
his place is Vincent Smyth, recently of the factory, who 
will represent United States Glass in the metropolitan 
territory (exclusive of New York City) and New Jersey. 


*% 3 % 


ENOX china in the “Starlight” pattern and Tiffin 
glassware in a harmonizing “Starlight” cutting, to- 
gether with International Silver’s “Joan of Arc” sterling 
pattern, were used in this table setting at the Nationai 





Homefurnishings Show held in late September at the 
Grand Central Palace, New York. Lenox figurines flanked 


a low bowl floating a single camellia as a centerpiece. 


#* * » 


LACK, STARR & GORHAM, INC., New York 
jewelers, held an exhibit of Leerdam glass, from 
Holland, at the store from October 7 to 18. Glassware 
currently in production at the 187-year-old factory was 
on display, as well as an extensive group of art glass 
accessories and panels, some of them one-of-a-kind col- 


lector’s items. 
~ a *& 


Je ENNETH AYNSLEY, governing director of John 
Aynsley & Sons, Ltd., of England, has been spend- 


ing a short time visiting the American representatives, 


Fisher, Bruce & Co., of Philadelphia and New York. 


= * + 


DDED to the list of spring gift show dates: California 


Gift Show, January 18 to 23, at the Brack Shops. 
Merchandise Mart and several hotels; Southeastern China. 


Glass and Gift Show. January 18 to 21, in the Municipal 


Auditorium, Atlanta; China, Glass, Gift, Toy, Jewelry. 


and Housewares Show, February 1 to 4 in San Francisco: 
Pacific Northwest Show, February 15 to 18, in Seattle: 
Portland Gift Show, February 22 to 25 in Portland, Ore. 
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Nationally Advertised 


& 
FRANCONIA CHINA Orn Up 
One of Europe’s Finest ey 


BARBARA—Chrysanthemums, autumn anemones and 
green leaves in “harmony-gradations” of “color-beauty” are 
accented by gold tracings, on pale ivory-tinted translucent 
china. 
Contemporary in spirit—Sets a charming table 
S-pe. Piace Setting with 1034” dinner plate $8.95* retail 
* Slightly higher South and West 
Write for illustrated price list of 
this and other Franconia patterns. 


HERMAN C. KUPPER, Inc. cw vasn 9 wy 
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THE VW FINE ENGLISH 


DINNERWARE 











Made in England by W.T. COPELAND & Sons, Ltp. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 
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Revised Edition 


THE STERLING FLATWARE PATTERN INDEX 


> i 
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Actual size of book, 
13" x9", 


Teaspoons are shown 
actual size in book. 





IMMEDIATE 
DELIVERY 


Practically all the patterns of the leading sterling silver flatware manufacturers in this country 


are illustrated in the latest edition of this invaluable reference book. 


There has also been added to THE STERLING FLATWARE PATTERN INDEX, the only pub- 
lication of its kind, an entirely new and corrected alphabetical index of pattern names. This 


index lists the manufacturer and shows the current status of every pattern. 
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Jewelers find THE STERLING FLATWARE 
PATTERN INDEX absolutely indispensable 
for identifying patterns to be matched—and 
for making selling suggestions to customers. 
It contains, under one cover, full-size illustra- 
tions of more than 1300 sterling flatware pat- 


terns—active, inactive and obsolete patterns. 


Illustrations are beautifully done, in full size, 


The 


and printed on fine coated paper. 


binder is of rich black cowhide leather, gold 
stamped. These pages are supplied in loose- 
leaf form, making it convenient and econom- 
ical to insert revisions as they are published 


periodically. 


In daily use by jewelers everywhere, this book 
has proved its value as an essential reference 
volume, invaluable in operating a Sterling 


Silverware Department. 


With binder $20.00—Without binder $15.00 


For those who are using the INDEX we can supply the 1951 Revised Sheets at $5.00 
Prices subject to change without notice. 


All books are sold remittance with order. 
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NEW HEARING SET FOR COSTUME JEWELRY RULES. Representatives of the costume jewelry 
industry asked for more time to prepare proposed trade practice rules for the 
industry at the Oct. 9th Federal Trade Commission conference meeting in 
New York. A tentative meeting was scheduled for January. General dissent on 
definition of costume jewelry bogged down October meeting. Costume jewelry in 
proposed rules covers all jewelry except that with precious stones or that made 
of gold or platinum group metals or their alloys. 


HOWARD HETHERINGTON, JCK AD SALESMAN, DIES. Howard H. Hetherington, advertising 
representative of Jewelers' Circular-—Keystone for nearly a quarter of a century, 
died at Doctor's Hospital, New York, on October 21. Services were held at Camp- 
bell's Funeral Home, in New York, on October 22, attended by his many friends 
and associates in the trade. Burial services were held later in Philadelphia. 


NWJA CAMPAIGN TO EMPHASIZE ROLE OF WHOLESALER. The National Wholesale Jewelers' 
Association institutes its new program of industry relations this month to 
emphasize the role of the wholesaler in the marketing and distribution of 
jewelry store merchandise. Campaign will be based on series of ads in national 
and regional trade papers, supplemented by direct mail. 


OPS SAYS RECORDS MUST BE KEPT. Retailers were warned by the Office of Price Stabi- 
lization that records which they were required to keep in connection with ceil- 
ing prices which have been removed or suspended must be preserved and retained. 


SMALL FABRICATORS MUST NOW KEEP GOLD RECORDS. New federal regulations on acquisi- 
tion and use of gold require that small fabricators keep records of purchases, 
uses and disposal of gold. "Smaller firms" are defined as those who do not have 
more than 35 ounces of gold on hand at one time. Treasury Department says 
regulation is necessary to tighten up on leakage of gold. 


CONTROLS URGED FOR CULTURED PEARLS. Ernest Heller, President of L. Heller & Sons, 
proposed that the cultured pearl industry needed a syndicate similar to the 
Diamond Syndicate, to control the supply and quality of cultured pearls. "The 
indiscriminate sale of cultured pearls of inferior quality is discouraging the 
Sale of quality pearls," says Heller, "and unless the price and quality of the 
gems is controlled, the industry will die." Heller proposed that the Japanese 
Government establish such a syndicate and that under its supervision only 
mature, quality pearls would ‘be exported. 


FINANCE CHARGE TAX QUESTION IS INVOLVED. Jewelers who sell on credit should take a 
new look at their credit operation as a result of a recent ruling by a U. S. 
Circuit Court of Appeals that certain types of fixed-—fee carrying charges are 
Subject to the excise tax. Check your operation with your local or national 
association. See details of recent court actions on page 189. 
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’ NEW COMPLETELY REVISED 
SECOND EDITION 


JEWELERS’ 
DICTIONARY 


“Knowledge is Power’. Every jeweler will find 
profit-making power in the knowledge of terms and 
terminology of the jewelry trade which are authori- 
tatively explained in this, the completely revised 
Second Edition of THE JEWELERS’ DICTIONARY. 


Everyday expressions, as well as obscure and little 
known terms can be understood and fluently used 
after consulting this profusely illustrated volume. 


Diagrams and explanations of the many methods 
of cutting precious stones will enable you to identify 
and explain the origin and value of modern and 
antique jewelry. Exploded views of modern watches 
will help you sell watch repairing at a better price. 


Selling points on karat quality, rolled gold plate and 
electroplated articles are backed up with the authority of 
the printed word, compiled by experts in these fields. 
Terms in allied fields such as china and glass are also 
explained in detail in easy to understand language. 


In one comprehensive volume, THE JEWELERS’ DIC- 
TIONARY contains an invaluable wealth of information— 
indispensable to the jeweler, watchmaker, gemologist, 
advertising man; in short, to anyone seeking information 
pertinent to the jewelry and allied fields. 





AUTHORS 


Size 61/2" x 9%” 





$6.00 


Post Paid 


HARD COVER BOUND 
IN RICH BLUE CLOTH 
WITH GOLD STAMPING 


ORDER TODAY 


FOR IMMEDIATE DELIVERY 











Dr. Frederick H. Pough 


Curator of Gems and Minerals of the 
American Museum of Natural History 


John J. Bowman 
Director of 
Bowman Technical School 


C. M. Hoke 
Consulting Chemist 
Jewelers’ Technical Advice Co. 


Check or money order must 
accompany all orders. © 


DO NOT SEND CASH 
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THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd St., 
New York 17, N. Y. 


Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.00 


Check ........... is enclosed 


Money order is enclosed 
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H. H. Hetherington Dies; 
JC-K Ad Representative 


There are few members of the jewelry 
industry, young or old, who were not ac- 
quainted with Howard H. Hetherington, 
advertising representative of THE JEWEL- 
ers’ CrrcULAR-KEYSTONE, who died October 
91 at Doctor’s Hospital in New York. His 
age was 64. 

Mr. Hetherington liked the jewelry in- 
dustry and it more than liked him. The 
jewelry industry was his lifetime career 
and countless numbers of its members were 
his close friends. 

Always keenly inierested in the prob- 
lems of the industry, he was a familiar 
figure at business meetings as well as 
social gatherings. His suggestions on 
policy matters involving industry actions 
were given generously and accepted widely. 
He was always forthright and gave his 
opinions as he saw them. 


HOWARD H. 
HETHERINGTON 





Mr. Hetherington was born in Philadel- 
phia and was educated at Central High 
School in that city. Except for a_ brief 
period at the beginning of his business 
career, as a real estate salesman, his entire 
life was spent in the jewelry publishing 
field. 

In 1911 Mr. Hetherington joined the 
staff of The Keystone in Philadelphia. As 
a reporter for that publication he became 
thoroughly familiar with all segments of 
the industry and was considered an au- 
thority on its history. During the approxi- 
mately 20 years he worked for that publi- 
cation, he served as manager of the 
Chicago office and subsequently as man- 
ager of the New York office. 

In April, 1929, he joined the Jewelers 
Circular as an advertising representative. 
(In January, 1935, The Keystone was ab- 
sorbed by the Jewelers Circular forming 
THe Jeweters’ Circutar-KEYSTONE.) 

Always active in social and fraternal 
organizations, Mr. Hetherington was one 
of the oldest members of the Twenty-Four 
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Study of Domestic Economy Undertaken to 
Halt Setback When Defense Spending Ebbs 


Government officials are at odds among 
themselves as to when defense spending 
will hit its peak—and what should be 
done about the domestic economy when 
military expenditures decline. 

Peak date originally had been fixed for 
this month, but new stretchouts of military 
programs have now moved the date into 
mid-1953. 

To guard against any possible setback 
in business after the peak has been 
reached, Secretary of Commerce Sawyer 
has started a study of domestic distribu- 
tion and manufacturing practices. He is 
seeking ways of developing new markets, 
creating new demands, and of improving 
the techniques of selling and distribution. 
He has just completed a swing around the 
country to confer with business and trade 
groups in order to get their views and 
opinions on the matter. 

Another new study of the nation’s spend- 
ing habits is now getting under way at 
the Federal Trade Commission. It will 
seek to determine how the consumer’s 
dollar is spent. Of each product sold over 
U. S. counters, what percentage of the 
dollar goes for labor? For materials? 
For distribution? Profits? Washington 
believes the answers will be useful weapons 
in holding down prices. 

Since vast new manufacturing capacity 
has now been reached or is now in sight, 
prime question now facing both govern- 
ment and business is this: What’s to be 
dene with production and_ distribution 
facilities when government buying drops 
off and consumer backlogs wash out? 





Karat Club of the City of New York and 
was among the charter members of the 
Twenty-Four Karat Club of Philadelphia. 
He was a member and past president of 
both the Maiden Lane Outing Club and 


the Jewelers Fraternal Association. 


Mr. Hetherington was also a member of 
the Maiden Lane Historical Society; Alma 
Lodge No. 728, F. & A. M., New York 
City; Amity Chapter, No. 160, Royal Arch 
Masons, New York City, and the New 
York Chapter of the American Legion. He 
joined the latter organization after serving 
in the Air Service during World War I. 

Surviving are his two brothers, R. C. 
Hetherington, of -York Springs, Pa., and 
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Key federal agency in this fresh ap- 
proach toward keeping business healthy is 
the U. S. Department of Commerce. 
Secretary Sawyer has instructed each of 
his top aides and assistants to jog them- 
selves out of their “paper-pushing” routines 
and bring themselves realistically up to 
date on businessmen’s problems. 

One of the first big steps in this cam- 
paign for a fresh awareness of today’s 
economic facts of life is to be the publica- 
tion late this year of a preliminary report 
of what’s ahead for markets. The report 
will cover manufacturing, distribution, and 
retailing levels of business and industry 
generally. To some extent, it will be “a 
look ahead” at prospective markets in 
1953. It will also propose thoughtful 
planning for the post-defense era, and is 
to present suggestions for intelligent chart- 
ing of buying and selling courses to be 
followed. 

These moves all spell out more accurate 
and more intelligent service to business. 
The renewed vigor now being pumped 
into the department’s operations by these 
officials should result in an all-time high 
in quality business guidance in the months 
ahead. 

Washington definitely intends to give 
more sympathetic—and more realistic— 
attention to the everyday problems of 
retailing and distribution from here on. 
Regardless of which political party wins 
control at the November elections, federal 
officials are to concentrate more and more 
on the extension of worthwhile assistance 
to every level of the nation’s commerce. 





W. M. Hetherington, of Philadelphia, Pa. 

Howard Hetherington is gone but his 
many friends in the jewelry trade and asso- 
ciates on this publication will long benefit 
from his qualities as a genial and true 
friend, a zealous worker, and a delightful 
personality. 





Retain Your Pricing Records! 


Retailers are warned by the Office of 
Price Stabilization to preserve and retain 
the records which they were required to 
keep in connection with ceiling prices 
which have been removed or suspended. 
This ruling applies to all products and 
commodities exempted from price controls. 
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FTC to Set New Hearing 
For Proposed Rules on 
Costume Jewelry Industry 


Hearings on proposed trade _ practice 
rules for the costume jewelry industry 
were recently postponed and _ tentatively 
re-scheduled for January by the Federal 
Trade Commission. This action was taken 
by the FTC at a trade practice conference 
held October 9th at the Commodore Hotel, 
New York. 

Reason for the delay was a request by 
many of the trade organizations for more 
time in which to prepare their own pro- 
posals for presentation to the FTC. 

Among the associations which asked for 
more time to consider the proposed trade 
practice rules submitted by the Costume 
Jewelry Trade Association were the Cos- 
tume Jewelry Manufacturers Association 
of New York, the New England Manufac- 
turing Jewelers & Silversmiths Association, 
and the Jewelers Vigilance Committee. 

It had been the intention of James Bla- 
lock, attorney for the Trade Practice Con- 
ference Division of the FTC and chairman 
of the hearing, to discuss and develop the 
proposed rules. But the hearing bogged 
down due to the general dissent concern- 
ing an adequate definition of costume 
jewelry. 

Representatives of the various trade asso- 
ciations present were advised by Mr. Bla- 
lock as to what their duties would be in 
their interim meetings. He recommended 
that they draw up a set of proposals par- 
ticularly pertinent to the groups they 
represented and in that way all segments 
of the industry could be properly repre- 
sented. 





George R. Frankovich, executive secre- 
tary of the New England Manufacturing 
Jewelers & Silversmiths Association, cited 
the difficulty in arriving at a group of regu- 
lations by virtue of the complexity of the 
industry in the number of items involved 
and the huge number of channels through 
which these products were sold. He also 
requested that the next meeting be held in 
Providence in view of the fact that it was 
the costume jewelry center of the nation. 

Robert Reiter, counsel for the Costume 
Jewelry Trade Association, asserted that 
his organization covered as broad an area 
as possible in the proposed rules in the 
hope that they would stimulate additional 
suggestions and bring about further 
thought and some action. He assured the 
hearing that there was no intention to 
write the rules. He pointed out that they 
were offered merely as suggestions cover- 
ing some of the aspects of the industry 
which the association felt needed some 
measure of correction and action. 


“Costume jewelry,” as defined in the 
proposed rules, “includes all jewelry ex- 
cept that containing precious stones or 
composed of gold or platinum group 
metals or alloys thereof. Products of silver 
and of base metal flashed, coated, or plated 
with gold or platinum group metals, are 
considered costume jewelry.” 

The need for an order govering the in- 
dustry was, according to Mr. Blalock, 
brought about by the large number of 
complaints received from individual firms 
and organizations. He warned, however, 
that although the FTC had the power to 
issue cease and desist orders, the burden 
of policing resided with the members of 
the industry and it is only through their 
cooperation that the FTC could function 
properly. 





Fried's Article in ‘Digest’ 
Draws Nationwide Response 


An enthusiastic response to an article 
written for the October issue of Reader’s 
Digest by Henry B. Fried, regional vice 
president of the Horological Institute of 
America, was reported recently by Forrest 
E. Peters, executive secretary of that or- 
ganization. According to Mr. Peters, thou- 
sands of letters from all parts of the coun- 
try have been received requesting the 
names of reliable watchmakers and jewel- 
ers. 


In response to these inquiries, the HIA 
has compiled a list of all their active 
Certified and Certified Master watch- 
makers. This list and an explanatory let- 
ter describing the qualifications of Certified 
watchmakers are being sent to each in- 
quirer. 


The association is making arrangements 
with the Reader’s Digest for reprints of 
the article, entitled “What You Should 
Know About Your Watch,” so that watch- 
makers and jewelers may mail them to 
their customers. Reprints may be obtained 
by writing to Forrest E. Peters, Executive 
Secretary, Horological Institute of Ameri- 
ca, 817 14th St., N.W., Washington 5, 
D. C. 
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ANRJA Appoints W. W. Howe 
As Asst. to Executive V.P. 


Appointment of William W. Howe as 
assistant to the executive vice president of 
the American National Retail Jewelers As- 
sociation was announced October 3rd by 
Chas. M. Isaac, executive vice president. 
Mr. Howe assumed his new duties on Oc- 
tober 6th. 


WILLIAM W. 
HOWE 





The new appointee, a graduate of Cor- 
nell University, was employed for approxi- 
mately four years by the J. Walter Thomp- 
son Co., New York, as research account 
supervisor and agency-client research con- 
tact. He handled media, market and con- 
sumer research analysis, wrote and made 





presentations. He also handled ali Slages 
of trafic and mechanical production a, 
five national accounts. 

From June, 1943, until May, 1946, ang 
again from March, 1951, until July, 1959 
Mr. Howe served in the United States 
Army, where he was advanced from Seconq 
Lieutenant to Captain. 





Government to Study Manpower 
Needs of Watchmaking Industry 


Officials heading the U. S. Departmen: 
of Labor, Commerce, and Defense are be. 
ing represented on a new _interdepart. 
mental committee established to make a 
thorough study of the manpower require. 
ments of the watchmaking industry jp 
event of full national mobilization and to 
report their findings to the White House 
about mid-November. 


National Security Resources Board 
Chairman Jack Gorrie, whose agency has 
a Human Resources division headed by 
Robert L. Clark, was named chairman of 
the group. 

The committee has been directed to 
determine, in relation to current and pro- 
jected production, what practicable mea. 
sures could be used in developing and 
maintaining a sufficient number of skilled 
workers to meet the needs of watchmaking 
companies. Its members are going to give 
special attention to the problem of supply. 
ing trained workers to the industry under 
wartime conditions. 





Drive Against Excise Tax to 
Resume When Congress Meets 


The Jewelry Industry Tax Committee, a 
standing committee of the Jewelers Vigi- 
lance Committee, announced recently that 
it will take no direct action before election 
to secure relief from the excise tax. How- 
ever, it plans to resume the fight as soon 
as the new Congress convenes. 


The Tax Committee will again call upon 
jewelers throughout the country for the 
same wholehearted and helpful cooperation 
the trade has provided in the past. Proper 
timing of steps to be taken is paramount, 
and the Committee will endeavor to keep 
the industry advised when and what action 
jewelers should take. 


The economy of the country is certainly 
built upon the production and sale of items 
the majority of which do not come wthin 
the category of “essentials.” Many of these 
items are offered for sale in direct compe- 
tition with jewelry and it is this discrimi- 
nation against jewelers, and the buying 
public as well, which offers the soundest 
basis for seeking relief from the tax on 
jewelry. This is the reasoning the Jewelry 
Industry Tax Committe used when it was 
so near to success in having the tax re- 
duced prior to Korea. 


The Tax Committee urges jewelers to 
contact after election their Congressmen 
and Senators who will go to Washington 
in January as members of the 83rd Con- 
gress. It suggests that jewelers point out 
the unfair discrimination of the present 
retail excise tax and urge relief at the 
earliest possible moment. 
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Jewelry Metals Picture 
For 53 Viewed With 
Optimism by NPA Official 


Retail jewelers are not likely to run into 
much trouble in replacing stocks depleted 
by their coming Christmas sales. This is 
the opinion of the National Production 
Authority which, for the first time in many 
months, is optimistic with respect to sup- 
plies of controlled materials for the jewelry 
manufacturing industry. 

Admittedly, allocations of materials to 
the consumer goods industry as a whole 
for the first quarter of 1953 are not much 
different from fourth quarter 1952. Like- 
wise, appliances and other of the so-called 
more essential categories are to get prefer- 
ential treatment. 

Nevertheless, an NPA official told THe 
Jeweers’ CircULAR-KEYSTONE, the outlook 
in late October was that jewelry manufac- 
turers would, for the most part, get just 
about all the materials they will actually 
need during the first half 1953. 

The NPA has been getting few reports 
from the industry that it is suffering any 





serious metal difficulties. After making its 
own survey, the agency is convinced that 
while many firms could always “use a 
little more” of this or that metal, actually 
there is but little production delay on 
account of metal shortages. 

As of October, copper supplies had 
again tightened up somewhat. Although 
allocations are still considerably below 
base period use, actually the tonnage allot- 
ted for first quarter 1953 for consumer 
goods in general is slightly higher than for 
the last quarter 1952. The same holds 
good for aluminum. And tin supplies are 
looking up with a recent sizable purchase 
from Bolivia. 

Where the jewelry manufacturers will 
get most of their relief, however, is through 
the self-certification formula for the 
jewelry industry. This means that within 
certain limits, many manufacturers do not 
have to apply to Washington for allotments 
but can write their own tickets for steel, 
copper, and aluminum. 


In numerous cases, this means that the 
jewelry maker can get almost up to 100 
per cent of his base period use on a self- 
certified order. This also applies to tin when 
needed for combining with other metals if 








JEWELRY BUYERS WEEK’ PROCLAIMED IN RHODE ISLAND 





Officers of the Manufacturing Jewelers Sales Associates are congratulated by Governor 

Dennis J. Roberts of Rhode Isand on the occasion of "Jewelry Buyers Market Week." Shown 

left to right are: Harry R. Auerbach (Ansul-Craft, Inc.), treasurer; Kenneth Randell (Rim 

Jewelry Co.), secretary; Governor Roberts; Thomas J. Dunn (Plastic Craft Novelty Co.), 
vice president, and John A. Cerrito (Atlantic Jewelry Co.), president. 


Governor Dennis J. Roberts of Rhode 
Island, in a recent proclamation, declared 
the period from November 9 through 26 
as “Jewelry Buyers Market Week.” 

This special event is important to the 
jewelry industry because it officially pro- 
claims the exhibition of over 100 manu- 
facturers’ lines, sponsored by the Manu- 
facturing Jewelers’ Sales Associates, being 
held for wholesalers at the Sheraton-Bilt- 
more Hotel in Providence during that 
period. 

“. .. It is an arresting fact,” states the 
proclamation, “that the heart of America’s 
Jewelry industry is found in the Provi- 
dence-Attleboro area For several 
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years there has been a need in the jewelry 
industry for wider publicity, for a showing 
of new lines by manufacturing jewelers 
for the wholesale trade. This is now being 
done under the sponsorship of the Manu- 
facturing Jewelers Sales Associates.” 

Officers of the sponsoring organization, 
headed by John A. Cerrito, president, have 
completed extensive plans for the informal 
showing, as well as for complete accom- 
modations for visiting buyers. Wholesalers 
have already received a booklet and letters 
explaining the entire program. A_ very 
large attendance is expected, comprising 
a goodly portion of wholesale buyers from 
coast-to-coast. 








a manufacturer has an allotment or a self- 
certified delivery of the base metal. 





New England Jewelry Mfrs. 
Experience Busy Fall Season 


The jewelry manufacturing industry in 
Providence is buzzing with activity. 

The center of the low and medium 
priced jewelry industry, it is experiencing 
the best fall season it has had in several 
years with the exception of the abnormal 
fall of 1950. 

Orders started to come in earlier than 
usual this year and re-orders have been 
reported as good. 

The earlier-than-usual start of the sea- 
son has given the industry an opportunity 
to use a lengthened production period to 
overcome a serious shortage of workers. 

For several weeks “help wanted” signs 
have been hanging over the doors of the 
factories and every means of attracting 
workers has been used. Jobs have been 
going begging. 

A full work week, overtime in a num- 
ber of factories, improved production 
schedules and some use of extra shifts 
have helped to keep manufacturers from 
falling behind on deliveries. 

As the season goes into its fina] stages 
many firms are considering swing-shifts 
in an effort to attract: housewives into the 
factories for three or four hours a day. 

The improved order volume this year 
is credited to attractive lines and an im- 
proved inventory position at the retail 
level. 





California RJA Makes 
Committee Appointments 


With increased statewide activity for the 
California Retail Jewelers Association in 
mind, President Harold Barnard an- 
nounced recently the appointment of the 
following committees: 

By-laws Committee — Russell Fergoda, 
chairman; Jules Lindenbaum, Martin R. 
Thomas, Car] Steller and George Finley. 

Membership Committee — Claude W. 
Kelly, chairman; Sam Pyes, Clarence Poul- 
sen, William Dreiling, A. H. Sebby and 
Walter Wickersham. 

Legislative Committee — Dr. Robert R. 
Moon, chairman; Dr. Leonard Lipson, Wal- 
ter Merksamer, Julius Loeb, Arthur 
Michaels, Sylvan Baranov and S. E. Edises. 

Finance and Advisory Committee—Dur- 
ward Howes, III, chairman; John Machado, 
Isadore Meyer, Julius Loeb, Russell Fer- 
goda, Martin Thomas, Harry Stedman, 
Gene Siekert, William Yockey, Budd Ros- 
enberg, Walter Dorrer, Percy Jones, Arthur 
Allen and Ben Kellis. 

Advertising Survey Committee — Julius 
Loeb, chairman; Joseph Granat, Robert 
Auger, Budd Rosenberg, William Jung, 
Harold Trattner, Sylvan Baranov, Russell 
Fergoda, Martin Thomas and Arthur Licht. 

General Convention Committee — John 
Machado and Isadore Meyer, co-chairmen; 
Budd Rosenberg, Joseph Granat, John 
O’Riley, Ben Goldsmith, Bob Frier, John 
Loretz, James L. Callan, Tom McCready, 
Gene Siekert, S. E. Edises and A. A. Colvin. 
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‘Know Your Jeweler’ Campaign | secretary of the Retail Jewelers Associa- mittee’s decision, will be highlighted by 
Planned by Pittsburgh Jewelers tion of Western Pennsylvania, is to present three special Sunday newspaper supple | 

| the jeweler as a “merchant of happiness ments, entirely devoted to the retail jewel. 

Jewelers of “paeaed Pittsburgh plan 4 | to the families in his community, to im- ers, in the Pittsburgh press. In addition, 
three-barrelled “Know Your Jeweler” cam- | press them with his traditional skills and many unusual special store exhibits ang [| 
paign scheduled for the weeks of Novem- | integrity, and to acquaint them with the community events are being planned by | 
ber 9th, November 30th, and December wide selection of necessities and gifts that jewelers for the campaign. | 
14th, and covering communities through- the jeweler offers ! 





SRI 


out Western Pennsylvania, Western New 
York, Ohio and West Virginia, as well as 
the city of Pittsburgh. 

The “Know Your Jeweler” committee, 
which unanimously adopted the program 
at a meeting on September 16th, includes: 
Lewis L. Silberman of the Wilkens Co. 
and Ed Wolf of the firm of B. Harton, 
McKees Rocks, as co-chairmen; Floyd 
Cross of Wm. J. Kappel Co., Inc.; Ralph 
De Roy of Joseph De Roy & Sons, Inc.; 
Charles Roberts of John M. Roberts & Son 
Co.; Joseph Renee, New Kensington; W. 
Curtiss Wright of Harry C. Wright & Sons, 


SR 














RPP 





; Pittsburgh News 


q Andrew Damis and Anthony Santini, 
entering their fourth year as Damis 4 
Santini, jewelers at 420 Grant Ave., Mill. 
vale, Pa., are planning to remodel their 
store. 

q Navy veteran John J. Jasick, of Jasick 
Jewelers, is back at his store following g 








LEWIS L. 


Greensburg; Bernard DeNardo, D. H. De SILBERMAN ED WOLF major operation and four months’ cop. 

Nardo & Co., Braddock, and Jack Gerson Named co-chairmen of campaign valescence in the hospital. 

of Jack Gerson, Your Jeweler (Inc.), New committee q.L. L. Kenyon of Kenyon Bros. at 74% 

Castle. The Greater Pittsburgh “Know Your Penn Ave., Wilkinsburg, Pa., following , 
The purpose of this promotion, accord- Jeweler” campaign, according to the com- recent successful promotion of sterling 





silver via a direct mail campaign, has ip. 
stituted another one on a larger scale. 
Kenyon has discovered that this is the best 


FIRST PITTSBURGH JEWELRY FAIR DRAWS HUGE TURNOUT sen te anna te eee 


Sy4) eB q C. N. Blickenderfer, jeweler at Franks. 
Wie town & Laketon Roads, who recently moved 
! across the road to a new location, is cur. | 
rently considering remaining open even. | 
ings. 
q Bastian Bros. Co., jewelers in the In | 
vestment Building, report one of its fa. 
vorite numbers among fishing enthusiasts [ 
are tie clasps with miniature fish as deco- 
rative motifs. 
q David Weis & Co., wholesalers at 717 | 
Liberty Ave., are advertising diamond rings | 
on television Thursday nights, with other | 
spots on Tuesday and Wednesday evenings. | 


q Saul Wolfe of Wolfe’s, jewelers at 624 | 
Frankstown Ave., reports high rents in the | 
Penn Square district, comparable in a de- 
sree with those in the downtown Pitts- 
burgh area, are a somewhat severe deduc- 
tion from profits. 
4 Robert L. Stevenson, formerly advertis- 
ing manager for the Wilkens Co., has en- 
tered the advertising field as vice presi- 
ee tg Os oe ss , dent in charge of production for the newly- 
Young Al De Roy snips the ribbon to mark the official opening of the first Pittsburgh jewelry formed Advertising Corporation of Aanaats 
fair. Looking on are, left to right: Al De Roy of Joseph De Roy & Sons, his grandfather; q Corcell Jewelers at 6218 Broad St. is | 
Ralph L. De Roy of the same firm and president of the RJA of Western Pennsylvania; Mrs. 
Ralph L. De Roy; Barbara Ruth Hollander, daughter of the association's executive secretary; 


ing to Herman M. Hollander, executive 








now a sole proprietorship, according to Ff 
E. D. Cellucci. The firm was formerly op- 











Lewis L. Silberman, president of the Wilkens Co. and co-chairman of the exhibit committee; erated as a partnership. : 

Ed Wolf of the firm of B. Harton, McKees Rocks, Pa., and co-chairman of the exhibit m h 3 

. . 1s q Sidney Green, who operates a watch re | 
committee, and Herman M. Hollander, executive secretary and exhibit manager. 

pair shop at 121 Oakland Ave., reports | 

E 


that business is “very stable.” | 
q Jewelers in Wilkinsburg, Pa., are en § 
thused about the two newly-paved parking 
lots constructed by the Wilkinsburg Park- 
ing Authority which opened to the public 


“A good show thoughtfully conceived” | showed varied lines of jewelry merchandise. 
was the phrase used by one exhibitor to | A spokesman for the sponsoring organi- 
describe Pittsburgh’s first annual jewelry | zation stated that exhibitors agreed that 
fair. The three-day event was held Septem- | business had exceeded expectations. It was 




















ber 7 to 10 at the William Penn Hotel. stated that 55 firms who did not exhibit at 
According to the show sponsors, both at- this year’s show have inquired about space early in October. Ben I. Bass, jeweler at sg 

tendance and the volume of business done reservations for next year’s event. 823 Wood St., reports every shopper using 

at the fair exceeded all expectations. A capacity crowd jammed the hotel’s the lot is given a time-stamped ticket by 
Figures released by the Retail Jewelers As- | Pittsburgh Room for the association’s 14th the attendant. With a purchase at the 
sociation of Western Pennsylvania, the | annual banquet which climaxed fair ac- jewelry store, the shopper receives a stamp 
sponsoring organization, show a total of tivities. Jimmy Nelson, young television worth one-half hour of parking in the 
3751 jewelry store representatives and 429 ventriloquist, headlined the entertaining municipal lots. The stamps may be used 
guests attended, and that 87 exhibitors floor show that was presented. as credit against the parking fee. 
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Jeweler Passes AGS Exams 
Without Preliminary Study 


H. E. Snyder, president of White & Mac- 
Naught, Inc., jewelers of Minneapolis, 
Minn., passed the examinations leading to 
the title of Registered Jeweler in the 
American Gem Society with flying colors, 
according to the Society’s Headquarters in 
Los Angeles. 

Ordinarily a course of study taking from 
three to four years to complete is the pre- 
liminary to these examinations. Mr. Sny- 
der, who: has been in the jewelry industry 
for many years, felt prepared to pass the 
exams without the courses. In addition to 
the tests on theory, he passed the exam 


requiring identification of ten stones with 


100 per cent and turned in an “excellent” 
paper on the grading of diamonds. 





Topflight Stars are Guests 
On Levi-Sponsored Telecast 


Many big name stars have been im- 
ported by Joey Adams for his weekly 
variety television program sponsored by 
Leon Levi, Inc., Baltimore jewelers. Such 
prominent stars as Al Kelly, Betty Clooney, 
Rose Murphy, Stan Fisher, Sonny Gale, 
Juanita Hall of “South Pacific,’ and 
Richard Himber, noted orchestra leader, 
and many others, have entertained the 
viewing public so far and many more 
celebrities of equal magnitude are sched- 
uled for future shows. 





Comic Joey Adams (seated in center) signs 
contract for his weekly television program 
sponsored by Leon Levi, Inc., Baltimore 
jewelers. The telecast, featuring many big- 
name stars, is seen every Sunday evening on 
WAAM.-TV. Witnessing the contract signing 
are James H. Levi (seated left), president 
of Leon Levi, Inc., and Ken Carter (seated 
right), manager of WAAM-TV. Standing 
are Rolf Krug (left), general merchandise 
manager of the Levi firm, and Bert Claster, 
executive producer of station WAAM. 


The telecast, seen Sunday evenings at 
10 P. M. over television station WAAM, 
features Mr. Adams in his inimitable 
manner. He is assisted in his duties as 
emcee by Al Kelly. 

Advertising plugs usually feature three 
classifications of nationally advertised 
branded merchandise as well as the store. 





Fogarty Leaves Gemex Post 


The resignation of Andrew J. Fogarty 
as assistant secretary and assistant trea- 
surer of the Gemex Co., Union, N. J., was 
announced September 30th. His future 
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plans had not been announced at this 
writing. | 
Mr. Fogarty had been associated with 
the company for more than 25 years and 
is well-known in the jewelry field from 
coast-to-coast. Gemex executives held a 
luncheon in his honor before his departure. 





Members of lowa RJA 
Choose Joseph as President 


Named as president of the Iowa Retail 
Jewelers Association at its recent annual 
convention was William S. Joseph, vice 
president of S. Joseph & Sons, Inc., Des 
Moines. The two-day meeting was held 
September 14 and 15 at the Hotel Fort 
Des Moines, Des Moines. 





Other officers elected were: Mark 
Svacina, Marshalltown, vice president, and 
Gordon O’Connor, Mason City, secretary. 

Named to the board of directors were 
William Herteen, Iowa City; Robert L. 
Prastka, Cedar Rapids; G. F. Chiquet, 
lowa Falls; Nate Bookin, Ottumwa; 
Maurice Bates, Ames; Howard Kelly, 
Denison; Ralph Wicker, Fort Dodge; Tom 


Ross, Shenandoah, and Ray Nieman, 
Marcus. 
Convention speakers included Robert 


Russell, field merchandising coordinator 
for the Watchmakers of Switzerland; 
William E. Long, Tully, N. Y., former 
president of the Wholesale Dry Goods 
Institute, and Heim Resnick, Wichita, 
Kan., vice president, Central Region, Amer- 
ican National Retail Jewelers Association. 
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The best way is to offer what ONLY YOU can 
give . . . personal service on repairs. Increase 
your store traffic through your repair department 
and make satisfied customers who will buy other 
merchandise. Let us help you. Not by loading you 
with unnecessary purchases, but by helping you 
build a more efficient department. Details free 
and without obligation. Write today. 


The Supply House With An Idea 
C. & E. MARSHALL CO. 


DEPT. J 11, BOX 7737, CHICAGO 80, ILL. 


Branches and Distributors in Principal 


Cities Throughout The U. 5S. A. 
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‘Inflation is Sure Road to National Ruin’ 
Griffis Declares at NEMJ&SA Meeting 


Economy in government is the one safe 
road open to America as it faces the future, 
the New England Manufacturing Jewelers’ 
& Silversmiths’ Association were told Oc- 
tober 16 at their 49th annual meeting in 
Providence. 

Stanton Griffis, former ambassador to 
Poland, Argentina, Egypt and Spain, and 
mow currently active in investment bank- 
ing circles, told the group of 225 associa- 
tion members that inflation is the sure 
road to national ruin. 

America’s problem today was described 


as winning the battle against Communism 
but keeping itself solvent in the meantime. 

Conditions today that parallel the known 
causes of the financial collapse of 1929 
were described as involving municipal, 
state and federal governments rather than 
the individual who then was living beyond 
his income. 

He pointed out that over-extension by 
governments in turn touches the individual 
in the form of real or personal taxes. 

Characterizing America’s problem as a 
most difficult one, he expressed the belief 














Jo stop the eye.. 


and start the sale 





It always takes a good display to catch a customer’s attention. This 
popular Dennison beauty is a proven “stopper” - that starts sales. It’s a 
case for one or two rings, of handsome modern design and sturdy 
construction. There’s richness and depth in the fluted, clear plastic 
cover, set off by a gold background. Contrasting base of opaque plastic 
comes in Blue Pearl, Light Green Pearl, Pink Pearl, Peach Pearl and 
White Pearl. “& The spring-hinge cover opens to a soft ring pad in 
a harmonizing shade, accented by a cool, white satin cover cushion 
— cleverly slanted to display the rings at an easy-view angle. “& 7550TX 
is packed in individual white packers, 12 to a carton. Order by number. 


Dy omniaow 
MANUFACTURING CO. 


Jewelers Division 


FRAMINGHAM, MASS. 
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FOR MANUFACTURERS 
Dennison makes a wide range of specially 
designed paper jewelry boxes and cases for 
manufacturing Jewelers. Consult us about 
your packaging problems. 


FOR RETAILERS 
Dennison makes a complete line of boxes 
and cases in paper, metal, fabric and plastic; 
findings; supplies. Sold by leading whole- 
salers throughout the country. 





that a combination of dreams, hopes, nay. 
ural resources and the great American 
character will in some way bring about q 
solution, tiding the country over unti] the 
time when it will not be spending its birth. 
right on military preparations, when the 
nations of the world will be able to trad 
with America on a basis that does Not 
involve risk of this country’s solvency 
when even in some far away time the Com, 
munist nations may feel that it is possible 
to live together and trade together, 

Reports of Edgar E. Baker, association 
president, and George R. Frankovich, ex. 
ecutive secretary, reviewed the activities 
of the association in the year. 

Baker, who completed his three-year 
tenure as president, reported that 89 new 
members had been added in the past two 
years. The membership, he said, represents 
nearly 400 jewelry plants which employ 85 
per cent of the workers engaged in the 
production of low and medium priced 
jewelry in the country. 

Relief from restrictions on metals that 
followed the outbreak of fighting in Korea 
were described as virtually 100 per cent an 
association project. 

He announced that the services of J, E. 
Hansen, who was retained as the Wash. 
ington representative after the start of the 
Korean emergency, were terminated a 
month ago. Frankovich has been asked to 
again serve in the dual role of executive 
secretary and Washington representative, 
he said. 





R. FRANKOVICH 
Executive Secretary 


E. E. BAKER G. 
Retiring President 


In his annual report Frankovich stressed 
the need for coordinated thinking on basic 
policy matters by industry members. He 
stated that two factors inherent in the 
industry’s make-up have led to repeated 
mistaken conclusions by governmental pol- 
icy makers. 

These factors were listed as (1) a re- 
card of jewelry as a less essential prod- 
uct, and (2) an awareness that it is gen 
erally. made of highly strategic materials. 

Frankovich protested the distinction 
some have been making between civilian 
products, stating that the only criteria for 
the essentiality of one civilian product 
over another is “Is the product wanted? 
Are the people willing to buy it? Does 
the industry give gainful employment? 
Does the industry shoulder its share of 
responsibility for the support of the gov- 
ernment?” 

He stated that jewelry meets all the 
criteria for a civilian product. While 
jewelry has always been willing to sacri- 


THE JEWELERS’ CIRCULAR-KEYSTONE 














SOAS Why toe 





RAP oe eT 


Fae en eces 








fice to a defense emergency economy, this 
sacrifice should be equal between all ci- 
vilian industries, he said. 

Instances of discrimination to the indus- 
try were cited, the 20 per cent excise tax 
and metals controls being given as ex- 


amples. 

Progress in changing the thinking of 
some Washington officials in regard to the 
jewelry industry was reported. 

The executive secretary called for con- 
certed industry thinking and action that 
would consistently demand equality of 
treatment for the industry. 

William E. Smith, chairman of the asso- 
ciation banquet committee, reported that 
special planning was going into prepara- 
tions for the next annual affair in that it 
will mark the 50th anniversary of the or- 
ganization of the association. 


The event will be held Saturday night, 
February 21, at the Hotel Statler ballroom, 
Boston, with accommodations for 1100 at 
the banquet. Arrangements are being made, 
he said, for a special train for those from 
Providence and the Attleboros who do not 
desire to make the trip by automobile. 
Special attention also was reportedly be- 
ing given the banquet souvenir. 


Officers elected for the ensuing year 
were: Lewis S. Chilson of the J. M. Fisher 
Co., Attleboro, first vice president; Angelo 
DelSesto of Van Dell Corp., Providence, 
second vice president; Robert L. Brennan 
of Speidel Corp., Providence, third vice 
president; G. Westcott McAlpine of Ed- 
ward B. McAlpine Co., Providence, sec- 
retary, and Edson W. Sawyer of Improved 
Seamless Wire Co., Providence, treasurer. 


Elected directors were: Edgar E. Baker 
of W. R. Cobb Co.; Carl Beresford of 
Webster Co.; Herbert A. Denton, Sr., of 
Denton Precision Casting Co.; Emil E. 
Fachon, Bulova Watch Co.; Donald Le- 
Stage, Jr., of LeStage Mfg. Co.; Louis 
Kestenman of Kestenman Bros. Mfg. Co.; 
Frank J. Ryder, Jr., of Walter E. Hayward 
Co., Inc., and Gustavo Trifari, Jr., of Tri- 
fari, Krussman & Fishel, Inc. 

The new president will be elected at 
the next meeting of the directors. 





Named 
Mdsg. Mar. 
for G-E's 
Receiver 
Department 


HERBERT 
RIEGELMAN 





Herbert Riegelman, until recently a vice 
president for Montgomery Ward and Co. 
and merchandising manager for its soft 
lines department, has been appointed man- 
ager of marketing for the receiver depart- 
ment of the General Electric Co., Syracuse, 

In his new position, Mr. Riegelman will 
have overall responsibility for market re- 
search, product planning, marketing  ser- 
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vices, sales, advertising, sales promotion 
and training. 





Wisconsin Watchmakers Assn. 
Holds One-Day Convention 


The Wisconsin Watchmakers Associa- 
tion started and wound up a successful 
convention all in one day recently. The 
one-day event was held September 21st at 
the Plankinton Hotel in Milwaukee. 

The association elected officers, heard 
technical talks, viewed several movies and 
then took time off for dancing in the 
evening. 

A feature attraction at the convention 
was a king-size working Swiss movement, 
handcrafted 200 times the size of the tiny 








movement in its base. Brought to the meet- 
ing by Jean Pierre Savary, of the Watch- 
makers of Switzerland Information Center 
in New York, the out-size timepiece was 
made in Switzerland from identical ma- 
terials used in the creation of a normal 
sized quality Swiss jeweled-lever move- 
ment. 

Re-elected as officers were: Charles B. 
Price, Milwaukee, president; William 
Rosenbaum, Stoughton, vice president; 
C. R. Christoffersen, Racine, secretary; 
Warren TeRonde, Milwaukee, technical 
director, and Howard Adam, Milwaukee, 
assistant technical director. Named as 
treasurer was Conrad Kasten of Milwau- 
kee. 

















150 Varick Street 


LATEST AND MOST COMPLETE 


All Cases Pictured Actual Size 


lite WATCH CASE Corp. 


New York 13, N. Y. 





1132 





Remember, it’s not genuine rolled gold plate without the manu- 
facturer’s stamp on the case. Look for the 
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NWJA Aims to Strengthen 
Industry Relations Thru 
New, Aggressive Program 


A new and aggressive program of in- 
dustry relations by the National Wholesale 
Jewelers’ Association has been formulated 
according to an announcement by Thomas 
A. Fernley, Jr., association secretary. “Our 
campaign,” said Mr. Fernley, “has been 
planned and approved by a _ committee 
headed by Leon J. Engel of J. Engel & Co., 
Inc., and consisting also of F. Clarke 
Bechtel of Jos. B. Bechtel & Co., Inc., and 








Melvin Cohen of A. Cohen and Sons Corp. 
It will be based on a series of advertise- 
ments appearing in all national and re- 
gional trade publications starting in No- 
vember. This will be supplemented by 
direct mail. The slogan ‘Your Friend IN 
DEED, Your WHOLESALER’ will be 
featured through the series. 

“The purpose of this program,” con- 
tinued Mr. Fernley, “is to emphasize the 
important role played today by the whole- 
saler in the distribution and marketing of 
jewelry store merchandise. Our field is 
vastly different from many other businesses 
and the jewelry wholesaler fills a large and 
indispensable place. We want to show the 
retailer the facts that mean for him a more 
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The fine, decorative line or 
border around the edges of 
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skilled leather craftsmen, many 
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profitable business; facts which frequently 
are the basis for the difference betwee, 
profitable and unprofitable operation, W, 
feel that the jeweler should be informe; 
of the advantages, economies and conve. 
niences that are possible through dealing 
with his wholesaler. 

“Another aim of our campaign,” said 
Mr. Fernley, “is to convey to manufactyr. 
ers the value of intensive territory cover. 
age that is afforded them when they ggjj 
through wholesale outlets. We are awarding 


.letters of commendation to manufacturers 


who distribute through wholesalers anq 
who include that informaion in their trade 
paper advertising and promotional pieces, 

“The campaign is also designed to draw 
attention to the distinctions which charac. 
terize the adequately set up wholesale 
establishment, performing services and 
selling to retail jewelers only.” 

The opinion was expressed by the con. 
mittee that a dual sales policy on a product, 
consisting of both direct sales and sales 
through the wholesaler, may be harmful ip 
the long run in that it can hurt the product 
standing in those stores which are not sold 
direct by the manufacturer and demora. 
lize the wholesalers’ sales force on that par. 
ticular product. 

“Everything possible is being done,” con. 
cluded Mr. Fernley, “to eliminate prac. 
tices that are harmful at all levels in the 
jewelry business.” 





"Business Outlook is Bright’ 
Says Rosenberger in News Story 


Population growth can be depended on 
to provide an ever wider market for the 
costume jewelry industry according to 
Gerald Rosenberger, president and general 
manager of Coro, Inc. This statement was 
made by Mr. Rosenberger in a news story 
that appeared in the September 27th 
edition of the New York World Telegram 
& Sun. 

The story revealed that last year Coro 
did a business of more than $20,000,000 
and stated that Mr. Rosenberger won't 
settle for any less this year. This figure is 
in sharp contrast with the annual volume 
of $3,500,000 that the firm was doing back 
in 1924 when he joined the firm. 


Back when he hitched his wagon to the 
Coro comet, the firm had a single factory 
in Providence and employed less than 200 
persons. Today the company employs more 
than 10 times as many workers as it did in 
those days, and is operating factories in 
Toronto, Canada, and London. Currently, 
Coro is the second largest individual em- 
ployer ,in the city of Providence. 

In discussing current business, Mr. 
Rosenberger admitted ruefully that he 
can’t fill demand for items “that are click- 
ing.” Among the best sellers this season 
are bracelets, necklaces and earrings, sold 
singly and in sets. Also heraldic design 
pieces, stone set goods and numerous 
others. 

When asked to comment on future busi 
ness prospects, Mr. Rosenberger stated that 
he didn’t want to invite a jinx with a fore: 
cast, but stated that conditions are em 
couraging and the outlook is bright. 
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y. S. Time Receives ‘Doscar’ 
Erom Walt Disney Productions 


An award of a “Doscar” statuette for 
“outstanding manufacturing, merchandising 
and promotion” of a product tied-in with a 
Disney cartoon character, was made re- 
cently by the Walt Disney Productions, 
Inc., of Hollywood, Calif., to the United 
States Time Corp. 

The occasion was a luncheon given 
September 23rd by the Disney organization 
at the Hote! Pierre, New York, in honor of 
U. S. Time. The “Doscar,” an adaptation of 
Hollywood’s “Oscar,” is a copper and plas- 
tic statuette, representing a Disney cartoon 
character, and is presented once a year to 
an outstanding firm. 





? on 


Three U. S. Time executives display a sketch 
of Mickey Mouse and the "Doscar" statu- 
ette which was awarded the firm for its 
outstanding promotion of a product tied-in 
with this Disney character. Left to right: 
Miss Mary Ellen Church, advertising di- 
rector; Edward T. Carmody, secretary, and 
Robert E. Mohr, sales director. 


The award was made by Hal Heiser, 
character merchandising manager of the 
Disney organization in New York, to Ed- 
ward T. Carmody, secretary of U. S. Time, 
representing J. Lehmkuhl, president of the 
watch firm. Another “Doscar” was pre- 
sented to Robert E. Mohr, sales director of 
U. S. Time. 


Court Rules Excise Tax Applies 
To Separate Credit Charges 


A credit charge which is added to the 
selling price of jewelry can, under certain 
circumstances, be subject to the 20 per 
cent federal excise tax according to a re- 
cent ruling by a U. S. Circuit Court of 
Appeals. 

In a suit brought against the United 
States by Berman’s Jewelry Store, Inc., of 
Beckley, W. Va., the Fourth Circuit Court 
of Appeals (Richmond, Va.) held that the 
store’s customary finance charge of 10 per 
cent did not represent the true cost of 
carrying installment sales, but was a part 
of the price charged for goods sold on 
credit. The 10 per cent charge was added 
to the cash selling price without regard to 
the amount of payments or the length of 
time over which the credit extended. No 
interest, as such, was charged. 

In rendering its opinion, the court said: 
. “It is clear, we think, that the so-called 
finance charge’ is not such a charge as is 
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to be excluded from the tax base as repre- 
senting the true cost of carrying the install- 
ment payment. 

“On the contrary, we consider it to be a 
part of the price charged for the goods 
when sold on instaHments and being 10 
per cent greater than when sold for cash. 

“The true situation is not denied, but 
rather confirmed, by the fact that the cus- 
tomer can obtain a cancellation or remis- 
sion of the finance charge by an early pay- 
ment of his account in full. 

“In this respect the appellant’s trans- 
actions are essentially the same as the 
common practice of selling merchandise to 
be paid for by a named date, but with a 
discount for earlier payment. 

“If the customer here pays up all his in- 
stallments in three months, the appellant 





cancels the finance charge and collects only 
what it calls the ‘listed price.’ If the pur- 
chaser fails to take advantage of his oppor- 
tunity for the discount, he is compelled to 
pay a larger sum which he agreed to pay, 
and which is 10 per cent greater than if he 
had bought for cash. But in either case 
the tax is paid only on the amount which 
is actually collected.” 


Flint's to Open Branch Store 


Flint’s Jewelers, 263 Genesee St., Utica, 
N. Y., will open a store in the new Whites- 
boro Shopping Plaza, Whitesboro, N. Y., 
now under construction. Scheduled for 
completion next March Ist, the plaza will 
have off-street parking facilities for more 
than 500 cars. 
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So simple anyone can operate it. Buy | 
one and pay out of profits. 
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Helpful Advice on Publicity 
Given at AGS Guild Meeting 


“Publicity creates the demand that 
creates sales,’ said June Barth, publicity 
director and principal in the firm of Carson 
Roberts, -Inc., at the September 16th meet- 
ing of the Southern California Guild of the 
American Gem Society. The meeting was 
held at the Los Angeles Athletic Club. 

Mrs. Barth, who is also publicist for the 
Western Jewelry Shows, sponsored by the 
Los Angeles Chamber of Commerce, listed 
the avenues through which coverage may 
be obtained in newspapers and periodicals, 
radio, television and other media. 

“Jewelry, in particular, offers publicity 
possibilities,” she said, “because the gen- 


| eral public is fascinated, almost to the 
point of hypnosis, by the lore and worth of 
gems. Thus, the jewelers must stop think- 
ing of jewelry either in academic or 
strictly commercial terms and begin to 
romanticize their business to the lay public. 

“Publicity is a state of mind,” the 
speaker explained, “whereby the reader or 
listener is made to be interested in some- 
thing he was not aware of previously. To 
do this requires all the tricks of the trade. 
Once this interest has been established the 
merchant may step in and sell his cus- 
tomer.” 

Mrs. Barth pointed out that trade and 
professional associations can do a great 
deal to translate the jewelry business to the 





public at large. She suggested dramatizing 
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gems by playing up the odd and interesting 
things rather than emphasizing the more 
technical aspects. 

She also urged the group to Carry their 
publicity .uessage to the people through 
speakers’ bureaus, special showings, promo. 
tional tie-ins with current events, and indi- 
vidual as well as institutional campaigns, 





Trade Group to Urge Congress 
To Overhaul Social Security 


Congress will be urged next year to 
launch a study preparatory to a general 
overhauling of the present social security 
system. This move is spearheaded by one 
of the major retail trade associations, and 
is likely to receive considerable attention 
from numerous legislators who are already 
dissatisfied with certain segments of the 
present set-up. 

A primary recommendation is that jp 
the interest of economy all present sys. 
tems (including railroad retirement and 
government pensions) be merged into one 
general system. Also, benefits payable 
under the old age and survivors insurance 
would be extended to all workers, regard. 
less of whether they ever worked in occr- 
pations now covered or made payments. 
This class would get minimum benefits. 

Still a third recommendation will be for 
financing the program on a pay as you go 
basis—from payroll deductions plus any 
taxes specifically levied for the purpose. 





Named Ad and 
Sales 
Promotion 
Director 


of Holzer 
Watch Co.. 


DAVID GOLDSTEIN: 





David Goldstein has been appointed di-. 
rector of advertising and sales promotion 
for the Holzer Watch Co., Inc., New York, 
American distributors of Tissot watches. 

Mr. Goldstein, who joined the company 
earlier this year, had previously been asso-. 
ciated for three years with Motorola New 
York. He later was connected with the 
Bedford Stores Corp. and Caldwell Clem- 
ents as an advertising and _ publicity 
specialist. 





Arvin.Industries Name Burns 


Leo W. Burns has been appointed a spe- 
cial assistant to Harlan B. Foulke, vice 
president of ‘Arvin Industries, Inc., and 
will assume charge of planning and projects 
for the company’s radio and television divi- 
sion. 

Mr. Burns has filled an executive post 


in the company’s electric housewares divi- 


sion for the past three years and prior to 
that was for 15 years with Sears, Roebuck 
& Co., Chicago. He is a native of Peoria, 
Ill., where for some time he was in the 
retail radio and appliance business. 
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Gemex Entertains Wholesalers 
At Social Dinner in New York 


On Tuesday, October 14th, at a dinner 
in New York’s Stork Club, Messrs Presti- 
nari and Lichtenfels, partners of the Gemex 
Co., were hosts to a group of wholesalers 
in the New York area. The only reference 
made to business at the affair was a remark 
by Mr. Lichtenfels, supported by a state- 
ment from Mr. Prestinari, which empha- 
sized the importance of the wholesaler in 
the distribution of Gemex watch attach- 
ments, and gave assurances that Gemex 
expects to have a continuing need for the 
unique services which wholesalers furnish 
them. 

William Swartman, sales manager of 
Gemex, and Willard Pleuthner, of B.B.D. 
&0O., advertising agency, introduced the 
showing of some television shorts which 
Gemex has scheduled for a concentrated 
campaign during the Christmas season. 
These television shorts will, of course, be 
in addition to a substantial schedule of 
magazine advertisements. 





New Line of Coro Jewelry 
Introduced at Press Showing 


Coro, Inc., entertained the press early 
in October at the Hotel Plaza, New York, 
to introduce its new line of “enchanted” 
jewelry—the Eros-Love Angels reproduced 
from earrings created 2200 years ago for 
Cleopatra’s great-great-grandmother, and 
never worn by any other woman in history. 
Given by King Ptolmy to his Queen 
Arsinao, the original earrings were dis- 
covered by Dr. Paul Ilton, noted archeolo- 
gist, during his excavations in England. 
Coro has made precise replicas of the ear- 
rings, as well as bracelets, necklaces and 
job pins with the same theme. They will 
retail from $3 to $4. 





Included among the many items in Coro's 
new line of “enchanted” jewelry are these 
earrings which are precise replicas of ear- 
tings created 2200 years ago for Cleo- 
patra's great-great-grandmother. 


Dr. Ilton was guest of honor at the pre- 
view party. He discussed the symbolism 
of the jewelry, which shows a winged 
figure of Eros playing the Pipes of Pan 
while poised on the Horn of Plenty, and 
he displayed a collection of other archeo- 
logical treasures from the Ptolemaic 
period. The original earrings and the 
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replicas were displayed side by side to 
show their identical modeling. 





Bulova to Make Jewel Bearings 
For Army at North Dakota Plant 


The Bulova Watch Co., New York, has 
signed a contract under which it will 
establish and operate for the Army a jewel 
bearing plant at Rolla, N. D. The contract 
is valued at about $750,000. 

Actual building of the plant, to be 
known as Turtle Mountain Ordnance Pilot 
Plant, will be done by the town of Rolla. 
The army expects a considerable number 
of the employees, some 200 of whom 
eventually will be needed, to be Indians 
from a nearby reservation. 








Machinery for the facility will come 
from World War II surplus stocks, accord- 
ing to the Army Ordnance Corps. Products 
will supply only a small portion of U. S. 
military needs, but it is anticipated that 
output could be expanded greatly in the 
event other sources of bearings became 
isolated. 





Partners Open Guslo Jewelers 


Lou Smith and Lou Olem, owners of 
L. & L. Jewelers, 51 Washington St., Bos- 
ton, Mass., recently opened a wholesale 
jewelry firm at 515 Washington St. Gus 
LeBlanc is a partner in the new enterprise 
which will be known as Guslo Jewelers. 
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Students Complete GIA Course 
in Jewelry Merchandising 


Recognizing the need of merchandising 
information for the retail jeweler, the 
Gemological Institute of America, after 
extensive analysis and in cooperation with 
the University of Southern California, of- 
fered recently an entirely new, compre- 
hensive course, open to all jewelers. On 
September 26th the first resident class in 
retail jewelry store merchandising was 
completed. 

The course was conducted by the staff 
of the School of Commerce of the Uni- 
versity of Southern California under the 
supervision of Dean Lawrence Lockley 
and by GIA Director, Richard T. Liddi- 


coat, and Lester B. Benson, GIA Director 








of Resident Training. The classes were 
held in the University’s classrooms, starting 
September 15th and included 80 hours of 
intensive study of merchandising informa- 
tion; approximately 45 hours of instruction 
by School of Commerce of the University, 
together with 35 hours of field trips, GIA 
instruction on diamond and gemstone pric- 
ing, and panel discussions by successful 
jewelers. 

The subject matter, presented in a 
logical, concise manner, included all essen- 
tial aspects of jewelry store management 
designed to give the jeweler the same ad- 
vantage provided by other large industries 
which utilize carefully planned and ex- 
ecuted national merchandising programs. 

The course emphasized the importance of 
proper location of the store, itself, as well 
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Holiday’, “N.Y. Times Magazine”, 


“Vogue”, 


“Time‘and Life International’ and others. 








as the advantage of using physical layout 
of the store to create the greatest efficien 
and sales appeal. Field trips to loca] retail 
and wholesale jewelers illustrated the Suc. 
cessful application of window display and 
store display coupled with the Proper loca. 
tion and efficient interior layout of the 
store. 


Cost and inventory controls were Out. 
lined, as well as practical considerations of 
management, accounting, credit manage. 
ment, credit insurance, and personnel map. 
agement. 


Registrations are now being accepted 
for the next merchandising class which jg 
planned for presentation next February, 
Inquiries regarding this course may he 
directed to the Gemological Institute of 
America, 541 South Alexandria, Log Ap. 
geles 5, Calif. 





Elected to 

Presidency 
of Dieges 
& Clust 


ROBERT T. 
DIEGES 





Robert T. Dieges was elected president 
of Dieges & Clust, manufacturers of spe- 
cialty jewelry, at a meeting of the board 
of directors held September 19th. 

Mr. Dieges has been associated with the 
firm for 45 years and for the major part 
of this period he has been general produc- 
tion manager, in which position he will 
continue. 

Other officers of the company are: A, 0. 
Packer, vice president and treasurer; Frank- 
lin D. Stetson, second vice president, and 
Robert G. Packer, secretary. Charles J. 
Dieges, co-founder of the corporation, is 
now its president emeritus. 





Trade Leaders to Hold Dinner 
For Israel Institutions Fund 


Bartley C. Crum, noted lawyer, author 
and lecturer, will be the guest speaker at 
the Jewelry and Allied Trades Division 
dinner of the American Fund for Israel 
Institutions which is to be held November 
12th at the Waldorf-Astoria, New York. 

“The dinner on behalf of the American 
Fund is ‘an annual event in the jewelry 
industry,” said Paul Wyler (Wyler Watch 
Agency), division chairman, “and merits 
our wholehearted support of 52 leading 
cultural, educational, traditional, and 
social welfare institutions in Israel— 
beneficiaries of the American Fund—that 
supply Israel with services vital to the 
education and integration of the ‘ingather- 
ing’ of the past years.” 

The jewelry dinner is part of the fund’s 
greater New York campaign, of which 
Oscar M. Lazrus (Benrus Watch Co.) is 


chairman. 
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q J. Feinberg of A. & J. Fein Si 

importers at 62 W. 47th St., New York, 
is scheduled to leave for Europe the latter 
part of November. He will visit the dia- 
mond markets of Antwerp and Amsterdam. 





4 Miss Joan Lawrence, advertising man- 
ager of Friedman Silver Co. and Revere 
Silversmiths, was married September 209th 
to Robert Lowell Moore, Jr., in New York 
City. Mrs. Moore is an active member 
of the Advertising Women of New York, 
and a member of the Publicity Club of 
New York, and the Industrial Designers 
Institute. Mr. Moore is presently engaged 
in the television industry. 

q Items reputedly worth $3,000,000, rep- 
resenting the entire stock of the Brand- 
Chatillon Corp., New York jewelers at 
703 Fifth Ave., were put on sale October 
i3th. Founded in 1916 by George A. 
Brand and Alfred Chatillon, the concern 
will go out of business next January. The 
sale was ordered because of the necessity 
for converting into cash the assets of 
Harry S. Fischer, who was president of 
the corporation and owner of 97 per cent 
of its stock when he died last June, so 
as to meet inheritance taxes and take care 
of bequests. 

q For his successful efforts in piloting his 
team to the National League champion- 
ship, Charlie Dressen, manager of the 
Brooklyn Dodgers, was presented with a 
gold watch September 24th by the Brook- 
lyn Retail Jewelers Association. 

q B. J. Koblenz has opened a new jewelry 
store at 99 S. Pearl St., Albany, N. Y. 


Silverware Division of UJA 
Raises $77,000 at Testimonial 


A “tried and true” business leader and 
veteran in philanthropy was honored Sep- 
tember 23rd by approximately 150 mem- 
bers of the silverware and metalware in- 
dustry at the Hotel Pierre, New York. 

The man to whom honor was paid and 
an illuminated citation was presented is 
Louis Farber, of Farber Brothers. long a 
top chairman in the Silverware, Metalware 
and Allied Industries Division of the 
United Jewish Appeal. The occasion was 
the annual dinner of the division at which 
$77,000 was contributed to the 1952 cam- 
paign of the United Jewish Appeal of 
Greater New York. Chief speaker at the 
affair was Pierre Van Paasen. the dis- 
tinguished Christian clergyman. 

After the invocation, the meeting was 
called to order by Irving Cooper, of Elgin 
Silversmith Co., general chairman of the 
division for the second year. After a few 
words of introduction, in which he thanked 
those present for attending and his fellow 
officers and committee members for their 
hard work and devoted labors, he turned 
the meeting over to Bernard F. Nathan. of 
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Nathan & Nathan, long an active UJA 
leader, who acted as toastmaster for the 
occasion and who made the formal presen- 
tation of the industry plaque to the guest 
of honor. 

A source of special gratification to the 
officers of the United Jewish Appeal and 
to the UJA volunteers was the fact that 
so many men of diverse faith and back- 
ground were included among the workers 
for UJA in the silverware industry and 
the attendants at the dinner, attesting to 
the non-sectarian appeal of UJA. Special 
tribute was paid in this connection to 
Charles W. Engelhard, of Baker & Co., 
Inc., and to G. H. Niemeyer and Judson 
C. Travis, of Handy & Harman, Inc., men 
who had been very active participants in 
successive drives as well as in other busi- 
ness, civic and philanthropic causes. Mr. 
Engelhard and Niemeyer are _ division 
honorary chairmen this year as in recent 
campaigns. 





President of Golden Circle 
Receives Engraved Gavel 

During a meeting of the executive com- 
mittee of New York’s Golden Circle Club, 
an organization of jewelry industry sales 
executives, Julius Hurley, past president 
of the organization, presented to Leo 
Davidson, the present president, an ap- 
propriately engraved gavel which Mr. 
Davidson will use during his tenure in 
office and will retain as a memento of his 
services. 





Leo Davidson (left), president of New 

York's Golden Circle Club, receives ap- 

propriately engraved gavel from Julius 
Hurley, immediate past president. 


The gavel was furnished through the 
courtesy of Sam E. Gold of the Lignum- 
Vitae Products Corp., Jersey City, N. J. 


Sunderlin Co. to Dissolve 
After 126 Years in Business 

The Sunderlin Co., 364 Main St, E., 
Rochester, N. Y., the city’s oldest jewelry 
store, announced recently that it is going 
out of business after 126 years of opera- 
tion. 

Organized in 1826, the Sunderlin Co. 
has passed through four generations of 
the same family. 
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Obituaries 











Sr. 


ArtHUR H. GREEN, 49, manager of the | Jewish leader and a wholesale jeweler fon 


Louis Daiches Jewelry Store of Fort 
Worth, Texas, died October 7th while at 
work in the store. Mr. Green moved to 
Fort Worth last August from Midland, 
where he had been employed seven years 
at the Kruger Jewelry Co. Prior to living 
in Midland, he had worked for jewelry 
firms in Corpus Christi, Dallas and San 
Antonio. He is survived by his widow, two 
daughters, his mother and two brothers. 

SAMUEL JAcoss, 86, who was a silver- 
smith with the Homan Mfg. Co. of Cincin- 
nati for 45 years before his retirement 15 
years ago, died September 18th at the 
the home of a daughter in that city. Other 
survivors include four sisters. 

CHARLES H. Leppia, 83, retired presi- 
dent and one of the founders of the Bohm- 
Allen Jewelry Co., Denver, Colo., died 
September 2lst at his home in that city. 
Born in New York City, Mr. Leppla was 
educated there and learned the jewelry art 
with Tiffany & Co. He served as secretarv- 
treasurer of Bohm-Allen for some time and 
later became president prior to his retire- 
ment. Survivors include his widow and son. 

MENDEL LEviTz, a prominent Albany 





Death Takes Max Stein, 82, 
Veteran Sales Representative 

Max Z. Stein, one of the oldest and most 
popular sales representatives in the metro- 
politan New York area, died September 
26th at Polyclinic Hospital in New York 
City. He was 82 years of age. 


MAX Z. STEIN 





Mr. Stein, a native New Yorker, held 
the unique honor of having been connected 
with the jewelry industry in the Maiden 
Lane district for the past 63 years. He 
had been connected for more than a half- 
century with R. L. Griffith & Son Co., Provi- 
dence jewelry manufacturers, and was also 
affliated with the Finberg Mfg. Co., Inc., 
Attleboro, Mass. He had been with the 
latter firm for the past 35 years and held 
a financial interest in the company. 

Long active in social and fraternal or- 
ganizations, he was a member of the 
Maiden Lane Outing Club, Maiden Lane 
Historical Society, Jewelers Fraternal As- 
sociation, and the Jewelers Square Club. 
He was presented with a gold medal three 
years ago by Empire City Lodge No. 206, 
of which he’s been a member for more 
than 50 years. 








ee 








more than 50 years, died September 23rd 
in Albany, N. Y. A native of Poland, yy, 
Levitz came to this country 65 years ago, 
He was head of M. Levitz & Co., which he 
founded a half century ago. Mr. Levit 
numbered many national and internationa| 
charitable and _ religious organizations 
among his philantrophies, as well as thos 
in the Albany area. He was honorary yicg 
president of the Jewish Home for the Aged 
in Troy and, when this home was openej 
in 1949, he was presented a golden key jy 
tribute to his work in the building fyng 
drive and his contributions to this drive. 
Two daughters, four grandchildren and 
three great grandchildren survive him, 
WiturAM I. Prater, 74, founder of the 
Prater Jewelry Co., Clayton, Ga.. died 
September 23rd at a local hospital. Mr, 
Prater was born in Hayesville, N. C., where 
he was engaged in the jewelry business for 
a number of years. He moved to Clayton 
16 years ago, and with his son, R. Guy 


Prater, and his daughter, Miss Myrt 
Prater, started the Prater Jewelry Co. 


Survivors include his widow, four daugh. 
ters, three sons and two sisters. 








He was also a member of the Masonic 
Veterans, Empire Chapter of the Royal 
Lodge, and the Knights of Pythias (in 
which he once served as chancellor com. 
mander). Mr. Stein was also a member and 
past president of the Concord Society. 

His sole survivor is a son, Kenneth, who 
was recently ordained as a Rabbi. 


Calvin M. Kendig, 75, Dies; 
Retired Hamilton President 


Calvin M. Kendig, retired president and 
chairman of the board of the Hamilton 
Watch Co., died October 14th in Johns 
Hopkins Hospital, Baltimore. He was 7. 

Mr. Kendig was associated with Hamil: 
ton for 50 years until his retirement in 
April, 1951. He began his career with the 
watch firm in 1902 as head _ bookkeeper. 
Later he was transferred to the cost ac- 
counting department. He became purchas 
ing agent; secretary to the board of direc. 


ES 
Be 





CALVIN M. 
KENDIG 


tors; and then assistant treasurer in 1920. 
He was elected a director in 1921, secre 
tary and assistant treasurer in 1924; and 
first vice president in 1931. 

In April, 1939, Mr. Kendig was elected 
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Reed and Barton Releases 
Color Film on Silver Design 


“The Romance of Silver Design,” Reed 
& Barton’s first full color institutional and 
educational film, was shown October 7th at 
a press pre view held at the penthouse office 
of Gourmet Magazine, New York. 

The film was taken on location in Egypt, 


Mrance. England, and Florence, Italy. as 
well as the United States. Through dra- 
matic portrayal and content, it shows the 


actual place. 
design from 


time and influence inspiring 


silver earliest times to our 


own American present and future. The film 
also is part of the publicity and advertising 
campaign launching Reed & Barton’s new 


contemporary sterling flatware pattern. 
“Silver Wheat.” 
The new film was released nationally 


last month following its initial showing. 
William T. Hurley, Jr., sales promotion 


and advertising director of Reed & Barton, 
also showed the film by invitation on suc- 
cessive evenings to personnel and execu- 
tives of the New York stores carrying 
Reed & Barton silver. 





This scene from Reed & Barton's new film depicts the workshop of Benvenuto Cellini. Taken 
"on the spot" in Florence, Italy, the home of Cellini, it describes the intricacy of pattern 
and design as created by this famous master craftsman. 


eighth president as well as treasurer of the 
company. He retired from the presidency 
of Hamilton, April 13, 1948, but was 
elected chairman of the board at that time. 
He retired from the chairmanship of the 
board of directors in April, 1951. 

During World War II, although he had 
reached retirement age, Mr. Kendig_ re- 
mained as head of the company and di- 
rected the work of war production which 
formed the main part of the company’s 
work for several years. 

During the first World War, Mr. Kendig 


served on local committees for the Liberty 





Loan drives. He was active > both as a fund 


Quality 


RHINESTONE 
JEWELRY 


Direct to You from 
the Manufacturer at 


most favorable prices 
Free Illustrated Catalog 


Fantasy of Jewels 


Made by 


ALLCRAFT NOVELTY CO., INC. 
16-18 Maiden Lane, Dept. A, New York 38,N.Y. 
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raiser and as a speaker in ‘behalf of the 
Red Cross and War Chests in both wars. 
He also worked tirelessly for the local 
Welfare Federation and Community Chest 
campaigns. 

Mr. Kendig served as a Lancaster Coun- 
ty school director for 18 years. He was a 


member of the Hamilton Club; the Lan- 
caster Country Club: the Newcomen So- 
ciety for the Study of the History of 


Engineering and Technology; the National 
Association of Manufacturers; the Cham- 
ber of Commerce of the United States, 
and the Saw Creek Hunting and Fishing 
Club. 

Besides his widow, he is 
three sons, a daughter, five grandchildren, 
a brother and two sisters. 


survived by 


‘House Beautiful’ Appoints Lee 


Richard A. Hoefer. publisher of House 
Beautiful, announced October 15th the ap- 
pointment of George W. Lee as sales pro- 
motion director. 

For the past four-and-one-half years Mr. 
Lee has been a member of the Eastern 
sales staff covering Manhattan, New Jersey 
and Philadelphia. Before joining House 
Beautiful he was on the merchandising and 
account staff of Benton & Bowles Adver- 
tising Agency, New York City. 
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NAOMI; 


ADJUSTABLE CLASP® 








Specify number 100. 


Available from | to 6 


strands. 
Price $6.00 per dozen. 


Available through your 


material house only. 


NAOMI 


ISLAND PARK, N. Y. 











——198 Broadway 


SOME INTERESTING CHARMS 


From Our Large Assortment 





BY CHARM CRAFT CORP. 
FINEST QUALITY FINISH 
Subjects Shown Approx. 12 Size 


From 3.00 Keystone in !4K. Also made in 
Sterling Rhodium finished and 1/20th 12K. 
Gold-Filled. Catalogue sent on Request. 


CHARM CRAFT CORP. 


Mfr's of 14K, Gold-Filled & Sterling Silver 
Charms, Bracelets, Earrings, Tie Slides, Cuff Links 


New York 9, N. Y. 

















THE GUARANTEED WATCH CROWN 
Samples FREE to Jobbers 
ACON WATCH CROWN CO. 
Manufacturers of Gold-Filled Crewas 
Sold Through Jebbers & Mfrs. 
50 ELDRIDGE STRE NEW YORK 2, N. Y. 
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The GIFT to Sell... 


FOR HOME... 
. . . FOR OFFICE 








Swiss Show New Watches 
At Exhibition in Geneva 


The creativeness and style sense of Swiss 
watchmakers were again recently demon- 
trated in Geneva, home of famed watch 
craftsmen and goldsmiths. 





AUTOMATICALLY CALCULATES 
"*teme ot @ getanece’* 


Handsome Natural Wood 
Distinctive . Dignified 
Belvedere Model shown available 
in Burl Walnut, Stump Mahogany, 

Swedish Modern: 

Height 4%". Width 712”. Depth 
34%". Self-starting electric. U. L. 
Approved Motor and Cord. 
Consult your distributor or write 
for catalog and attractive dis- 
counts on complete line of 
Numechron Clocks. 


Personalized imprinting available 


PENNWOOD NUMECHRON CO. 


7249-51 Frankstown Ave., Pittsburgh, Pa. 
rN 











EQUIPMENT and SUPPLIES™ | 


Fine J ewelry 
Casting and F inishing 


e EQUIPMENT AND SUPPLIES 


covering the entire casting process. 


e LARGE FRESH STOCKS of in- 
vestments, rubber, crucibles, flasks 
and other expendables on hand for 
prompt delivery. 


e FAVORABLE QUANTITY 
PRICE SCALES on all materials. 


Storage facilities at your disposal. 


FREE CATALOG +52 


gives you full information en com: 
plete line of equipment for fine 
jewelry casting and finishing. 


Send for it today. 


ALEXANDER SAUNDERS 
& CO. 


Jewelry Casting and Finishing | 
Equipment and Supplies 


95 BEDFORD ST., NEW YORK 14, N.Y. 
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The Swiss-conceived dice watch, in pink 
gold, provides a time-telling good luck 
charm. 


The costliest treasures of the Swiss 
watchmaker’s art—movements set in gold 
or platinum enhanced with diamonds, sap- 
phires, emeralds, and other precious stones 
~-were shown at the annual Montres et 
Bijoux (Watches and Jewelry) Exhibition. 
Also on display were conversation pieces 
in the form of lanterns, books, dice and 
seashells. Clocks have been made to re- 
semble a globe, a clump of dandelions, 


and the Garden of Eden. 





Caplan Succeeds Coulson 
As Head of W. Va. RJA 


A well-rounded program of business and 
fun highlighted the annual convention of 
the West Virginia Retail Jewelers Asso- 
ciation. The two-day event was held Sep- 
tember 21 and 22 at the Stonewall Jackson 
Hotel in Clarksburg. 

Named as association president during 
the convention was William Caplan of 
Clarksburg. He succeeds George H. Coul- 
son of Grafton. 

Elected as vice presidents were: Mrs. 
R. A. Boyd, Beckley; C. F. Pugh, Wheel- 
ing; Charles S. Dodge, Buckhannon, and 
Harold O’Shea, Huntington. Robert Wil- 
liams of Clarksburg was named as secre- 
tary-treasurer. 

Named to the executive committee were 
George H. Coulson, retiring president; 
Delbert E. Williams, Clarksburg; Eric 
Rosenbaum, Beckley; Floyd R. Frazee, 
Parkersburg; Robert Yagle, Morgantown; 
George Rinard, Keyser; P. K. Stanford, 
Elkins; W. J. Schenley, Weirton; E. L. 
Summerfield, Fairmont, and E. B. Rand, 
Sistersville. 

Principal speaker at the convention ban- 
quet was Delbert E. Williams, vice presi- 
dent, Southeastern Region, American Na- 
tional Retail Jewelers Association, who 
discussed the retail jewelry business in 
general. 

Speakers who addressed the closing 
business session included Leon J. Engel 
(J. Engel & Co., Inc.), Baltimore, Md.: 
Samuel R. Zickerman. supervisor of dealer 
trade activities for Gruen Watch Co., and 
John McManemin. field merchandising co- 
ordinator for the Watchmakers of Switzer- 


land. 























As a special feature of this exhibition 
a show of some 350 automatons, many of 
them over 200 years old, was held. These 
automatons, whose intricate mechanisms 





This lantern charm watch, and the wrist 
chain from which it dangles, are both in 
gold. Guilloche’ dial has gold numerals. 


| are by-products of watchmakers’ skills, 


en 


underlined the mechanical perfection of 
the sleek watches among which they were 
displayed. 


a 


Opening day events included registra- 
tion, a talk by Ken Matsumoto of Cin- 
cinnati, O., a cocktail party, a buffet supper 
and a dance. 


Gamler's Open Camera Dept. 


Gamler’s Jewelry Store, Main St., 
Buffalo, N. Y., has opened a new camera 
department, it was announced recently by 
Harry Gamler, president. 

The department is managed by Fred M. 
Hewitt, who formerly was associated with 
camera shops at Sattler’s department store 
and J. N. Adam & Co. in Buffalo. At one 
time he was a partner in a_ photographic 
studio in Corning, N. Y. 


REDIT FORMS 


O22 













= ® contracts 
| @receint books etc 
ieee FREE samples 





s.j. Ssurnamer co. 


370 7th Ave., N.Y. 1, N.Y. 








WANTED: SOUVENIR SPOONS 


for Fraternal Orders (Masonic, Elk, etc.). We 
are seeking a manufacturing resource for em- 
blem spoons in plated silver in large quanti- 
ties—or dies for such spoons which may be 
for sale. (Emblems since 1907) 


HARRY KLITZNER CO. 


433 Westminster St. Providence, R. I. 
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American Businessmen Urged 
To Help the Hapless Shopper 


The hapless American shopper was de- 
25th as wandering 


<cribed September 
through a “jungle of merchandise” and 
= d 


forced to make his own selection without 
adequate guidance from retail salespersons. 
Members of the Michigan Retail Jewel- 
ers Association heard this estimate of U.S. 
salesmanship from I. J. O'Connell of Chi- 
cago, midwest regional manager of Elgin 
National Watch Co., at a seminar on sell- 
ing conducted by Michigan State College. 
O’Connell estimated that “untold millions 
of dollars” in retail sales volume are being 
lost each year through poor retail celling. 
But he added that in most cases it isn’t 
the clerks’ fault because they ve never been 
taught how to help the customer. 
“Overcoming this handicap is the biggest 
iob facing business today,” he warned. 
“America cannot possibly maintain 
productivity after the armament program 
levels off unless there is efficient and effec- 
tive selling at the point where potential 
customers are exposed to merchandise.” 


high 


ee 


Did You Get This Survey Form? 
If So, Complete and Return It 


A survey of great importance that is be- 
ing conducted by the National Association 
of Metal Finishers is being stymied by a 
lack of cooperation on the part of firms in 
the plating industry. 

The association has undertaken a Na- 
tional Mobilization Survey to determine 
the size and scope of the plating industry 
as it exists today. The survey questionnaire 
was mailed to 3526 companies engaged in 
plating, but only 9.2 per cent have replied. 

A letter from Raymond M. Shock, exec- 
utive secretary of the association, calls at- 
tention to the remarkable growth of the 
plating industry during the past 17 years. 
When proof of the industry’s growth was 
presented to the defense department and 
other government agencies, he declared, 
leaders of the metal finishers association 
were able to obtain recognition of the in- 
dustry as a vital factor to the nation’s 
economy. Information portrayed on survey 
charts, Mr. Shock pointed out, helped 
soften the indomitable resistance of the 
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MANUFACTURING OF 14K 


EAR WIRES 


In YELLOW AND WHITE GOLD 
Available in 6 different styles 
ALSO 
ANTIQUE 
EARRING 
REPRODUCTIONS 
and 
RELIGIOUS 
ITEMS 


Send for free catalogue 


———_M. MOROCH 


17 ELDRIDGE STREET ° N. Y. 2, N. Y. 
WAlker 5-4638 























FOR NOVEMBER, 1952 





military to easement of stringent regula- 
tions pertaining to nickel use by the plat- 
ers. An amendment to the order now per- 
mits the industry to make a nickel strike 
on all items within the extent of the allow- 
able allocations. 

All metal platers and manufacturing 
jewelers with plating departments are 
urged to fill out and return this important 
survey questionnaire. Additional copies of 
the plating industry questionnaire can be 
obtained from Raymond M. Shock, execu- 
tive secretary, National Association of 
Metal Finishers, 2117 LeRoy Place, N. W., 
Washington 8, D. C. 


Judges Nearing Decision in 
Watch Inspection Time Contest 


Selection of the 14 winning entries in 
the fourth annual Watch Inspection Time 
Contest is expected shortly, according to 
Paul Tschudin, director of the Watch- 
makers of Switzerland Information Center 
in New York. 

The panel of seven judges, made up of 
the presidents of national jewelry and 
horological trade associations, is now con- 
sidering the best of the hundreds of entries 
received in the Swiss-sponsored competi- 
tion. Winners will be determined within 
the next few weeks. Names of the 14 
lucky jewelers and watchmakers chosen 
to share the $1000 in prizes will be an- 
nounced in the December trade press. 

Entries were received from 38 states, 
the District of Columbia, Hawaii, and 
Newfoundland. 


New Gold Rules Require Small 
Fabricators to Keep Recerds 

A number of “minor and_ technical” 
changes are included in the new federal 
regulations covering the acquisition and 
use of gold which became effective Septem- 
ber 29th. 

The principal change in the new regula- 
tions affecting the jewelry trade is the re- 
quirement that small fabricators of gold 
begin recording their purchases, uses and 
disposals, Says the Treasury Department. 
which issued the new regulations: “This is 
a move on our part to tighten up on the 
‘leakage’ of gold.” 

According to the Treasury, smaller firms. 
which did not previously have to keep any 
records of their acquisitions or holdings. 
now must keep accurate records of their 
acquisitions and holdings. “Smaller firms” 
are those which customarily do not have 
more than 35 ounces of gold on hand at 
any one time. Larger fabricators have, for 
a long time, been compelled to keep such 
records. Now, the record-keeping require- 
ments have been extended to smaller fabri- 
cators. No records or reports need be 
forwarded to Washington, or any other 
location. But the records must be kept up- 
to-date, and must be available for inspec- 
tion at all times. 

Another change in the regulations re- 
quires all fabricators to show in _ their 
records whether the gold they dispose of is 
fabricated gold, or semi-processed gold. 
Semi-processed gold may be sold only to 
another license holder. 














Ring shown, #1308, can be fur- 
nished with Masonic emblem 
countersunk, encrusted, or applied 
to either ruby, blue spinel or onyx, 
—in 10K gold, side emblems raised 
and enameled. 

Ask for a memorandum selection 
of Gran Emblem Rings. 


GRAN and COMPANY, INC. 
546 So. Meridian St. * Indianapolis 25, Ind. 

















Used by Jewelers Everywhere 
Scribable Celluloid, Pastic 
Button Fast Tags—in all sizes. 
Write for Descriptive Catalog 
ROYAL TAG & LABEL CO. 


81 Warren St. Newark 2, N. J. 
Market 3-36/18 











JEWELERS PRINTED SUPPLY HOUSE 
Jobbing Envelopes, Repair Checks—String Tags 
Metgl Scratch and Celluloid. Tags—Wrap Papers 
Stock Bocks, Memo—Order and Sales Books 
Show Cards— Price Tickets 
Diomond Guarantces Credit Forms 
Complete Printed Supplies for the Trude 





Write for Samples 


DAUER PRINTING CO. 
37 E. 21st St., New York 10, N. Y. 


AL 4-2175 














Importers of 


CHATONS — MARCASITES 
AND FANCY STONES 


K. GINSBURG, INC. 
570 7th Ave. New York City, N. Y. 


LOngacre 3-1176 
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400-DAY 


Anniversary Clocks 
Large selection of 
styles with polished 
brass, copper. or 
ivory finish—decorat- 
ed or plain dials. 
Appropriate as 
birthday, wedding or 
anniversary gift. 
Clocks need only be 
wound once a year 
on the anniversary 


day, 
Shown No. |7 B fea- 
turing handpainted 


floral decoration on 
ivory and brass fin- 
ish. 





Ask for price list and illustrations 


FRED J. KOCH 


direct importer 
65 MADISON AVE., NEW YORK CITY 





LE 2-6829 
Imported WALL PENDULUM CLOCKS 
Antique style. 


Ex- - 
quisitely hand- - 
carved cases with 8- 
day spring wound 
movement, half and 
full hour bell strike. 


Available in gold 
finish, lacquer and %, 
gold, or _ antique bs 
looking dark stain. \e 
Shown No. 1310 in = 
dark brown - stain, > 
entirely handcarved 
case 19"" x II"' x 334" 
deep, rose design 


matching period fur- 
niture, Keystone Price 
00. 




















SALESMEN 


ALL TERRITORIES 
OPEN ! 


Complete line of nationally known 
popular priced men’s and ladies’ 
watch bands. 
* 
Manufacturers line—selling 
direct to retail trade. 





a 
LIBERAL COMMISSIONS 


Protected Territory 


We want HUSTLERS who will 
give us COMPLETE COVERAGE. 


This side line should 
| earn you no less than 
| $5,000 per year. 


Box No. "R., 1128" 


Jewelers Circular-Keystone 
| 100 E. 42nd St., New York 17 





























¥115—Sheepskin case—Black, 
Dark Brown, Dark Blue, Red, 
Tan, Green....Keystone $7. 00 
#22) Genuine Moroeco 
case—Wine, Red, Black, Blue, 
Brown, Green. Keystone $11.00 
#35J—Genuine Ecrase Leather 
with gold tooled border. Brown, 
so Rose, 2 a and dent 
2%” and 25%” in Swiss and 
Waltham. Immediate Delivery. 
ARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 2 


LEATHER CLOCK CASES 
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ALTERED STORE FRONT GREETS JEWELER ON RETURN 





For a gag, friends of Milwaukee jeweler George G. Werkmann, whose store is located o} 
3623 W. Burleigh St.. welcomed him and his wife home from a recent three-month trip to 
Austria and Germany by transforming the front of his store into a German-style restaurant, 


complete with comic signs. 


Missouri RJA Convention 
Draws Attendance of 150 


Approximately 150 members of the 
Missouri Retail Jewelers Association, and 
their guests, attended the annual conven- 
tion of that organization on September 7th 
at the Governor Hotel, Jefferson City. 

The convention got underway on Satur- 
day evening, September 6th, with a Dutch 
lunch and get-together given by the Mis- 
souri Mules. This was attended by speak- 
ers on the convention program, visiting 
officers of other State associations, Jack 
Montgomery, president of the National 
Wholesale Jewelers Association, and a 
great many jewelers who were able to get 
away from their business that evening. 

The opening session on Sunday morn- 
ing, September 7th, was given over to an 
address by Heim W. Resnick, vice presi- 
dent of the Central Region of the Amer- 
ican National Retail Jewelers Association. 
Delegates also heard a report on proceed- 
ings at the recent ANRJA convention by 
Victor Esser, who represented the state 
group at the national confab. 

Following luncheon at noon, W. C. 
Hales, chairman of the membership com- 
mittee, explained the details of a member- 
ship drive that will be held during the 
ensuing year. He stated that a leather 
traveling bag will be awarded to the 
member of the Missouri RJA and another 
to the member of the Missouri Mules that 
sign up the most new members between 
now and next year’s convention. 

Samuel R. Zickerman, supervisor of 
dealer trade activities for Gruen Watch 
Co., delivered an _ interesting talk on 
“Unethical Merchandising and New Dis- 
tributional Policy” and Wm. Baumgardt 
of €C. A. Kiger Co.. Kansas City, Mo.. gave 
a report on the “African Diamond Situa- 


Even their dog, Butzie, got a laugh out of those signs! 


tion.” Mr. Baumgardt illustrated his ad- 
dress with full-color moving pictures taken 
during his trip through Africa and Europe. 
An additional feature at this session was 


| a display of unusual colored diamonds by 


Ira Seigfried, as well as models of dis- 
tinctive jewelry made up of colored dia- 
monds. 

Elected president of the Missouri RJA 
for the ensuing year was Henry Drosten 
of St. Louis. Other officers elected were: 
Vice Presidents: Clem M. Wolff, St. Louis; 
Geo. Hale, Jr., Sikeston, and Wm. James, 
Brookfield, and Secretary-Treasurer, Clin- 
ton Holt, Jefferson City. 

The cocktail party and reception that 
preceded the annual banquet was spon- 
sored by the Missouri Mules. Attendance 
prizes awarded throughout the convention 
were donated by leading manufacturers, 
wholesalers and jobbers. The convention 
was climaxed with the banquet. which 
was followed by a dance program. 

New officers chosen to head the Missouri 
Mules are: Howard Jenneman (J. J. Burke 
Co.), president; Ben Riseman (Edwards 
& Co.), vice president, and Richard A. 
Shoninger (Bauman-Massa Jewelry Co.), 
secretary-treasurer. 


Zaloudek Sells Branch Store 
F. R. Zaloudek reports having sold his 











" WE promise prompt and courteous service! 
i Write for FREE Ligne Gauge, Catalog & Stationery. 


branch jewelry store in Warren, IIl., to 
Mr. and Mrs. M. R. Rathburn of Monroe. 
Wis. He will continue to operate his 
main store in Darlington. Wis. 
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HOW do people find out about a better service? 
+ BY trying it. 


: JOHN A. POLTOCK & CO. 
15 MAIDEN LANE @ NEW YORK 38, N. Y. 
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Tariff Commission to Probe 
Imports of Watch Attachments 


The Tariff Commission has taken official 
notice of complaints that increasing im- 
ports of watchbands and parts are cutting 
into domestic industry to an injurious ex- 
tent. It has ordered its investigating staff 
to probe into the matter and to report to 
the commission whether such items are 
being imported in quantities “either actual 
or relative, as to cause or threaten serious 
injury” to domestic industry. 

Although individual complaints have 
been made over past months, official action 
is being taken primarily on a request filed 
recently with the commission by the Watch 
Attachment Manufacturers Association. 

Products to be covered are those listed 
in Par. 1527 (c) (2) of the Tariff Act of 
1930. They are watch bracelets and parts 
(except parts valued at less than 20 cents 
per dozen), finished or unfinished, com- 
posed wholly or in chief value of metal 
other than gold or platinum, whether or 
not enameled, washed, covered or plated, 
including rolled gold plate. 





Wallace Fifty-Year Club 
Welcomes Four New Members 


The Fifty-Year Club of R. Wallace & 
Sons Mfg. Co., welcomed four new mem- 
bers at a dinner given September 23 at 
the Oakdale Tavern in Wallingford, Conn. 
The tenth meeting of the club, founded in 
1945, honored William F. Doyle, Robbins A. 
Hall, William E. McCartin and Edgar H. 
Norton, who have completed fifty years of 
service at the company since the last meet- 
ing. Mr. Doyle is retired. 

John W. Leavenworth, Sr., chairman of 
the board of directors of the company, 
acted as toastmaster and presented the 
fifty-year awards. Entertainment was pro- 


vided by A. H. Handley of Boston. 





French Watch Manufacturers 
Initiate Intensive Promotion 


On Monday, October 6th, leading repre- 
sentatives of the French watch industry 
held a reception in New York for maga- 
zine and newspaper editors. Representa- 
tives of the American watch manufacturing 
companies and importers of Swiss watches 
were also invited. This function signaled 
the beginning of a cooperative effort by 
French watchmakers to garner a larger 
share of the American market. Attractive 
exhibits of several lines of French watches 
and clocks and French-made_horological 
equipment lined the walls of the reception 
room. 


Jean Richard, commercial counsellor to 
the French Embassy in Washington intro- 
duced Bernard Manceau. director of the 
French Watchmaking Chamber, who, in 
turn, introduced Ad. Trincano, the head of 
the French Clock-Making Industry Mission 
in North America. 


On the Thursday following this reception 


the French tendered a luncheon to repre- 


sentatives of the jewelry trade press. Held 
at the Biarritz Restaurant in New York, it 
was also attended by several prominent 
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American importers, among them Ralph 
Lazrus (Benrus Watch Co), and the Kauf- 
man brothers of Phinney- Walker, importers 
of Semea clocks. At this meeting also were 
officials of several French clock manufac- 
turers, including Mr. Bouchet, the head of 
the largest Ebauche factory in France. 

Although the French currently export 
relatively few jeweled watches into this 
country, they have set their sights on a 
goal of furnishing around two million 
French watches to the American market 
within the next few years. 





Joins Gruen 

as V. P. in 

Charge of 
Finance 


JAMES A. 
MAROHN 





The appointment of James A. Marohn as 
vice president in charge of finance was 


announced recently by Benjamin S. Katz, 


president of the Gruen Watch Co. 


Mr. Marohn, a graduate of Notre Dame, 
was formerly vice president and treasurer 


of the Noma Electric Corp., New York, and 


its subsidiaries. Previously he was asso- 
ciated with Ernst and Ernst, certified pub- 


lic accountants, in their Pittsburgh office. 














JEWELERS’ BOXES 


Cottou Filled 
Satin Lined 


Set-up and Folding Boxes 
for Flatware, China, Glass 


Fancy Wrapping Paper 
Seals, Stichenrs 
WRITE FOR CATALOG 
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PICTORIAL 


PAPER PACKAGE CORPORATION 


AURORA, ILLINOIS CHICAGO OFFICE ISIE MERCHANDISE MART 











Keystone $60.00. 


101 FIFTH AVENUE 








#82/53—Imported Westminster Chime Mantel 
clock. 8 day spring wound. Available in mahogany, 
walnut or gold birch in 4 different styles, all at the 
same price. Hand wrought raised gold numerals 
on ivory metal background. Made expressly to 
fit small mantels and TV sets. Size 1416” x 8”. 


SOLE U.S.A. AGENTS FOR ALL JUNGHANS PRODUCTS 
SEND FOR NEW CATALOG & PRICE LIST 


Visit Our New Showroom at Our New Address 


HENRY COEHLER CO.., Inc. 


1524 MERCHANDISE MART, CHICAGO, ILL. 


NEW YORK 3, N. Y. 
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Tailored Earrings .. . 


Our business is built on the reorders we 
receive from discerning customers, proof of 
the sales pudding that the Alice line stands 
for maximum tailored earring volume. 


Thru the wholesaler $7 00 
JEWELRY CO. 


Slocum $t., Prov., R. |. 





















Ask your wholesaler for 
Fisher's new sport 
charm catalog, — 
charms, medals, and 
sporting jewelry. 


. FISHER CO., Attleboro, Mass. 

















FINE STERLING 
HOLLOWWARE 


ond 





72 K STREET 
BOSTON, MASS. 








Sold outy Girect te Retailers 


WELLS MFG. CO. ATTLEBORO, MASS. 
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THE SEYMOUR MFG. 


SEYMOUR, CONN. 
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q Despite the fact that many Boston 
jewelry stores have joined in the new 
program of remaining open on Wednes- 
day evenings, as well as Mondays, mem- 
bers of the New England Guild of the 
American Gem Society voted to continue 
their present schedule of holding meet- 
ings at the Boston Museum of Science 
on the second Wednesday of each month. 
G. Robert Crowningshield addressed the 
October meeting, bringing with him from 
New York a large laboratory display of 
diamonds which he identified and lectured 
about. The November meeting, scheduled 
for November 12, will center around the 
electivn of officers for the coming year. 
q The annual dinner and election of ofh- 
cers of the Diamond Peacock Club, which 
took place at the Parker House, Boston, 
on October 24, occurred just as this issue 
was on the press. Complete details will 
be included in the December number. 

q At that time, too, there will be details 
of the annual beefsteak dinner and elec- 
tion of officers of the Boston Jewelers 
Club, which was scheduled to meet at 
the Hotel Statler on November 14. 

q The Thomas Long Employees Associa- 
tion held its annual fall party on October 
2, in the Surry Room, Hotel Touraine, 
with reports of a good time, a good dinner, 
and dancing to Jack Kaiser’s orchestra. 
Mrs. Margaret Fernald, buyer in_ the 
store’s china department, is back after 
several month’s absence due to a broken 
leg. Selim Modine, head of the watch- 
repair department, is still confined to his 
home following an accident in which he 
broke both ankles. 

q Warren J. Pelletier of Ashland, Me., 
opened a new jewelry store in Caribou, 
Me., recently. 

q Joseph Ettinger, formerly located in the 
Province Building, and _ well-known in 
Greater Boston jewelry circles during the 
last 40 years, is now associated with 
B. Yaffe & Sons, 716 Washington Building. 
q Wane Luxenberg, formerly with S. Bar- 
ber & Sons, 713 Washington Building, has 
opened a place of his own in Room 506 
Washington Building, quarters formerly 
occupied by the Pearl Shop. Associated 
with him since the opening on October 1 
is Leon Fischman, watchmaker, formerly 
with Samuel Fagan, 333 Washington St. 


q Elmer C. Read, of Kettell, Blake & 
Read, 2nd floor, Washington Bldg., has 
just entered his 54th year with the firm 
with which he started in 1898. 

q E. J. “Jockey” Johnston, of Caribou, 
Me., finished recently as a runner-up for 
top honors in the annual golf tournament 


of the Country Club, Fort Fairfield, Me. 


q John Wilson now heads the shipping 
department of Hub Material Co., 408-11 
Washington Building. 


| 











NEW ENGLAND 


q Herbert W. Stranger, Sr., of the firm 
of the same name, 305-6 Washington Bldg, 

planned to make his annual hunting trip 
to Patten, Me., on October 31, hoping for 
as good luck as last year when he bagged 
his deer and the limit on birds. Al Thal] 

is a new salesman for this firm, covering 
Maine, New Hampshire, Vermont, and 
part of New York State. 

q William “Bill” Collins, formerly associ. 
ated with Michaels, Inc., of Bristol, New 
Britain, Torrington, and Waterbury, Conn. 
has opened a jewelry store of his own in 
Middletown, Conn. 

q Oscar Goldberg, New England repre. 
sentative of Sheffield Silver Co., 209 Wash. 
ington St., Boston, was married on Sep- 
tember 14 to Mrs. Olive Audano, of Art 
Jewelers of Beverly, Inc. 

€ Jack Charlton, salesman with Barry & 
Epstein, 400-404 Washington Bldg., is 
back with the — after 21 months’ ser- 
with the U. S. Air Force. 

q Several Greater ihwad material jobbers, 
including Henry Kamlot Co., Mahar & 
Engstrom Co., and Hub Material Co., 
joined in invitations to the Bulova Syn- 
posium, conducted by Max Schwartz, 
senior instructor, Joseph Bulova School 
of Watchmaking, at the Statler Hotel, 
October 15. 


q Louis Albert, for the past year or more 


vice 


associated with the Chestnut Hill (Mass.) 


branch of Thomas Long Co., has left that 
store to return to Portland, Me., where 
he is once again associated with Ed Beau- 
lieu, of the George T. Springer Co., Inc. 
q Paul Dannahy, watchmaker, opened up 
new quarters in Room 334 _ Province 
Building, on November 1. 

q Winfred D. Herbert, jeweler of 1114 
Main St., Worcester, Mass., has been 
disposing of his stock, and is retiring 
after 35 vears in the business. 

q Norman A. White, of I. White & Sons, 
Inc., 9th floor, Jewelers Building, is back 
with his dad following 16 months with 


Uncle Sam’s Navy. He is now general 
manager of the firm. 
q Mr. and Mrs. George Allman, of the 


Quincy Jewelry & Loan Co., Quincy Mass. 
are back from a week’s flight to Havana, 
Cuba. 

4 Edward Heffron, until recently sales 
manager of the Travis, Farber Co., 909 
Jewelers Building, has assumed ownership 
and general managership of a chain of 


—_—~ 
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Seth Thomas, Telechron, 
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n, Mass., known | “Nat” Goodman, of the firm of Nathaniel | 
as the Charlestown Cigar Co. He has | 1. Goodman, Inc., 1006-7 Jewelers Build- | 
been replaced by Roger Victor, who was ing, gave a surprise party to the couple | 
with the firm before service in the U. S. | on the occasion of their 33rd wedding | 
Army, where he was a captain. anniversary at the Quincy, Mass., home | 
q Harold Ginsburg and Louis Freedberg, : pw — gee Paul oe 
of the Boston Jewelry & Loan Co., Fall usband is assistant manager 


River, Mass., were hosts to a party of 4 Paul Richter of Richter Jewelers, 144 | 
friends during the World’s Series at High St., Portland, Me., was recently | 
Yankee Stadium. Mr. Ginsburg is a awarded the title of Certified Gemologist, 
former professional ballplayer. | American Gem Society. He has also Te- 
4 Herbert Schuster, son of Murray Schu- | ceived a certificate from the AGS as having 


ster, with whom he is associated in Room | 4” accredited gem laboratory. 

416, Washington Building, is back after | q A new jewelry store, to be known as 
his honeymoon, following his marriage in “Foster’s,’ was opened at the corner of 
Philadelphia to Miss Gwendolyn Brassof. Main and Foster Sts., Worcester, Mass., 
on October 15. This will be operated by 
Louis Goldstein and a partner. Mr. Gold- 
stein was formerly associated with Harold 
Fagan, 333 Washington St., Boston. | 


q Roy S. Brooks, of Mauran Watch Co., 
712 Jewelers Building, resigned recently 
as vice-president and a director of the } 
15 minutes early every day, according to Bonten sowelens Club, ” me an on 
eeaseee 4 ties Ginn wie retaining his membership. Increase usi- | | 
| meeny = ond “Rite” 7. th ness activities prevent his assuming a lead- 
| warner perenne oof “ - : ing role in the club, he stated. Edward 
early bird who catches the sh. Mr. sl Murphy is now associated with the firm, 
ray’s son, Joseph, was married early in and is assisting Mr. Brooks in his New 

October. England business calls. 


q Frank Zabarsky, jeweler of Room 701, q Peter and Jen Stupak held an open 


cigar stores 1n Charlestow 


HERBERT W. 
STRANGER CO. 
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We Specialize In 
WATCH BANDS 


G peidtel GEMEX 
| KESTENMADE Jovetiuce, 


4" to 6" Lengths in Stock 
* 
RONSON AND ZIPPO LIGHTERS 
VAN DELL, HAYWARD, SIMMONS 


STURDY JEWELRY . ELCO IDENTS 
HYDE PARK WATCHES 


SEMCA-PHINNEY WALKER CLOCKS 

) CATAMORE, HAYWARD ROSARIES 

) MARVELLA PEARLS 

BDA RINGS 

} REMINGTON SHAVERS e@ ROLLS RAZORS 
) 
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4 L. H. Porter, who has been “at liberty” 
at his farm in Liberty, Maine, since May l, 
returned to his quarters in Room 403, 
Jewelers Building, on October 15. 





? 


q Either “daylight saving” time changes, 
or a “new policy,” has William J. Murray, 
901 Jewelers Building, on hand at least 





U. S. TIME PRODUCTS 
SNOW WHITE — CINDERELLA 
HOPALONG CASSIDY WATCHES 


A Satisfied Customer /s Our Best Ad. 
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PRESENTING 





Province Building, has retired from the | house at their store, 15 Cottage St., Nor- 

business, which has been taken over by | wood, Mass., on October 13, marking not She Hiding Heart 
Manny Lasman, formerly associated with only their second anniversary in business, 

Mr. Zabarsky. but the changing of the name from Jen’s IT’S NEW ° IT’S LOVELY 
q Member teams of the Boston Jewelers | Gift Shop to Peter’s Gift & Jewelry Shop. IT’S PRACTICAL 
Bowling League are rolling regularly q Gorin’s department store of Greater Bos- No visible connection between chain and heart 
now, and the new team this year of I. ton has opened a new branch in Water- 

Alberts’ Sons, 8th floor, Jewelers Build- town, Mass., where Philip Wortzman took 

ing, is showing up particularly well. The over on October 1 as manager of the 

team is captained by Melvin Shore, and jewelry department. 


rollers comprise David Barsky, Phil 4 Harry Dee, formerly located in New 
Mickey, Al Stack, and Donald Bookman, York City, has opened a new jewelry store 
with Al Levine and Donald Alberts as | on Main St. Greenfield. known as H-D 
alternates. | Jewelers ° 





4 A number of friends of Mr. and Mrs. < Royal Whipple, manager of the J. Sperry 
Wolfe jewelry store in Lebanon, N. H., is 
convalescing from an illness during which 


H A R R | $ he was confined to the Veterans Hospital, 
White River Junction, Vt. Sterling Silver Rhodium Finish — Hand Set 


THE KING OF CARDS & DISPLAYS wnt “Exclusive for fine retail jewelers’ 
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Fashion's Latest — \CWELRy CoM yy 
Base of Provipentt 
’ Operations 204 WESTMINSTER ST. RHODE ISLAND. 
, to New York 
EDWARD B. - : 
BEDFORD Diamonds direct from Antwerp 
| Mor. of a 
: Publicity, Your country buys yearly 35.000.000 dollars 
Oneida Ltd. of diamonds from Antwerp. It is a fair bet 
the diamonds you handle, loose er mounted, are 
amongst them. The point is: do you buy them 
first hand from Antwerp or heunah costly 
detours. The answer to this question makes 
Edward B. Bedford, manager of pub- the difference in your profit. 
licity for Oneida Ltd., (Community Silver- e zen are seedy oo with Antwerp 
FOR MANUFACTURERS AND WHOLESALERS | Plate, Heirloom Sterling, 1881 Rogers) has | tio ynow. If not, contact me and save at least 
Made to order—to your s ecifications transferred his base of operations from the 20%, yes 20% through Antwerp wholesale 
WRITE FOR CIRCULARS AND INFORMATION | COmPany’s home office in Oneida, N. Y., to | frigcs Diamonds, direct from Antwerp wil 
0 the New York office at 350 Fifth Ave. pegs —— . — a ane 
SAMUEL Pp HARRIS INC Th indie ale be ae Saeiiinns For full information write airmail please. 
Pn. - . " : e emi “ ao red 1s > ~ ae | (Diamond dealers and jewelers only.) 
awtucket Ave. E. Providence, R. |. iaison between Oneida Ltd. and all media 
— EA. 1-1526 in the metropolitan New York area. . a Se 
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WATCHMAKERS @ JEWELERS 


ENGRAVERS + INSTRUMENT MAKERS 


DON'T LOSE A 
SINGLE REPAIR ORDER 


because the job may be too complicated or you 
may not be equipped for it! Our well known 


TRADE REPAIR DEPARTMENT 


will fix for you: All Watches—Clocks—Jewelry 
—Instruments. Also repair of bellows for cuckoo 
clocks, singing birds, and music boxes. (New 
bellows and quails in stock.) Special Order 
Work Welcome—ALL Pearl Stringing, Knotting, 
Restyling, Cleaning. 


EFFICIENT - FAST - INEXPENSIVE 
Request Pricelist and FREE Shipping Labels 


JUST OUT: Entirely NEW enlarged catalog 

on all Dress Service Watches, Clocks, 

a ooo or ox Clocks, Watch 
racelets. IN TI 

XMAS PROFITS! sevtiaalnena 


We carry all imported and American Tools 
Materials, Equipment, Movements (watches & 
clocks), Cases, Attachments, Jewelers’ Findings. 
All Books in your field. FREE Catalog. 


QUICK MAIL ORDER SERVICE 


Member of Jewelers’ Board of Trade 


MODERN TECHNICAL SUPPLY CO. 


Wholesaler & Importer 
Dept. 11-JCK, 55 West 42nd Street, New York 36, N. Y. 























WRITE FOR 
Our New 


COMPLETE CATALOG 


Materials, Tools, Watch 


Cases and Dials, Watch 
Attachments, Jewelry 


TILMORE WATCHES 





CENTRAL WATCH MATERIALS] 
& SUPPLY CO.. Inc. 


«+ Wholesole Jewelers 


134 So. 8th S?#. 








Phila. 7, Pa. 








LEARN WATCHMAKING 
m ¢ REPAIRING - SNGRAVING 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 
Write Dept. "'K"’ lil'd Catalog 


Baldwin 9-1376 Est. 1894 
Arthur T. Johnson, Prinsipal 
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7 . A Ps A 
Eve. School 
in Watchmaking 
. Sept. 22-May 28 . 
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KNOW YOUR VIBRATOR | 7 


@ Thousands of Jewel- 
ers use our Vibrating 
Service because of its 
Economy, Speed and De- 


pendability. Mail Direct 


Same Day Service 
HAIRSPRING VIBRATING CO. fos sed s1, Union City, W. J 
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COURSES FOR SUCCESS FOR 
WATCHMAKERS - ENGRAVERS | 
AND JEWELERS 
GRADUATES PASS CERTIFIED mastTeP 
WATCHMAKER, H1A AND ALL §TATE 
LICENSING EXAMS. 
©63 YEARS SERVICE ©@ 











q In an effort to lure suburban and neigh- 
borhood shoppers to their central city 
store, Barr’s have adopted the experi- 
mental policy of opening Monday eve- 
nings. Instead of the noon opening hour 
which department and _ specialty stores 
most often assume on the evenings which 
they remain open, Barr’s open at nine 
A.M., remain open all day and evening 
on Mondays, and close at nine P.M. Myer 
B. Barr, president of the firm which has 
seven stores in this area, explained that 
a contributing factor in the decision to 
remain open on Monday nights was a 
survey which disclosed that even central 
city and south Philadelphia residents 
patronized suburban shopping centers on 
evenings when central city stores were 
closed. Barr’s are continuing the prac- 
tice of remaining open a similar 12-hour 
day on Wednesdays. 


q An attractive sign in the window of 
Enright’s, Inc., 3074 Kensington Ave., im- 
presses the sentimental and the fashion- 
conscious window shopper. It reads: “Let 
us remodel your wedding ring. Let us 
create a band of hand carved white blos- 
soms with sides of gleaming gold. The 
original initials retained to preserve the 
unbroken circle of your happy wedding 
day. . . . Registered Jewelers, American 
Gem Society.” 


4q J. C. Brooks of Stork’s, Inc., 110 S. 52nd 
St., announces an anniversary sale in this 
clever combination of words: “Dear Cus- 
tomer: In 1939 when we started in busi- 
ness a dollar was worth a dollar. Today 
it’s worth just about 56 cents. In cele- 
bration of our 13th birthday we’re going 
to make today’s 56 cents worth a full 1939 
dollar.” 


q Herbert’s of 112 S. 52nd St., is in the 
midst of a “half price sale” with “money 
saving” offered on such items as identifi- 
cation bracelets, cuff links, and men’s 
wallets. 


q For the first time, this Christmas sea- 
son, Ringold’s will display and sell elec- 
tric trains. Friends, aware of Bud Rin- 
gold’s cleverness with window and in-store 
displays, are wondering how extensively 
this will affect store displays for the Yule 
season. But Bud isn’t telling. 


q Campus Jewelers have created a 
uniquely appropriate combination of Uni- 
versity of Pennsylvania emblematic mate- 
rial and Christmas decorations in_ this, 
their first Christmas, in the new store at 
3707 Spruce St. 


q The old formstone front of Pinkstone’s 
Jewelers at 140 S. 52nd St., is giving 
way to a striking, new and modern glass 
front. It will be completed in time for 
the return of Richard Pinkstone, Jr., and 
Mrs. Pinkstone who have enjoyed a plane 
trip to Europe with brief visits in several 
countries. 


* PHILADELPHIA 








q Fred Muth returned October 15th to 
his Jenkintown store after closing his 
Ocean City branch store for the winter. 
He is making promotion plans for Christ- 
mas in this community where Santa’s 
annual parade and related activities at- 
tract customers from many other boroughs 
and even from Philadelphia during the 
holidays. , 

q Clifford A. Kay, Jr., owner and operator 
of the store at 3736 Midvale Ave., is now 
serving his second term as president of 
the local Lion’s Club. The election to a 
second yearly term is a rare honor. 

q The newest addition to the Walter S, 
Hansen Store at 39 S. 18th St., a pres. 
sure tank to test water-resistant watches, 
has proven a source of curiosity and en- 
tertainment to many customers and pros- 
pective customers. 

q James Enright has been honorably dis- 
charged from the Army and has rejoined 
the firm of John D. Enright at 117 S. 
13th St. 

q Harris & Moreland are confining their 
business in the Empire Building in down- 
town Philadelphia almost exclusively to 
watch repairing and engraving. 

q William G. Treston, formerly with 
Aisenstein & Gordon of Philadelphia, is 
now associated with the Non-Retailing 
Co. of Lancaster, Pa., covering Philadel- 
phia, Southern New Jersey and Upstate 
Pennsylvania territories. For the first 
time in several years, he will take the 
month of December for a vacation. 

q Leon Rosenbaum of DeWolf Jewelers at 
1 S. 6th St., has returned to work follow- 
ing an absence of two weeks caused by an 
attack of virus which hospitalized him. 

4 Jacob H. Goldberg has purchased Sam 
Sanders Credit Jewelry Store at 538 Mar- 
ket St., Chester, Pa., and is operating the 
business under his own name. 

4 Glenside Jewelers of Glenside, Pa., al- 
though in existence for only two years, 
have already substantially enlarged their 
stock of sterling silverware and watches. 





Address on Precious Stones 
Highlights AGS Guild Meeting 


“Pricing of Precious Stones” was the 
subject of an address by William Collison 
at the September 16th meeting of the 
Eastern Pennsylvania Guild of the Amer- 
ican Gem Society. The group met at the 
S. Kind & Sons’ store in Philadelphia. 

Mr. Collison, a former instructor of the 
Gemological Institute of America and 
presently a gem dealer in Philadelphia, 
limited his discussion to the various forms 
of gem corundum. The audience was per- 
mitted to examine a great many grades 
and varieties of colored gemstones which 
practically illustrated the subject matter 
of the speaker’s talk. 
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Philadelphia Jewelers Expect 
Large Attendance at Banquet 


Promoting the occasion of the 13th an- 
nual dinner-dance of the Retail Jewelers 
Association of Philadelphia and Eastern 
Pennsylvania, Myer Barr recalls with irony 
the piece called “Death and Taxes” which 
he wrote for the group’s first banquet. 
“The same problems are still with us” he 
says, thinking of the origin of this organi- 
zation at a time when fair trade was com- 
paratively new and manufacturers were 
first pressing for observance of fair trade 
prices. 

The association’s 13th annual dinner- 
dance, scheduled for Tuesday, November 
18th, in the grand ballroom of the Belle- 
yue Stratford Hotel, has aroused so much 
interest that attendance may even top last 
year’s recording-breaking figure. Philip 
Kind of S. Kind & Sons is serving as gen- 
eral chairman. Other members of the com- 
mittee include Ralph Huberman of Huber- 
man’s, Inc.; A. Lester Sauter of the firm 
of Fred Sauter, and Stanley M. Lefkoe of 
Lefkoe-Morton Co. 

The committee plans a better-than-ever- 
affair that will be featured by the serving 
of a sumptuous meal, an entertaining floor 
show, and spacious accommodations for 
dancing to a fine orchestra. 





OPS Plans No Price Decontrol 
On Silverware Accessory Items 


Additional time will elapse before Office 
of Price Stabilization extends its decon- 
trol program to include silverware acces- 
sory items, such as chests, polishing cloths, 
and covered bags for silverware, the agency 
said in mid-October. 

OPS denied that only an oversight pre- 
vented accessories listed in Category 943, 
Ceiling Price Regulation 7, from being ex- 
empted by the same action which removed 
restrictions from sterling flatware and a 
long list of other jewelry items. The rea- 
son for the exemption, agency officials said, 
was the lack of data on which a decontrol 
decision affecting accessories could be 
based. 

In recent weeks OPS distribution branch 
personnel have been given a number of 
jobs which the agency has accorded high 
priority. For that reason, action on decon- 
trol of Category 943 articles has been de- 
layed. 


Becht & Harti Change Location 


Becht & Hartl, Inc., manufacturing 
silversmiths formerly located at 30 Beecher 
St., Newark, N. J., moved recently to new 
quarters at 2] Prospect St., that city. 





—--- 


JEWELERS PREVIEW NEW TV SHOW IN LANCASTER 





The jewelers shown here are watching the monitor screens on the WGAL-TV control board 
as others of their group performed on a closed circuit telecast in an adjoining studio. 
This demonstration of the station's television facilities was a feature of one of several pre- 
view parties planned by the TV Stations to launch "Your Jeweler's Showcase" in various cities. 


Thirty jewelers met October 2nd in the 
studios of WGAL-TV, Lancaster, Pa., to 
preview the first presentation of “Your 
Jewelers Showcase,” a new television series 
that opened that week in 20 of the nation’s 
top markets. Hamilton Watch and _ Inter- 
national Sterling co-sponsor the new tele- 
vision show on alternate weeks. 

Following the tour of WGAL-TV’s 
studios the group adjorned to a nearby 
Lancaster hotel where Lowell F. Halligan, 
Hamilton’s vice president in charge of 
sales, briefly summed up the aims of the 
new TV show. Mr. Halligan noted that the 
salute to jewelers which opens each show 
in the series, clearly defines the jewelers 
position in the community. The salute be- 
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gins, “Your jeweler is a merchant crafts- 
man—a friend to whom you can go with 
confidence for truly expert guidance and 
counsel.” Mr. Halligan outlined the prob- 
lem jewelers face today because of 
“chiseling in” operations by other types of 
retail outlets that offer the public so many 
traditional jewelry store products. He 
warned that unless jewelers rally to their 
own defense, close ranks and_ identify 
themselves with brands that confine their 
sales to jewelers they could lose their 
cherished consumer franchise by default. 

After seeing a special showing of the 
first complete program the jewelers were 
entertained at a buffet supper by the 
WGAL-TV management. 


PLATINUM, PALLADIUM 
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From the simplest gold 
solitaire mounting, to the 
most intricate platinum 
diamond necklace, the 
master craftsmen of... 

Byard F. Brogan 
know but one quality .. . 
the finest! 
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The new line of Original 
Byard F. Brogan 
diamond engagement 
mountings is now available 

for your inspection. 


Beautifully executed in 
precious metal, they assure 
you of a fashionable dia- 
mond ring inventory this 
fall. An inventory that will 
sell; because it is as mod- 
ern as tomorrow. 


BYARD F. BROGAN 


MANUFACTURER © 


IMPORTER OF 





ANB GOB 


JEWELRY 


DIAMONDS, CULTURED PEARLS AND GEM STONES 
Philadelphia 7 
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If Your 
Customers 
Don t See What 
They Want... 
Phone For It! 


Call Baltimore 
PLaza 8727 





BALTIMORE 1, MD. 



































You GET 


more than merchandise from Kohner 


You GET 


the Courtesies and Services 


that make it a pleasure fo buy 


max KOHNER 


Wholesale Jewelers 
BALTIMORE 1, MARYLAND 























ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
ee JEWELRY @ 
5 HOPKINS PLACE, BALTIMORE, MD. 






























QUADRUPLE SILVER PLATING 


Silver repairing, cleaning, lacquering, complete re- 
storing service. Work guaranteed. Nation-wide prompt 
service. Write for FREE booklet ‘‘Jewelers 82°’ and 
price list. Know cost before you ship. Ask us how 
you can have the finest silver plating service in your 
city—no investment, inventory or markdowns. 


D. L. BROMWELL, INC. 


America’s Oldest Silver Platers 











710 12th St., NW Washington 5, D.G 
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q Joe C. Bettencourt, Jr., manufacturing 
jeweler at 327 S. Presa St., San Antonio, 
Texas, has been appointed honorary consul 
in San Antonio for Honduras. 

q Morris L. Zukar, who for the past two 
years managed the downtown store of the 
Shaw Jewelry Co. in Houston, Texas, has 
resigned to go into business for himself. 
He has purchased Banta’s Jewelers in 
Pittsburg, Kan., and has taken over its 
active management. 

q Gay’s Jewelry, a new enterprise for 
Louisville, Ky., has opened at the south- 
west corner of Fourth and Jefferson Sts. 
Harry J. Cohen, who has been in the 
jewelry business in Louisville for the 
past several years, is manager. Gay’s also 
operate stores in Jeffersonville and Charles- 
ton, Ind. 

q The Dallas Jewelers Association has 
elected Ralph Novin, of Novin’s Jewelers, 
as president for the ensuing year. Other 
new officers: John Parker, vice president 
and treasurer, and Bob Gough, secretary. 
q The Zale Jewelry Co. has appointed Ben 
Sargent advertising manager for its 40- 
store chain. The company has main offices 
in Dallas, Texas. 

q Travis Edwards of Plainview, Texas, was 
recently elected president of the South 
Plains Watchmakers Guild No. 7. Other 
new officers elected are: Burl Pigg (Ander- 
son Bros., Jewelers), Lubbock, vice presi- 
dent; Marie Pharr (Thomas Jewelry), 
Lubbock, secretary; Woody Carlton 
(King’s Jewelry), Lubbock, treasurer, and 
Gladyce Hobbs (Thomas Jewelry), Lub- 
bock, reporter. 





Baltimore-Washington News 


q John H. Fetting, president of the Ballti- 
more Jewelers Association, announced re- 
cently plans for a “Know Your Jeweler” 
campaign similar to promotions conducted 
in other cities. A special newspaper sup- 
plement featuring jewelers’ advertisements 
and other data is scheduled for release on 
Sunday, November 23rd. 


q Baseball teams representing the Balti- 
more firms of Paul’s Jewelers, 3310 Eastern 
Ave., and Morstein’s Jewelers, 1035 Light 
St., wound up excellent seasons in their 
respective leagues. 


q Harry Bachman of Jewelry Crafts, 545 
N. Gay St., and Dave Weigman of Weig- 
man’s Jewelers, have sponsored bowling 
teams to represent their Baltimore estab- 
lishments. 


q Leonard Bers, son of Robert Bers, 
jeweler at 1103 W. Baltimore St., Balti- 
more, was recently mustered out of service 
after having served his alloted time in the 
Engineer Corps. Young Bers had attained 
the grade of staff sergeant before his 
release. 


q Burglars looted Lee Bord’s Jewelry store 
in the 7400 block of Wisconsin Ave., 
Bethesda, Md., early on the morning of 


THE SOUTH 








October 6th. An estimated $10,000 worth 
of small jewelry items were stolen, accopq. 
ing to Mr. Bord. The burglars allegedly 
gained entrance by sawing thru bars op 
a rear window and made off with approxi. 
mately 500 rings and about 200 watches 
as well as a quantity of bracelets, pins 
pen and pencil sets and earrings, 


q According to Norman H. Labovitz oj 
the Baltimore firm of Diamond Jim Brady, 
Inc., both Mayor D’Alesandro of that city 
and Governor Mc¥Xeldin of Maryland are 
expected to participate n the formal open- 
ing of the “Christma. Lane” decorations 
on Eutaw St. on which this jewelry store 
is located. The decorations aré sponsored 
by the Eutaw Street Association of which 
the store is a member. Mr. Labovitz is 
president of the association. 


q The Loupe News, official publication of 
the Greater Washington Retail Jewelers 
Association, through the efforts of its re- 
cording secretary, Mrs. Kathryn M. Ever. 
hart, features a detailed report of the 
minutes of the periodic meetings of the 
association. Her reports are read with 
much interest by the group’s members. 


q The Jewelers Bowling Leagues of both 
Baltimore and Washington have gotten off 
to good starts for the 1952-1953 season. 


q Sam Schwartz of Charles Schwartz & 
Son, well-known jewelers of Washington, 
D. C., recently enjoyed an extended tour 
of Europe including a visit to several spots 
in England as well as the Scandinavian 
peninsula. 


q Newest among jewelry stores in this 
vicinity is the establishment opened by 
Franc’s in Parkington, Va. 


q Lane Jewelers, 721 King St., Alexandria, 
Va., recently celebrated its first anniver- 
sary and exhibited a huge five-layer birth- 
day cake. Patrons received a miniature 
cake with one candle on a _ metal and 
glass tray. 


q Julius H. Wolpe & Co., Inc., jewelers 
of College Park, Md., report satisfactory 
business as a result of their first anniver- 
sary sale. 


q Mr. and Mrs. M. Wurtzburger, 901 G St. 
N.W., Washington, D. C., after having 
conducted a jewelry store for more than 
a quarter of a century, recently retired 
from business. 


q Hy Kravitz of Taylor’s, Ellicott City, 


Md., is convalescing at his home after an 
illness which hospitalized him recently. 
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WATCH MATERIALS— 


Florida's largest watch material house 
Serving the Nation by mail. 


Prompt mall service 
Write fer Price List C 


DEAN COMPANY 
7% WN. Atlantic Ave., Deytone Beach, Fia. 
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Retailers from all parts of Florida at- 
tended the open house celebration held at 
the Miami showroom of L. Luria & Son 
from September 14 to 16. Factory repre- 
sentatives of 14 leading manufacturers 
showed visitors new fall merchandise. 


A plentiful supply of refreshments were 
served daily from early afternoon till late 
in the evening. In addition, sovenirs were 
presented to all who attended and a draw- 
ing for prizes donated by the manufactur- 


LURIA HOLDS 'OPEN HOUSE' AT MIAMI SHOWROOM 








ers represented at the show was held each 
night. 

Shown above on the day the event open- 
ed are left to right; Larry Gilbert, Luria 
jewelry buyer; Bunny Yaeger, Speidel 
model; Perry Walter, Walter Jewelry Co., 
Bradenton, Fla.; Jos. J. Luria, president of 
L. Luria & Son; Carolyn Britt, Speidel 
model; David Nossek, Nossek Jewelers, 
Miami; Chick Ponns, Ponns Jewelers, 
Miami, and Lester Rosenberg, general man- 
ager of Luria’s Miami branch. 








Mid-South Show in Memphis 
Draws Buyers from Five States 


Buyers from five Southern states at- 
tended the 14th semi-annual Mid-South 
Gift and Jewelry Show held August 25 
to 28 at the Hotel Peabody, Memphis, 
Tenn. They saw and selected merchan- 
dise from some 80 exhibits of jewelry, 
lamps, watches, silverware, china, gift- 
ware, stationery, glass, housewares and 
gift wrappings. 

Exhibitors were pleased with buyer re- 
sponse, according to A. J. Cory, manag- 
ing director of the show. He stated that 
both buyers and exhibitors commented 
favorably on the smooth-running four-day 
event. 

Plans are under way now for the 15th 
semi-annual Mid-South Gift and Jewelry 





























ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 


Silverware—Gold and plated jewelry—old 
costume jewelry. Watches—movements—watch 
bands, any kind, any type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
Precious stones. Gold Scrap—Platinum—filled 
and plated scrap. No consignment too large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our offer. 


References: Whitney National Bank, Morgan 
Branch, New Orleans, La.; National Jewelers 
Board of Trade: Dun and Bradstreet. 


ANTIN'S 


114 BARONNE STREET, NEW ORLEANS 12, LA. 
Established 1916 








FOR NOVEMBER, 1952 





Show to be held at the same hotel. Show 
dates will be announced in the near fu- 
ture. 


Washington Jewelers and Guests 
Attend Fifth Annual Banquet 


A capacity crowd was expected to attend 
the fifth annual banquet of the Greater 
Washington Retail Jewelers Association 
scheduled for Wednesday evening, October 
29th, at the Shoreham Hotel, Washington, 
D. C. A pleasant evening was promised 
for members, their families and guests. 

A cocktail party was to precede the 
banquet which was to be followed by a 
program of dancing and entertainment. 

Mrs. Kathryn Everhart (Everhart Jewel- 
ers), Fairfax, Va., was in charge of reser- 
vations. Sam _ Fischer’ (Fischer-Tulkin 
Jewelry Co.) was in charge of the banquet 
program and entertainment while Bernard 
Burnstine (Burnstine’s, Inc.) was general 
chairman of the banquet committee. He 
was assisted by Henry Brylawski, execu- 
tive secretary and counsel for the asso- 
ciation. 


-_—- — 


Angolano Moves to New Site 


Angolano, Inc., formerly A. & S. Ango- 
lano, has moved from Broad St. to 100 
Stewart St., Providence, R. I., where their 
facilities are materially enlarged. 

Arthur Angolano, formerly an officer in 
the Providence concern of Francine, Inc., 
is now associated with his father in the 
firm of Angolano, Inc., which manufactures 
rhinestone jewelry and sells through whole- 
sale jewelers exclusively. 
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General Mills Home Appliances, 
Advertising Department, 1620 Central 
Avenue N. E., Minneapolis 13, Minn. 
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THE NEWALL MFG. CO 
CHICAGO, ILL. 
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—GOLD 
—SILVER 
—RHODIUM 


@" SILVERWARE 
Repaired—Cleaned—Plated—Lacquered 


We furnish BLADES—MIRRORS— 
BRUSHES — TOILET IMPLEMENTS 
and other missing parts 


SWARTZ & CO. 


Established 1917 
10 South Wabash Avenue Chicago 3, Illinols 
This is Our Only Location 





q As this column was written, a hospital 
report on the condition of Irving Jensen, 
co-manager of the Chicago office of Jacoby- 
Bender, indicates he was still unconscious 
as a result of his accident on August 27th, 
and that very little hope was held for his 
recovery. During September he took several 
turns for the worse, but always seemed to 
hold on to the thin thread of life. All his 
friends were still hoping for some sort of 
miraculous improvement in his condition. 

q Stein & Ellbogen Co., 55 E. Washington 
St., announced recently the appointment of 
Kenneth Cooper as an additional sales 




















representative in Minnesota and South and 

















WATCH DIALS 


REFINISHED 
4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 














CENTRAL WATCH CO. 


ESTABLISHED 1911 


WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
§ So. WABASH AVE., CHICAGO 3, ILL. 











Cakch, Case Fepaning 
Our work costs no more 
than ordinary work a 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 














PEARL RESTRINGING 
Cultured . .. Oriental . . . Imitation 


Nation-wide Prompt service. 45¢ per strand plus 
postage. Missing pearls perfectly matched; 
clasps, clicks, etc., replaced at reasonable 
prices, A!] jobs guaranteed. 


BR. FEINSTEIN 
31 N. State St., Chicago 2, Illinois 


North Dakota, and William Beduze as an 
additional representative in Wisconsin. 

q Frederick M. Gottlieb, diamond importer 
at 55 E. Washington St., reported that due 
to the rush of current business he was de- 
ferring his planned European trip until 
after Christmas when he will visit the 
Antwerp and Amsterdam markets. Arthur 
Pagel, head of the firm’s factory in Israel, 
which supplies Mr. Gottlieb’s firm with all 
its full cut diamonds, was here for a short 
visit in September. He stayed in Chicago 
for two days while on his way to attend the 
the wedding of his son attending Stanford 
University. Afterwards, Mr. Pagel planned 
to return to Tel Aviv via a circuitous route 
that will take him through Canada, then to 
London, and finally to Tel Aviv. 


CHICAGO 





q Jules Brandel, advertising manager {o 
Pakula & Co., reports “a terrific response” 
to the firm’s annual catalogue, which wa 
sent out in August to all their dealer, 
throughout the country. Supplementing 
this catalog, the firm sends out monthly 
brochures showing the latest items in their 
lines. To keep up with the increasing de. 
mand for merchandise, Harry Pakula 
owner of the firm, left September 30th op 
a special buying trip to New York and 
Providence. Other recent happenings at the 
firm include the appointment of Al Ray. 
mond as sales representative to cover«the 
north side of Chicago (outside the Loop) 
and all of the North Shore going into the 
northwestern suburbs. 

q The midwestern premiere of the film, 
“Refining Is An Exacting Business,” was 
held September 24th by Handy & Harman 
at the Olympic Club. Approximately 200 
guests, including many leaders in the 
jewelry business in Chicago, saw the film 
and attended the cocktail party which was 
held afterwards. 

q The Golden Roosters planned their fall 
stag party for November 13th at the La 
Salle Hotel. Good food and good entertain. 
ment were promised. Alvin Lauschke of 
Handy & Harman was in charge. The an- 
nual ladies’ formal party is planned for 
Valentine’s Day, February 14th, at the Con. 








gress Hotel. 





Dreifus is Principal Speaker 
At Chicago Jewelers Meeting 


The Jewelers Association of Greater 
Chicago held an open meeting at the 
Standard Club on Tuesday, October 7th, 
for manufacturers, suppliers and _ non- 
member retailers. 


oS Sa ab a ke aa 
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Problems currently affecting the jeweler 
were discussed in detail by Fred B. Dreifus 
(left) at the October 7th meeting of the 
Jewelers Association of Greater Chicago. 
Listening attentively are Dave Martin (cen- 
ter), association president, and Ben Sacks, 
executive secretary. 


Principal speaker at the meeting was 
Fred B. Dreifus of the Dreifus Jewelry Co., 
Memphis, Tenn. Mr. Dreifus discussed 
fair trade, trade diversion, permitted 
markups and the excise tax situation. 
After his address, there was an open dis- 
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cussion on these subjects. 


Famous Foreign Correspondent 
Addresses CJA Meeting 


The Chicago Jewelers Association was 
scheduled to hold its first luncheon meeting 
of the fall season on October 16th at the 
Palmer House. In accordance with past 
precedent, this méeting was to be dedicated 
to past presidents of the association. 

Marshall Spies, Spies Brothers, Inc., an- 
nounced that the speaker would be Bruce 
Thomas, well-traveled free-lance correspon- 
dent. Last year Mr. Thomas traveled 
around the world, with a special trip to 
Europe and the Arabian oil fields. He was 
also in Korea and other far eastern coun- 
tries where he interviewed important per- 
sonages. The subject of his address at the 
meeting was to be “Foreign Correspon- 
dent’s Report.” 

The social relations committee, including 
James Swartchild, chairman, Webb Ball, 
Alvin Lauschke, Dave Newman, John Big- 
gins, Charles Brown, R. S. Hulbert, Mar- 
shall Spies, and Mead Montgomery, is 
working diligently on plans for the annual 
banquet in January. The date has been set 
for Saturday, January 10, 1953. 
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PARKER DEDICATES NEW WRITING EQUIPMENT PLANT 





The building and grounds of the new Parker fountain pen factory occupy a |5-acre tract. 
Shown here is an architect's sketch of the white and glistening new plant which was built 
to provide comfortable and productive facilities for Parker employees. 


A community-wide celebration on Octo- 
ber 15th marked the dedication of the new 
Parker Pen Co. plant in Janesville, Wis. 
Backdrop for the affair was the sprawling 
new writing equipment factory dedicated to 
world-wide communication and understand- 
ing. Construction of the new plant will be 
completed in January, 1953. Parker will 
continue to operate its current plant after 
moving manufacturing divisions to the new 
factory. 

The whole town of Janesville got into 
the act during the dedication doings. 
Downtown merchants closed their stores, 
factory whistles and church bells sounded, 
and a busy Citizens’ Committee handed 
community residents badges bearing the 
legend “community host.” School children 
joined in a contest to name the glistening 
structure. The prize-winning entry was sub- 
mitted by Miss Carol Erickson who chose 
the name “Arrow Park.” 


| 


As a tribute to the fact that a large part 
of Parker trade stems from lands across 
the sea, a “Path of the Nations” has been 
built in front of the new plant. The path is 
composed of large, highly-polished stones 
imported from half-a-hundred free nations 
and principalities. Individual stones of the 
path, built as a permanent installation, 
bear bronze letters to indicate countries of 
origin. National flags flank all the stones to 
lend color and further identification. 

The dedication festivities started with a 
noontime “globalunch” at which 66 appe- 
tizing dishes from ’round-the-world were 
served. 

Kenneth Parker, board chairman, ac- 
cepted a bound volume of good will mes- 
sages from city managers and mayors in 
many lands. The letters lauded his views 
on free multi-lateral world trade, and ex- 
pressed hope for improved foreign relations 
and economic team work. 





lilinois Watchmakers Hold 
Two Events in Same Month 


The Illinois Watchmakers Association 
had traditional good weather for its annual 
picnic at Schiller Forest, a suburb of Chi- 
cago, on Sunday, September 7th. Prizes for 
the many games were provided by Emil 
Braude & Sons, A. C. Becken Co., Feinstein 
Bros., C. & E. Marshall Co., Henry Paulson 
& Co., Immergluck & Co., and Swartchild 
& Co. 

The picnic committee, which included 
Hubert Balthazor, Richard Garcia, Herb 
Johnson and Walter Strauss, saw to it that 
everyone received free ice cream, coffee, 
pop—and had a good time. 

A joint meeting with the Midwest Chap- 
ter of the National Association of Watch 
and Clock Collectors was held Tuesday 
night, September 23rd, at the Jewelry 
Training Service. There was a short tech- 
nical discussion on Swiss chronographs 
which was followed by an auction of 
antique or unusual watches and small 
clocks. Members and guests participated 
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in the auction by bringing in some of 
their surplus collection and bid on watches 
or clocks that they had been looking for. 





Samuels Named Midwest Agency 
For Vulcain Watch Line 


Announcement was made recently of the 
appointment of Paul H. Samuels, Inc., 55 
E. Washington St., Chicago, IIL, as. mid- 
west agency for the Vulcain watch line 
which includes the Vulcain Cricket watch. 
The Samuels firm is the sole importer of 
Blancpain watches and has been servicing 
the midwest territory for the past 36 years. 

Mr. Samuels stated that the addition of 
the Vulcain line will enable his firm to 
serve the retail jewelry trade to greater 
advantage than ever before. 





MJSA Appoints Two Directors 


The appointment of two Providence 
jewelry manufacturers to the board of di- 
rectors of the Manufacturing Jewelers 
Sales Associates was announced recently 
by John A. Cerrito, chairman. Angelo Del 
Sesto (Van Dell) and Stanley Conheim 
(Anthony Creations) have accepted the 
honor. 

The group sponsors the semi-annual 
showing of over 100 manufacturers’ lines 
for wholesalers, the next showing being 
held at the Sheraton-Biltmore in Provi- 
dence November 9 through November 26. 
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Wristwatch & Carmen 
Expansion Bands 


ALL TYPE 
Embraceables 
Repaired 
75¢ 


All Work Guaranteed 
M. MARTIN & CO. 


5 S. Wabash Ave. Room 611 
CHICAGO 3, ILL. 























WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, tll. 
Students may enroll at any time of the year 
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DIAMOND-CUTTING 


EXPERT WORK 


FAST SERVICE 


LITWIN & SONS 


114 West 6th Street. Cincinnat:, Ohio 
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in special order work. Send us your 
specifications. W. D submit a design 
without obligation. 
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You Can Buy With Confidence From 


The Wallenstein-Mayer (Co. 
31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 
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q All manufacturers and wholesalers in this 


city have been exceptionally busy during 
recent weeks filling the large volume of 
orders which have been pouring in from 
salesmen and retailers throughout the mid- 
west and south. This indicates that the 
holiday business this year will at least 
equal and may very well exceed that of 
last year. Local retailers likewise are re- 
porting a fine volume of early holiday busi- 
ness, and this is expected to continue be- 
cause of the record employment total in 
this area. 

q Local wholesalers and retailers were 
well represented at the annual convention 
of the Ohio Retail Jewelers Association in 
Columbus on September 14-16. Mrs. Jane 
Kampf of this city was re-elected a director, 
and Edward L. Spitznagel, manager, George 
H. Newstedt & Co., was elected a director. 
Representing the Gerwe Brown Co., local 
wholesalers, at the convention were Jack 


Gerwe, Emmet Fitzpatrick, Connie Dillon, 


Charles McCarthy, Frank Remke, Robert 
Gauche and Walter Bleska. Others attend- 
ing from this city included Allen Rodepohl, 
Charles Richter and Mr. and Mrs. William 
Effler, retailers. 

q Jack Meyer, formerly a salesman with 
the Motch jewelry store in suburban Cov- 
ington, Ky., has moved down the street to 
the Elmer T. Herzog store, and William 
Macke, formerly with the Kirk Jewelry Co., 
is now at the Motch store. 

q A Thanksgiving Day wedding, of wide 
interest here, will be that of Edgar N. 
Cleves, son of Edward Cleves of Cleves & 
Lonneman, retailers in suburban Bellevue, 
Ky. The groom was recently released after 
having served for two years as a Lieutenant 
in the Navy. His bride is Miss Gertrude 
Lahrman, and his best man will be Robert 
Vogelpohl, son of Stanley Vogelpohl, man- 
ager of the Elmer T. Herzog retail store in 
Covington, Ky., who recently completed 
two years of Army service in Korea. The 


_ two were college classmates before entering 


the services. On October 25, a son of Mr. 
Lonneman, Joseph, Jr., and Miss Vera 
Mienken were married. The groom also 
was released recently from the Army. 

q Road trips were made recently by Russell 
Johnson of Crest-Craft, manufacturers: 
Howard Rosfelder and Percy Lucas of Ros- 
felder Brothers & Co., manufacturers, and 
Albert Scheckter of Albert Jewelry Co.. 
wholesalers. Mr. Lucas, who now makes his 
headquarters in Florida, visited the office 
here recently. 

q Fred A. Basson, a salesman with George 
H. Newstedt Co., for 35 years, retired re- 
cently. He had spent 71 years in the jewelry 
business, having previously been employed 
by the former A. & J. Plaut Co., and 
Oskamp, Clement & Oskamp. 

@ Charles Braun, manager of the E. & J. 
Swigart Co., jewelers’ supplies. and W. H. 
companv salesman. attended the 
Indiana Retail Jewelers Association con- 
vention in Indianapolis. and Mr. Braun, 





CINCINNATI 


with Ray Wilson, salesman, attended the 
convention of the West Virginia Retajj 
Jewelers Association in Clarksburg. 

q Victor Kaufman of the Victor Corp, 
wholesalers in the Enquirer Building, ang 
Walter Stenger, salesman with the Frank 
Herschede Co., retailers, have moved jnto 
new homes recently. 

q Hobart A. Wehking, retailer, who also jg 
a county commissioner, served as officer of 
the day for a fishing derby on September 
20, sponsored by the 7imes-Star. 

q Moving recently from 510 Vine St. were 
A. R. Jester, manufacturer, to 505 Elm St., 
and Louis Michaelson, manufacturer, to the 
Edwards Building. 

q Richard Schwab, son of Herbert Schwab 
of A. G. Schwab & Sons, Inc., wholesalers, 
229 East Sixth St., is now in service. 

q Autumn’ vacationers’ included John 
Schira, Jr., of Schira Brothers, manufactur. 
ers, 530 Walnut St., who was fishing at 
Norris Dam, Tenn., and Norma Cotton of 
the Western Tray & Case Co., jewelers’ 
supplies, 427 Plum St., in Virginia and 
Washington, D. C. 

q Joseph Posner and Edwin Sauer, sales. 
men for A. Sauer & Co., 329 East Eighth 
St., have returned to the road after ill- 
nesses. 

q Robert H. Herschede, vice president in 
charge of sales for the Herschede Hall 
Clock Co., has returned from the west 
coast, where he attended a number of re- 
gional meetings of retailers. Miss Edna 
Kaiser, Herschede treasurer, vacationed in 
Fort Lauderdale, Fla., during October. 


Traffic Cop Stops Knight— 
And Makes Him ‘Toast of Town’ 


J. Paul Knight, president of the Cincin- 
nati Wholesale and Manufacturing Jewel- 
ers Association, and his wife and_ two 
children, had an exciting and pleasant ex- 
perience while vacationing in Michigan 
recently. 

Driving through Tawas City, Mr. Knight 
was stopped by a motorcycle patrolman and 
escorted to the Chamber of Commerce 
Building where a large crowd had as 
sembled, including city officials and the 
chief of police. 

Thinking they had unknowingly broken 
some traffic regulation, the Knight family 
was agreeably surprised when they were 
informed that they had just become “The 
Toast of Tawas City,” and were presented 
with more than 40 gifts, given a dinner, 
overnight lodging, a fishing trip on Lake 
Huron, a sight-seeing tour, free oil and gas 
for their car and a replica of a Tawas City 
bank containing a quantity of silver coins— 
all because of Mr. Knight’s careful driving 
through the tourist-crowded streets of the 
town. 

“For a guy who can’t even win at cards, 
this certainly was a new and delightful 
experience,” declared Mr. Knight. His 
family agreed. 
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Diamond Cleaving and Gift Wrapping Feats 
Highlight Program of Ohio RJA Convention 


New products of some 40 manufacturers 
and wholesalers were displayed at the 29th 
annual convention of the Ohio Retail 
Jewelers Association held September 14-15 
at the Deshler-Wallick Hotel in Columbus. 
The program arranged by Clarence Moses, 
executive director of the association, was 
designed to give visiting retailers plenty of 
time to visit the exhibits as well as attend 
the many interesting business sessions. 

First speaker on the convention program 
was H. Paul Juergens, president of Juer- 
sens & Andersen Co., Chicago, certified 
semologist and expert on colored stones. 
Speaking as only a man who knows and 
loves gemstones can speak, Mr. Juergens 
eave a most interesting talk not only on the 
origin and technical aspects of colored 
stones but also on how to display and sell 
them. Pointing out that their sale should 


H. PAUL JUERGENS 


Juergens & 
Andersen Co., 
Chicago, /I/i. 


Tells Jewelers 
How to Display 
and Sell Colored 

Stones 


by George Kaplan of Lazare Kaplan & Son, 
New York. Before getting into the cutting 
of the seven-carat diamond, Mr. Kaplan 
gave his audience an excellent inside view 
of the production end of the diamond busi- 
ness, taking them through every step from 
the rough to the finished product. Explain- 
ing his actions as he went along, he then 
prepared the diamond for cleaving and 
after successfully performing the operation 
passed the stone around the audience for 
inspection. 

The Monday morning business session 
was devoted to a forum on general prob- 
lems facing the retail jeweler today, with 
Carleton G. Broer, of Broer-Freeman Co., 
Toledo, leading the discussion panel. Fea- 
tured speakers were Samuel R. Zickerman, 
director of dealer relations for the Gruen 
Watch Co., and Joseph Barg, executive di- 
rector of the Cincinnati and Dayton Jewel- 
ers Associations. Mr. Zickerman explained 
the Gruen guarantee policy and what it 
means to the retail jeweler. Drawing from 
his experience as a successful retail jeweler 
for the past 23 years, he also gave his audi- 
ence some sound merchandising advice. Mr. 
Barg discussed the necessity for rules of 
accuracy in presenting jewelry store mer- 
chandise to the public and told of the great 
success achieved by the Greater Cincinnati 
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Exclusive Distribution of 
“Miss Vanity” Boxed Ladies 
Jewelry Is Now Available. 


We Also Distribute All Nationally 
Known Lines of Jewelry and Clocks. 


THE D. JACOBS SONS CO. 
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Retail Jewelers Association in controlling 
objectionable store advertising. 

The annual banquet was held on Mon- 
day evening in the Hall of Mirrors with 
Lester Thomas, retiring president, acting 
as toastmaster. He introduced the new 
president, Howard T. Evans of Urbana, and 
anyone present can attest to the fact that 





complement the jewelers’ diamond _busi- 
ness, he said the retailer should sell va- 
riety in colored gemstones just like variety 
is sold in clothing, books or anything else. 
Mr. Juergens cautioned his audience on 
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the importance of lapidary work in con- 
nection with colored gemstones as the work 
can make an attractive stone out of poor 
material and conversely a poor piece of 
merchandise out of good material. 

Next speaker at the Sunday business ses- 
sion was Delbert E. Williams, vice presi- 
dent, Southeastern region, American Na- 
tional Retail Jewelers Association, who dis- 
cussed the activities of the national organi- 
zation. He said that ANRJA is still deter- 
mined to continue the fight against jewelry 
excise taxes and will do so when the time 
is opportune. 

The gift wrapping clinic conducted by 
Tom O’Brien. district sales manager of the 
Minnesota Mining & Mfg. Co., proved to 
the audience that with a little practice 
every jeweler can add this goodwill build- 
ing feature to his store operation. Mr. 
O’Brien gave a brief explanation of the 
manufacturing process involved in the mak- 
ing of some of their ribbons like Sasheen, 
Lacelon and Decorette and then followed 
with a visual gift wrapping demonstration. 
Each person in the audience received an 
explanatory folder which permitted them 
to follow Mr. O’Brien’s demonstration with 
ease, 

The Sunday evening business session pro- 
vided a feature not likely to be found on 
state convention programs. This was the 
actual demonstration of diamond cleaving 
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Howard more than arose to the occasion. 





Lester Thomas (second from left), retiring 
president of the Ohio RJA, hands gavel to 
Howard T. Evans (third from right), newly- 
elected head of the organization. Other 
officers in the photo are Hugh N. Beattie 
(left), secretary; Olin Pritchard (second 
from right), treasurer, and Clarence Moses 
(right), executive director. 


In addition to Mr. Evans, other officers 
elected were: Lester Bonwell, Painesville, 
vice president; Hugh N. Beattie, Cleveland, 
secretary; Olin Pritchard, Wooster, trea- 
surer, and Clarence Moses, Cleveland, ex- 
ecutive director. 

Named as directors were: William Kahn, 
Columbus; Warren Basinger, Lima; Ed- 
ward Spitznagel, Cincinnati; H. M. Bene- 
dict, Delaware; Mrs. Jane Kampf, Cincin- 
nati; Mrs. C. S. Johns, Berea, and Roy 
Klever, Bowling Green. 
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FREE! CATALOG 
Money-Maker For You! 
Write today for our latest 
82 page illustrated catalog 
of the fastest selling RKe- 
ligious Jewelry and Novelty 
line ever offered. No com- 
petition. Amazingly low 
prices. Tremendous profits, 
Don’t miss this opportunity. 
Write today.. 


STEPHEN PRODUCTS CO. 
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WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 











EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 











TEDMAN IMPORTING CO. 


225 Fifth Ave. Suite 829 
New York 10, New York 
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MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
COALPORT Bone China and Earthenware 
Royal CAULDON Bone China and Earthenware 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 














CRYSTAL by BRODEGAARD 


IMPORTS—from Sweden—Stemware, Vases, Bowls 
AMERICAN MADE—Stemware and Drinking Accessories 
Send for new illustrated catalog 
R. F. BRODEGAARD & CO., Inc. 
225 FIFTH AVENUE NEW YORK 10, N. Y. 
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CULTURED PEARLS 


Illustrated brochure on request for complete 
line of pearl jewelry. 


EMPRESS PEARL SYNDICATE 
euptanmendiiesainen 
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Send today for your FREE copy of New 
issue of "GEMOGRAM." A booklet which 
will aid you in selling and merchandising 
fine colored stones. 

FINE RUBIES — EMERALDS — SAPPHIRES 


GEORGE C. HOUSTON 
220 W. Sth St. Los Angeles 13, Calff. 
MUtual 1872 
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TOYO PEARL CO. 
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The West Coast 


q Abandoning the jewelry business for the 
entertainment field is Lynn Willis, who at 
one time operated a jewelry store on 
Hollywood Blvd., Hollywood, Calif. He is 
currently appearing as a vocalist and piano 
stylist at the world-famous Kings Restau- 
rant in Hollywood. His father, Mac Willis, 
operates a Hollywood jewelry store at 7512 
Sunset Blvd. 


q A. H. Sonnedecker, who for many years 
operated a jewelry store in Los Angeles, 
opened a new store September Ist at 1606 
Broadway, Denver, Colo., where he is now 
residing. His Los Angeles store has been 
taken over by Gilbert B. Kinsey, veteran 
jeweler of that city. 

q Kay Jewelers, a national jewelry chain, 
opened its 90th store September 29th in 
Lakewood, Calif., a suburban development 
of Long Beach. Located at 5208 N. Pep- 
perwood Ave., the store is managed by 
A. F. Kessler. 

q Charles A. Davis, who for the past nine 
years was chief watchmaker for Van Deu- 
sen’s Jewelry Store in Santa Ana, has pur- 
chased Noack’s Jewelry Store in Laguna 
Beach. Davis has completely remodeled 
the store and has changed its name to 
Davis’ Jewelers. 

q Lester Helms, for the past five years con- 
nected with Almquist Jewelers at 4334 
Crenshaw Blvd., Los Angeles, has pur- 
chased Wells Jewelers at 4332 Degnan 
Blvd., in Leimert Park, Los Angeles 
suburb. Helms has completely remodeled 
the Leimert Park store. 

q Karel Pappie recently opened offices for 
Forstner Creations and Forstner Chain Co. 
of New York at 448 S. Hill St., Los An- 
geles. Pappie has been with the two com- 
panies for the past 14 years. 

q James Newell has purchased the Weber 
& Cullop Jewelry Store at 4954 S. Hunting- 
ton Drive, Los Angeles. The operation is 








to be henceforth known as Newell Jewel. 
ers. 

q Sam Robinson, for many years connecteq 
with Lawson Jewelers in the Los Angeles 
area, recently opened his own store jp 
the Garden Square shopping district of 
Garden Grove, Calif. 


q Stanley Schaffer, owner of Schaffer 
Jewelers, has transferred his Los Angeles 
store from 6679 Hollywood Blvd. to 107 N. 
Brand Ave., Glendale. Schaffer had been 
in business in Hollywood for the past seven 
years. 

q William S. Doll, manufacturer and de. 
signer of fine jewelry, has moved his retai] 
store to 6679 Hollywood Blvd., Los Ap. 
geles, where he has expanded his selling 
space. Doll was formerly located at 1642 
N. Cherokee St. 

q W. C. and E. L. Schindler, retail jewel. 
ers of Redlands, Calif., have moved from 
15 Fifth St. to 13 E. State St. where they 
have tripled their selling area and com. 
pletely renovated their operation. 

q A. W. Bryant, for many years located in 
Pomona, Calif., has taken over Smith’s 
Jewelry Store in Ontario, Calif. Smith, who 
operated the store for the past 40 years, 
passed away several months ago. 





Arvin Announces Plans to 
Fair Trade Electric Housewares 


Arvin electric housewares will be “fair 
traded” in all states where fair trade laws 
apply, according to an announcement made 
September 25th by Gordon T. Ritter, di- 
rector of sales for this division of Arvin 
Industries, Inc. 

Announcement to all Arvin distributors 
and dealers that Arvin electric housewares 
must be fair traded in all fair trade states 
—jinterstate as well as intrastate—has al- 
ready gone out, Mr. Ritter added. 

He stated that it is Arvin’s opinion that 
fair trade practices definitely help to 
stimulate fair business competition and 
are of great assistance to small retailers. 





First AGS Study-Conclave 
Draws Attendance of 70 


Approximately 70 jewelers attended the 
two-day study-conclave presented for the 
first time by the American Gem Society 
on August 21-22 at the Biltmore Hotel, 
Los Angeles. 

The conclave, which followed the annual 
convention of the California Retail Jewel- 
ers Association, featured as speakers: Wil- 
liam Bender, public relations consultant; 
Lester B. Benson, direcfor of resident 
training, Gemological Institute of America; 
Richard T. Liddicoat, Jr., executive director 
of GIA, and Alfred L. Woodill, executive 
director of AGS. 

Study sessions covered new developments 
in the treatment, manufacturing and test- 
ing of gems; the application of a standard 
grading system in diamond buying; com- 
munity relations; the benefits of gemology 
in everyday selling; a system of pricing 
colored stones; the significance of various 
inclusions in gemstones; and _ cultured 





pearls, propagation, grading and identifica- 
tion. Laboratory instructions relevant to the 
study sessions was included in the program. 





Representative group attending the first 
study-conclave of the American Gem So- 
ciety held recently in Los Angeles are, left 
to right: Mark Freshman, Salt Lake City, 
Utah; Don Christensen, Las Vegas, Nev.; 
Dean Richards, Phoenix, Ariz.; Kenneth 
Keigler, Idaho Falls, Idaho; Neele S. Barner, 
Los Angeles, and — Heighes, San Diego, 
Calif. 
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November 
9—Executive Board of Retail Jewelers 
Associations of Greater New York, Annual 
Dinner-Dance, Hotel Astor, New York. 


9.26—Manufacturing Jewelers Sales As- 
sociates, Jewelry Showing for Wholesalers, 
Sheraton-Biltmore Hotel, Providence, R. I. 

14—Boston Jewelers Club, Annual 
Meeting and Beefsteak Dinner, Hotel 
Statler, Boston, Mass. 


January, 1953 
8-16——Associated Glass & Pottery Manu- 
facturers Association, Hotel William Penn, 
Pittsburgh, Pa. 
8-16—Keystone China and Gift Show, 
Hotel Fort Pitt, Pittsburgh, Pa. 


10—Chicago Jewelers Association, An- 
nual Banquet, Conrad Hilton Hotel 
(formerly The Stevens), Chicago, III. 


11-l6—New York Lamp Show, Hotel 
New Yorker, New York. 

18-21—-Southeastern China, Glass and 
Gift Show, Atlanta Municipal Auditorium, 
Atlanta, Ga. 

18-23—California Gift Show, Brack 
Shops, Western Merchandise Mart, Alex- 
andria and Biltmore Hotels, Los Angeles, 
Calif. 

24—Twenty-Four Karat Club of the 
City of New York, Annual Banquet, Wal- 
dorf-Astoria Hotel, New York. 

25-28—Washington Gift Show, 
Willard, Washington, D. C. 

25-29—Mid-Winter Market Week Show, 
Parker House, Boston, Mass. 


Hotel 





February 

1-4—China, Glass, Gift, Stationery, Toy, 
Jewelry and Housewares Show, Civic Audi- 
torium, Palace, St. Francis, and Sir Francis 
Drake Hotels, San Francisco, Calif. 

2-13—-Chicago Gift Show, La Salle Ho- 
tel and Palmer House, Chicago, III. 

8-10—Pacific Northwest Jewelers Con- 
vention, Seattle, Wash. 

15-16—Texas Retail Jewelers Associa- 
tion, Annual Convention, Adolphus Hotel, 
Dallas, Texas. 

15-18—Pacific Northwest Show, Olympic 
and New Washington Hotels and Terminal 
Sales Building, Seattle, Wash. 

15-19—Allied Gift & Jewelry Show, Ho- 
tel Adolphus, Dallas, Texas. 

22-25—Portland Gift Show, Public Au- 
ditorium, the Plaza and Benson Hotels, 
Portland, Ore. 

23-27—New York Gift Show, Hotels 
Statler and New Yorker, New York. 


March 

1—Illinois Retail Jewelers Association, 
Annual Convention, Hotel Abraham Lin- 
coln, Springfield, II. 

1-4—Denver Gift and Jewelry Show, Ho- 
tel Albany, Denver, Colo. 

1-5—Detroit Gift Show, Hotels Statler 
and Sheraton-Cadillac, Detroit, Mich. 

9-13—Boston Gift Show, Statler Hotel, 
Boston, Mass. 

22-25—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 


April 
8—Massachusetts and Rhode Island Re- 
tail Jewelers Association, Annual Conven- 
tion, Parker House, Boston, Mass. 


May 
3-5—New York State Retail Jewelers 
Association, 44th Annual Convention, 
Utica, N. Y. 
3-5-—Virginia-North Carolina Retail 
Jewelers joint convention, Hotel Natural 
Bridge, Natural Bridge, Va. 





STATEMENT OF THE OWNERSHIP, 
MANAGEMENT, AND CIRCULATION RE- 
QUIRED BY THE ACT OF CONGRESS OF 
AUGUST 24, 1912, AS AMENDED BY THE 
ACTS OF MARCH 3, 1933, AND JULY 2, 
1946 (Title 39, United States Code, Section 
233) OF THE JEWELERS’ CIRCULAR-KEY- 
STONE, PUBLISHED MONTHLY AT PHILA- 
DELPHIA, PA., FOR NOVEMBER, 1952. 

1, The names and addresses of the publisher, 
editor, managing editor, and business man- 
agers are: Publisher, Chilton Company, Inc., 
100 East 42nd St., New York 17, N. Y.:; Editor, 
Lansford F. King, 100 East 42nd St., New 
York 17, N. Y.; Managing Editor, none; Busi- 
ness Manager, P. M. Fahrendorf, 100 East 
42nd St., New York 17, N. Y. 

2. The owner is: (If owned by a corpora- 
tion, its name and address must be stated and 
also immediately thereunder the names and 
addresses of stockholders owning or holding 
one per cent or more of total amount of stock. 
If not owned by a corporation, the names and 
addresses of the individual owners must be 
given. If owned by a partnership or other un- 
Incorporated firm, its name and address, as 
well as that of each individual member, must 
be given.) Holders of more than one per cent 
of the capital stock outstanding of Chilton 
Company: Mary M. Acton, 260 Sycamore Ave- 
nue, Merion Station, Pa.; Mrs. Beulah Fahren- 
dorf, 59 Drake Road, Scarsdale, New York; 
Dorothy S. Johnson, 1115 Fifth Avenue, New 
York, N. Y.; Mabel M. Musselman, 260 Syca- 
more Avenue, Merion Station, Pa.; John Blair 
Moffett, 1608 Walnut Street, Philadelphia, Pa. 
—Agent for J. Howard Pew, J. N. Pew, Jr., 
Mabel P. Myrin, Mary Ethel Pew; Ethel G. 
Breen, Trustee u-w of Charles W. Anderson, 
Old Greenwich, Conn.—Beneficiaries: Robert 
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C. Anderson, Percival E. Anderson, Charles W. 
Anderson, Jr., Annie L. Clark; Elizabeth J. 
Bailey and Ellwood B. Chapman, Trustee 
Estate of James Artman, Deceased, 930 Real 
Estate Trust Building, Philadelphia, Pa.— 
Beneficiaries: Franklin Artman, Vera Watters, 
Alvin C. Artman, Elizabeth J. Artman, Marion 
A. Pratt, George H. Pratt, by assignment, 
Edwin Moll, by assignment; Frederick S. Sly, 
149-40 35th Avenue, Flushing, Long Island, 
New York; Mabel M. Musselman, Mary M. 
Acton & John Blair Moffett, Trustees u-w 
of Clarence A. Musselman, Deceased, 1608 Wal- 
nut Street, Philadelphia, Pa.; Charlotte M. 
at ge 160 E. 48th Street, New York, New 
ork. 

3. The known bondholders, mortgagees, and 
other security holders owning or holding one 
per cent or more of total amount of bonds, 
mortgages, or other securities are: None. 

4. Paragraphs two and three include, in 
cases where the stockholder or security holder 
appears upon the books of the company as 
trustee or in any other fiduciary relation, the 
name of the person or corporation for whom 
such trustee is acting; also the statements in 
the two paragraphs show the affiant’s full 
knowledge and belief as to the circumstances 
and conditions under which stockholders and 
security holders who do not appear upon the 
books of the company as trustees, hold stock 
and securities in a capacity other than that of 


a bona fide owner. 
P. M. Fahrendorf 

(Signature of editor, publisher, business man- 
ager, or owner.) 

Sworn to and subscribed before me this 10th 
day of September, 1952. 
[SEAL] Mae E. Gatzenmeier 
(My commission expires March 30, 1954.) 
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New Swiss Wateh Calibers 


Suown here are the newest watch calibers (movements) supplementing 
those in Part One of the Official Catalogue of Swiss Watch Repair Parts. The page 
number appearing in the upper right hand corner of each box is a guide to the page 
in the catalogue where similar size calibers are shown. 

It is recommended that this and the December issues of JC-K be retained in your 
library for future reference. 

Movements appearing in Part One of the Catalogue are those of the Ebauches 
factories. 
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The remainder of the new watch 
movements will be published in the 
December issue of The Jewelers’ 
Circular-Keystone 
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Liston,- Son! 


I'W AS GOOD A WATCHMAKER 
AS YOU ARE... ANY DAY 


Yep, I came up the hard way. ‘Tackled some 
tough turnips in my time. But now I look 


back on the hours I sweated ... then more 
hours when the watches came back to be 
regulated ... and time IS money! 


Thought I knew everything about watch- 
making ’til I got one of those new-fangled 
watch-testing gadgets. Then I _ learned 
plenty. Folks started telling others about the 
machine. Work started piling in and, believe 
it or not, I can handle it all in less time .. . 
better work, too! And come-backs are about 
“nil.” Now, get this! The extra profit more 
than meets the time payments. 7’hat means 
money in the bank! 





The one I got is called the WatchMaster. 
Y’see, I figured it as a “one-time” invest- 
ment, so might as well get the best. 
How best? Well, pal, just look one over. 
Note the quality of the electronic parts, 
the husky construction of every detail, the 
“sealed-in” accuracy for unchanging pre- 
7 cision, summer or winter. See the clear “‘dot”’ 
records, easy for rate reading, dependable 
| for watch analysis. 


ea 


To ee 


Have one of them fellows let you try one 
| on some of your watches. Tell ’em I sug- 


gested it. Just write on a postal, “George 
says I should have a WatchMaster demon- 
More WatchMasters are being stration . . . and no obligation either.” Send 


sold than all other watch . oe aa ; ae - 
deainen: aati anette it to American lime Products, Inc., 580 


inns: deatiiieliin sm: snbeittie sis Fifth Avenue, New York 36. Be smart. Get 
There is! It’s the BEST. it off, today. : 


ee ee Tee oe ee yee a vo cm 
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g ACQUERIN G SILVER—What should we use, and how, 
to lacquer silver-plated hollowware? (Question No. 
6194) L. H. 

Answer—You can buy the proper lacquer from 
almost any dealer in jewelers’ supplies. If, however, your 
regular dealer cannot serve you, we suggest that you 
write E. I. DuPont de Nemours Co., Inc., Wilmington, 
Delaware, addressing your letter— “Attention, Finishes 
Department.” The DuPont Company is the largest manu- 
facturer of lacquers for every purpose and they would 
advise you on the proper material to use and where you 
could obtain it, possibly in your own city. 

As to applying lacquer, if you have a large quantity 
of work to do, it would probably be best to buy the type 
called “dipping lacquer” in which the work is briefly 
immersed and then set up to drain off the surplus lacquer 
before the coating hardens. This requires a large quantity 
of lacquer but saves a great deal of time in doing the 
work. If you have only an occasional job or only a few 
pieces at a time to do, it is more economical to use the 
type called “brushing lacquer” which is “painted” on the 
articles after they have been cleaned or polished. 


BSOLETE PARTS—Can you tell me addresses of any 

firms that stock replacement parts for clocks that 

are ra.cd “obsolete” by manufacturers, who have in- 

formed me that clocks are so considered after the models 

have been in market for 10 years. (Question No. 6195) 
A. L. N. 

A nswer—You would probably find such parts avail- 
able oftener in stocks of material dealers, than from clock 
manufacturers. Write to any of the material houses whose 
advertisements you will see in THE JEWELERS’ CIRCULAR- 
KrysTONE. Of course, certain parts will be found impos- 
sible to obtain. If the job is on.a clock that is particu- 
larly valued by its owner, such as an heirloom timepiece, 
any part needed can be made to order by trade-shops 
specializing in this work, whose addresses can also be 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


found in our advertising columns. Made-to-order parts 
are, of course, usually. costly, but not too much so for 
restoration of clocks that are treasured by the owners 
and the customer is always pleased with this kind of 
service. 


wae FUZEE—Why are fuzees used in ships’ 

chronometers, but not in the very highest grade of 
pocket watches? I mean, in watches for the “Tiffany” 
type of trade, “money no object?” (Question No. 6196) 
C. L. &. 

Answer—tThe point implied in your question is well 
taken, as far as cost of making watches goes. But to 
accommodate an effective fuzee, a watch would have to 
be made larger and thicker than would meet the present 
demands of purchasers for smaller and thinner watches, 
which applies even to pocket watches, so fuzees are not 
used, 


LASTIC WORKING—I would like information on 

materials and tools, and where to buy them, for mak- 
ing plastic jewelry in a small way. (Question No. 6197) 
M. A. 


Answer—tThe impression your letter gives us is that 
you have in mind the making of an occasional single 
piece of work of some sort, out of one of the “plastic” 
substances like Lucite, Vinylite, etc., one of the varieties 
of synthetic resin that are used for so many of the articles 
now sold by jewelers. You can obtain raw material for 
this kind of work from E. I. Dupont Nemours, Inc., 
Plastics Department, Indusirial Division, Arlington, 
N. J. This firm makes “plastic” materials in many forms 
such as sheets, rods, tubes, etc., so you may be able to 
buy stock forms of transparent or colored materials that 
would reduce the amount of tool-working necessary. 


As to tools, unless you wish to go into manufacturing 
in a big way, producing hundreds or thousands of the 
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| e Protect your health 





, Let my “Lungs” 
breathe your dusts! 
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e Keep clothing and workshop clean 
e Recover precious metals 


e Get faster, better grinding 
and polishing 


HE Leiman high-suction system acts as power- 
ful “lungs”, removing all dangerous grinding 
dusts and polishing particles at the source. Sur- 
roundings are clean and safe for you and your 
workers. Put in a modern, inexpensive Leiman 


| LEIMAN 


“ALL-IN-ONE’’ UNIT 


MODEL 47F. Needs only 18 x 
29 inches floor space. Ideal 
for small shop, small work or 
restricted space. Has 1/3 
h.p. motor for wheels or buffs 
up to 4°’. Also Y% h.p. in- 
terior motor, suction fans and 
dust collectors. Adjustable 
dust hoods have wet pumice 
pans and electric light sock- 
ets. Very quiet running. May 
be used with your own polish- 
ing motor. Plugs into any 


GRINDER-POLISHER 
DUST COLLECTOR 
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MODEL A. Needs only 2 x 4 
foot floor space. Top produc- 
tion machine for all classes of 
jewelry and silver work. Ac- 
commodates two wheels or 
buffs up to 8°*. Dust hoods, 
with electric light sockets. 
Available either with '/2 h.p., 
110 volt motor or 1 h.p., 220 
volt motor. Two dust collect- 
ing cabinets permit separate 
collection of gold, platinum 
or other dust for recovery. 


“all-in-one” unit and enjoy dependable protection 
and production for years and years. 





WRITE FOR FREE DETAILED BULLETIN show- 
ing various models and prices. No obligation. 





standard 110 volt outlet. 

















171 Christie S?. 
Newark 5, N. J. 











SALESMEN 
WANTED 


Excellent opportunity with a na- 
tional organization for experienced 
salesmen having a solid following. 





Liberal drawing account against 
commissions for right men accus- 
tomed to top earnings. 





Established territories with active 
accounts available. 


State lines carried, territory cov- 
ered, background, references. Re- 
plies in confidence. 


Box 'A., 2807,” care 
THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd Street New York 17, N. Y. 
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RETAILS FOR $3.95 
% doz. $14.22; 1 doz. up $24.00 per 
doz. Shipped prepaid if check with 
order. No C. O. D. (6 doz. shipped 
open account to D&B rated stores.) 














Everybody Wants A % 
TREASURE DOME 


Sensational demand. Makes old watches 









modern, useful timepfeces . . . glorifies 
medals. Nationally advertised. Market test- 
ed, sales proven, presold. 80% of customers 
have heirloom watches. Gain goodwill, 
repair jobs with Treasure Domes. Proud 
possession, perfect gift. DuPont Lucite 
Dome. Ebony, mahogany, blonde wood 
bases. Impulse item. Display with watch; 


see them sell. 


CAROL BEATTY CO., Dept. 33 
635 S. Kenmore Ave., Los Angeles 5, Calif. aa 


























~ THIS DISPLAY 
, WILL SELL FOR YOU! 


CADIE 


‘‘Jeweler’s rouge is in the cloth’’ 


i 
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JEWELER’S ROUGE 
POLISHING CLOTH 
SILVERWARE 


Beautifully packaged in gleaming silver 
and blue box with matching display car- 
ton. A natural companion and gift item 
wherever silverware or jewelry is sold. 


No. DS 50 $3.60 per doz. Retail Price 50¢ 
No. DS 100 $7.20 per doz. Retail Price $1.00 


CADIE CHEMICAL PRODUCTS, Inc. 
549 West 132nd Street, New York 27, N. Y. 








same piece of merchandise, the suitable tools would be 
simply those customarily in use by watchmakers and 
jewelers such as saws, files, drills, lathe and jewelers’ 
polishing lathe with buffs and abrasives for grinding and 
polishing. Addresses of dealers in these can be had from 
advertisements in our pages. Naturally, if you would 
explain more fully what you have in mind to make, we 
could probably advise you more specifically about how 
to do the work. 


OLISHING COINS—Would like advice on how to 

clean and polish large quantities of silver coins, and 
how to keep them bright, untarnished. (Question No. 
6198) J. H. 

Answer—Our answer should depend upon definite 
information as to how large a quantity of coins is to be 
treated, and perhaps also on how much of a charge your 
customer would be able to pay for the service, because 
this would indicate whether it would be better for you 
to invest in equipment for electro-chemical cleaning of 
the coins, or to use the equipment and processes cus- 
tomary in an average retail jewelry shop. 

If the quantity of work and charges for it would 
justify considerable outlay for doing the work efficiently, 
we suggest that you write to: R. B. Martie Co., 54 W. 21st 
St., New York 10, N. Y.; Albert Pick Co., 2159 Pershing 
Road, Chicago 9, Ill.; and/or Ralph Mernit, Inc., 157 
Hudson St., New York 13, N. Y., and ask for quotations 
on outfits such as these firms make up for restaurants or 
institutions for process-cleaning and polishing of large 
quantities of silverware. But if such an investment is 
found to be unjustifiable, then better use what you do 
for cleaning your silver stock—immersion of the coins 
in cyanide solution for removing tarnish, and your 
polishing lathe for any pieces that this does not suffice 
for. After cleaning, tarnish can be prevented for a long 
time by keeping silver in bags of, or boxes lined with, 
the anti-tarnish cloth made by Pacific Mills, 214 Church 
St., New York 13, N. Y., who would give you the address 


of their nearest distributor. 


LOCK WEIGHT—Is there a formula through which 
the correct size of a missing clock weight can be 
determined? (Question No. 6199) S. G. 
Answer—There is no way of figuring this mathemati- 
cally, that can be practically applied in the matter of 
determining the amount of weight for replacing a missing 
driving weight in a clock. The practical procedure may 
be as follows: First, see that the clock movement is in 
absolutely good order; the pivots, bearings, and depthing 
of the train, the escapement and the pendulum or balance 
should be checked to see that everything functions with 
mechanical efficiéncy and without waste of power. Then. 
hanging a box or can of any convenient dimensions on 
the weight-pulley, fill this gradually with lead shot, sand, 
bits of metal, or anything that will allow gradual increase 
of weight up to the point where the amount of weight 
in the box will operate the clock mechanism with proper 
effect, in keeping the pendulum swinging on each side 
somewhat farther than the point at which “drop” occurs 
in the escapement. Then, you can have a permanent 
weight cast or machined to correspond with the amount 
of weight determined as above explained. 
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pee ALLOY—What type of alloy, and why 
percentage of alloy, is used in jewelers’ hard pally. 
dium? (Question No. 6200) A. R. 
Answer—The metal used for melting in with pal. 
ladium to harden it suitably for wearing in the form of 
jewelry, is ruthenium, which is, as well as palladiyy 
itself, one of the six metals classified together as the 
platinum group. Somewhat of an oddity, in the field of 
alloyed metals used for jewelry, is the fact that palladium 
used in the jewelry trade is almost a proprietary matter, 
The alloy was developed and promoted as a jewelr; 
metal almost exclusively by Baker & Co., Inc., 113 Astor 
Street, Newark, N. J. In fact the technical practic¢ 
relating to making the alloy recently introduced and gen. 
erally called “jewelry palladium,” has not as yet become 
a matter of general trade-knowledge, and for informa. 
tion about alloy-percentages, we suggest that you write 
to the Baker firm. 


OLLER HOLE—I have a watch that seems to have 

had put in a roller table with hole too small to hold 

a wide enough jewel pin to work right in the escapement; 

otherwise it is O. K. How should I enlarge the hole? 
(Question No. 6201) K. H. A. 

Answer—File a piece of soft steel to a slight taper. 
File one side of this flat, almost to the axial center of 
the steel pin. Use this as a lap, with oilstone powder and 
oil, to grind the hole in the roller large enough to 
accommodate the correct-size of jewel-pin. 


EFINISHING DIAL—Would like to know a method 

I could use in refinishing the brass dial of an astro- 
nomical regulator, to restore the finish perfectly as when 
new. (Question No. 6202) T. D. 

Answer—First the old remaining coating silver, and 
the remaining old black filling in the numerals and gradu- 
ations of the dial must be removed. What to use for this 
depends on what kind of enamel is in the engraving. How- 
ever, probably whatever it is, it can be gotten out by laying 
the dial in a pan and cover it with denatured alcohol. 
This should dissolve out or soften the old enamel. The 
process can be hastened if found necessary by brushing 
with a stiff bristle or brass wire scratch-brush. Next, 
scour the plane of the dial, with emery paper held on a 
block of wood. Use coarse emery first, and one or more 
grades successively finer, until the silver has disappeared. 
The emery-paper block last used should be moved in 
straight lines across the dial; this will produce a fine even 
“line finish” on the brass. 

For resilvering the brass, mix equal parts of chloride 
of silver and cream of tartar with water to a medium-thick 
paste. Rub the cleaned brass with a cloth or sponge 
dipped in the paste and keep on until the entire surface 
is fully whitened with silver. Sometimes the silvering can 
be improved in appearance by a final light rubbing with 
a cloth-covered wood block dipped in dry prepared chalk. 
“whiting,” or other fine-grained dry abrasive powder. 
The blackening of numerals, etc., can be done with 
Dupont “Flat Black” enamel, applied with suitable sizes 
of finest artists’ water-color brushes. It might be well to 
practice this first on the dial before cleaning it as skill 1s 
called for in this enameling. 
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Ronson Counter Cabinet 
is Flourescent-Lighted 





Ronson’s new counter cabinet, C-9, is 
fluorescent-lighted and contains two re- 
movable compartmented trays designed to 
hold 20 pocket lighters, three combinations, 
and one penciliter. Display space is also 
provided for nine table and desk lighters. 

The C-9 measures 17” wide, 10” deep, 
and 18” high. The merchandise accom- 
panying this cabinet will include the first 
shipments of the new Ronson compressed 
fuel lighters. It is available on a special 
basis and may be obtained through Ronson 
wholesale distributors. 


Community Announces 
"Modern Living Set 





In time for Thanksgiving and Christmas 
is Community’s “Modern Living Set” com- 
plete with matching two-piece salad serving 
set and gravy ladle, a 55-piece service for 
eight, and mahogany finish chest. 

The Modern Living Set will be adver- 
tised nationally and jewelers will be sup- 
plied with free newspaper mats. 
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Religious Articles Catalog 
Released by Whitaker Co. 


F. Whitaker Co., 50 Aleppo St., Provi- 
dence, R. I., announces the release of a 
new religious articles catalog. The 34-page 
catalog contains illustrations and descrip- 
tions, advertising aids, helpful informa- 
tion, etc. This catalog is now being dis- 
tributed. 


Waltham Watch Resumes 
National Advertising 


For the first time since 1948, the re- 
organized 102-year-old Waltham Watch Co. 
is returning to national advertising and 
merchandising, Teviah Sachs, president, 
announced recently. Mr. Sachs said he 
and his management were “convinced that 
national advertising and a full-scale market- 
ing and merchandising program was essen- 
tial to the company’s success.” 
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Waltham has developed its advertising- 
merchandising campaign around the theme 
“First American Watch.” Full page ads 
of the catalog type will appear in Life, 
Holiday and Esquire, and half-pages in 
Saturday Evening Post and Collier’s. 

In addition, Waltham will supply free 
mat services, point-of-sale displays and 
sponsor an incentive contest for the 252 
salesmen employed by Waltham’s whole- 
sale distributors. 


Appliances Should Be Seen 
As Well As Utilized 


“Show off your household appliances,” 
say the editors of Today’s Woman, who 
selected an Osterizer liquefier-blender as 
important kitchen equipment. Today's 


Woman built recessed wall compartments 
for the special purpose of storing the Oster- 
izer—at the same time displaying it—with 
other essential appliances and cookbooks. 





Compact Display Case 
Designed for Norma Pencils 





This display case by Norma Pencil Corp. 
provides dealers with an effective point-of- 
sale aid. Constructed of glass and wood this 
case is compact, measuring 7%” in height, 
91%” in width and 10” in depth. It is 
equipped with a removable Caress velvet 
tray which is fitted to take eight Norma 
Multikolor Pencils and two containers of 
leads. 

The upper section of the case shows the 
Norma gift package. For further informa- 
tion write Dealers Service Department, 
Norma Pencil Corp., 137 W. 14 St., New 
York 11, N. Y. 


"Bridal Ring’ Fixture 
Designed for Glass Doors 








National Wholesale Jewelers Inc., 2 E. 
7th St., Cincinnati, Ohio, has created a 
unique “Bridal Ring” door handle. The 
“ring” is made of solid cast bronze and 
the “diamond” is bright chrome plated. 
It fits standard “Herculite” and “Tufflex” 
tempered glass doors. It is simply at- 
tached by two screws. 
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Record-Breaking Volume of Dealer Aids Available 


‘Manufacturers of Jewelry and Allied Lines Backing-up Biggest 
Pre-Christmas Advertising Campaign in History of the Industry 


Recognizing the importance of follow- 
through on national advertising at the retail 
level, wide-awake merchants will make use of 
this identifying tie-in material so that desires 
created by national advertising are satisfied 
in their stores. 





Newspaper Mat Service 
Released for Wyler Dealers 


A comprehensive mat service for retail 
jewelers has been released by the Wyler 
Watch Agency. Planned after a careful sur- 
vey of the retail advertising practices of 
jewelry stores, the new service is designed 
for maximum flexibility. Although all the 
ads are either one or two columns in width, 
in keeping with the needs of most dealers, 
the various elements can be lifted from the 
mats to make up larger size ads when re- 
quired. 


Featured is the Wyler Incaflex balance 
wheel, guaranteed for the life of the watch. 
Water-resistant and automatic models get a 
strong play in this new service. Also in- 
cluded are radio spot announcements, 
slides, etc. 





Longines Ad Campaign Set 
For Fall and Winter Seasons 





During the Fall and Winter season, the 
Longines-Wittnauer Watch Co. will adver- 
tise its products on a larger scale than ever 
before. The TV campaign leads off with 
the Longines Chronoscope, being viewed 
three times each week. The annual holiday 
television festivals will again be telecast on 
Thanksgiving Day and again on Christmas. 
On radio, the Longines Symphonette con- 
tinues to be heard every Sunday over the 
CBS radio network. Supplementing this TV 
and radio advertising, mechandising ads 
will reach millions of readers of the na- 
tion’s most popular magazines. 


Above, the corps de ballet is shown in 
this scene from Longines-Wittnauer’s an- 
nual holiday festival television program, 
telecast on Thanksgiving and Christmas 
over the full CBS television network. 
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Holiday Promotional Aids 
Ready for Keepsake Dealers 
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During the traditional Christmas “en- 
gagement” season, Keepsake dealers are 
being sent two exclusive dealer aids. These 
promotional helps are the complete news- 
paper mat service, which provides a wide 
selection of material for an intensive cam- 
aign of diamond ring advertising in local 
newspapers. 

For the diamond counter, the new Keep- 
sake Guarantee Certificate Plaque provides 
a sales-clincher at the point-of-purchase. 
The replica of the Keepsake guarantee is 
mounted in a wood frame. 





Christmas Display Unit 

Features Universal Products 
Universal’s multi-color, life-sized, walk- 

around “Gift House” Christmas display 


features an assortment of Universal electric 
housewares. This colorful display, which 








dealers will receive free with every $175 
merchandise purchase, is 57” from base to 
chimney top. In sparkling holiday colors it 
has a 32 x 16 inch table top which holds 
the full line of Universal products. 





Life Ad Spearheads 
Feature Ring Promotion 


Henry Peterson, president of the Feature 
Ring Co., Inc., reports that the firm's 
Christmas promotion will be spearheaded 
by an ad in Life magazine, and followed 
up by ads in other publications. The Life 
promotion is featured with a complete kit 
of merchandising aids, including counter 
cards, blow-ups, Life darts, and Life ring 
plugs. 

In addition, Feature Ring has prepared 
a special newspaper ad mat service, illus- 
trating many of the new Feature Ring 
styles. 





Elgin Folders Describe 
Christmas Selling Aids 


To help retailers in their Christmas 
merchandising plans, the Elgin National 
Watch Co. is mailing to its dealers two 
folders which describe and _ illustrate the 
company’s material aids. One folder, “How 
to start your Christmas selling earlier,” in- 
cludes samples of newspaper mats, window 
streamers, display cards and store pen- 
nants. 
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The second folder describes the 1952 
Elgin Christmas display kit, which includes 
one crystafoam centerpiece, and four crysta- 
foam side cards. The kit, shown above, 
costs dealers $7.95. 





Christmas Displays Catalog 
Issued by Adler-Jones Co. 


A 24-page guide to Christmas displays 
and decorations has just been published by 
Adler-Jones Co., creators and manufac- 
turers of Chicago. It presents a complete 
range of lighted units, sprays, garlands, 
vines, plaques, deer cut-outs, Santas, 
wreaths, trees, panoramas and animated 
attractions. In addition, a host of yuletide 
ornaments and novelties are offered. 

The guide also illustrates complete set- 
tings showing how to achieve the most 
interesting, festive effects. Copies of this 
catalog are available without charge. Direct 
requests to Adler-Jones Co., Dept. JCK, 521 
So. Wabash Ave., Chicago 5, IIl. 
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Christmas Mat Service 
Prepared for Benrus Dealers 


The Benrus Watch Co. has issued a new 
1952 Christmas mat service to its dealers, 
built around the theme “The Dealer De- 
signed Mat Service,” and created as a 
result of a survey of 1,176 retail jewelry 
stores. This survey has indicated the need 
for a combination of dynamic ads, watch 
merchandising, mail order ads, etc. 

In this service jewelers will have 47 
black-and-white and two-color ads that are 
designed to increase store traffic and stimu- 
late sales. In addition, the 1952 Benrus 
Christmas Service contains two full-color 
window streamers, spot commercials, etc. 
Benrus dealers who have not received their 
copies or would like additional ones, may 
write to Harvey M. Bond, Benrus adver- 
tising director, 200 Hudson St., New York. 





Apex Readies Complete 
Sales Promotion Service 

Apex Accessories Co., Inc., has just 
completed a new mat service on Apex 
Quadra-Flex expansion watch bracelets for 
ladies and men. It includes one, two and 
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three column mat ads, illustrations of indi- 
vidual bracelets, newspaper publicity re- 
leases, radio spot scripts, direct mail ma- 
terial, window and counter displays, etc. 
This sales promotion service is available 
free through Apex authorized wholesale 
distributors. 


Sheaffer Offers Special 
Holiday Gift Promotion 


A-special Christmas promotion featur 
ing the Sheaffer Fineline pen and pencil 
ensemble in attractive plastic stockings 
hung from a miniature Christmas tree will 
be available to dealers throughout the 


country for the holiday buying season. 


F. E. Troy, Sheaffer’s merchandising 
manager, said the Christmas tree, which is 
valued at $23.50, and the transparent 
plastic stockings will be included with each 


order of 200 Fineline ensembles, which re- 


tail for $3.75. The tree is approximately 30 
inches tall and is complete with miniature 


electric candles that light up. 
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Elgin American Offers Motion Display for Christmas Selling 





One of Elgin American's. Christmas merchandising aids is this motion display which is 
powered by a flashlight battery. It can be set up anywhere and includes a banner with 
white copy, white flock base and steps for displaying gift items, etc. The unit is 21!/" 
wide, 16" high, and 7!4" deep. The dealer's cost of $8.50 is offset with gratis merchandise. 





Farrington Jewelry Boxes «4 
Featured in National Ads 


In November and December the Farring- 
ton Mfg. Co., Boston, Mass., will run an 
intensive national advertising campaign 
on jewelry boxes. Full-color, half-page 
ads will appear in Seventeen, Today’s 
Woman, Saturday Evening Post, etc. 

In this advertising Farrington will un- 
veil to Christmas gift-shoppers four jewelry 
boxes. For point-of-sale promotion, the 
company has created a counter and win- 
dow display unit called the Farrington 
“Showcase Theater.” 





Christmas Display Catalog 
Published by Stensgaard 


W. L. Stensgaard and Associates, Inc., 
has published its 1952 Christmas catalog. 
The 16-page catalog illustrates and de- 
scribes the extensive display offerings of 
Stensgaard, including Santa and deer fig- 
ures, display attractions inspired by Walt 
Disney, etc. 

For a free copy of the 1952 Christmas 
Catalog, write to W. L. Stensgaard and 
Associates, Inc., 346 North Justine St., 
Chicago 7, IIl. 





National Ad Program 
Set for ‘Ora Originals’ 


Agnini and Singer, Chicago, announces 
the first national advertising campaign in 
its history promoting the “Ora Originals” 
line of costume jewelry. Ads are scheduled 
for the pre-Christmas issues of Harper’s 
Bazaar and Vogue. Emphasis will be 
placed on the “Ora Originals” trademark 
and readers will be directed to look for the 
trademark when buying fine costume 
jewelry. 





Lunt Brochure Lists 
Holiday Sales Ideas 


Facts and ideas to help jewelers increase 
sterling flatware sales during the Christmas 
season are included in Lunt Silversmiths’ 
new brochure. Also included in the bro- 
chure are details of the firm’s selling aids; 
newspaper mats, a display unit, “gift 
selectors,” and direct mailing pieces. 





Christmas Mat Book 
Published by Gruen 





Pointing a way to more holiday, sales is 
this Christmas mat book recently published 
by The Gruen Watch Co. The book, sup- 
plementing a selection of lay-away mats 
issued earlier, was mailed out to Gruen 
dealers in a special Christmas package in- 
cluding window displays and cards. 
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Neptune Sales Message 
Reaches National Audience 





The Neptune Cultured Pearl sales mes- 
sage is now heard by six million people 
each week over 310 Mutual stations. 

Above, Red Benson, M. C. of the “Take 
a Number” program which carries the 
Neptune message, shakes hands with Mar- 
vin Greenhut, right, sales and promotion 
manager of the Neptune Cultured Pearl 
Synicate. 


Croton Begins Distribution 
Of New Series of Watches 


Croton Watch Co. announces that it 
has begun distributing watches under the 
name of Croton Nivada. This is a com- 
bination of the Croton Watch Co. and 
Nivada, S. A. of Grenchen, Switzerland, 
manufacturers of quality timepieces. 

The first series of watches put out under 
this trademark and distributed among cus- 
tomers of Croton Watch Co. are the 
Croton Nivada Incabloc ladies’ watches. 


Karlan & Bleicher Announces 
Free Mat and Electro Service 


Karlan & Bleicher, 188 W. 4th St., New 
York, manufacturers of Perfect Rings and 
Findings, has announced a new mat and 
electro service that is available at no cost 
to wholesalers and jobbers. 

For illustration purposes, all rings are 
shown fully mounted. Electros are recom- 
mended for uze by jobbers and wholesalers 
in the preparation of their own catalogs 
and direct mail literature. Mats are recom- 
mended for use by jobbers’ and _ whole- 
salers’ customers in the preparation of their 
newspaper advertising. 





The matched set illustrated above is one 
of the many numbers available in Karlan 
& Bleicher’s latest merchandising service. 
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Appeal to Voters Made 
By Imperial Pearl Contest 


Realizing the importance of getting every 
eligible voter out on November 4, the Im- 
perial Pearl Syndicate is offering over 
$5,000 worth of cultured pearl items in a 
contest, the proceeds of which will go to the 
Damon Runyon Memorial Fund for Cancer 
Research. It is being conducted on the 
Kate Smth NBC-TYV show, from 4 to 5 PM 
every afternoon Monday through Friday. 

Contestants are asked to state in 25 
words or less, “Why It Is Important For 
Me To Vote on November 4.” All entries 
must be accompanied by $1 or more in 
order to be eligible. 


Engraving Sample Book 
Available to Jewelers 


Will Ecker & Co., 414 North 12th Blvd., 
St. Louis 1, Mo., has brought out a new 
Sample Book showing the very finest in 
steel engraved wedding invitations, thank- 
you notes, party invitations, etc. 

This Sample Book exhibits a quality 
which will interest those customers desiring 
the finest in craftsmanship. The contents 





include: engraving style selector, wedding 
paper sizes, proper wordings information, 
etc. Jewelers who order this Sample Book 
make no investment and carry no inventory 
—all orders are made from the book and 
sent to the Ecker Co. The jeweler’s profit 
is 3311/3 per cent and the Ecker Co. pays 
transportation charges on merchandise se- 
lected from the book. Address all inquiries 
to the manufacturer. 





Merchandising Aids Ready 
For Arvin Radio and TV Sets 


Plenty of local promotional and mer- 
chandising material will be made _ avail- 
able to dealers for development of their 
radio and television business during the 
fall and winter, James-M. Jewell, adver- 
tising manager of Arvin Industries, Inc., 
has announced. 

This includes special banners, pennants 
and strips for both radio and television 
promotion, and special streamers for the 
Arvin Sleepy-timer clock radio, portables 
and rainbow radios. Special display racks 
for the three radios are ,also being made 
available. 











Hamilton Watch Oil 
Set for Distribution 





PML #79 watch oil, newest product of 
Hamflton’s research laboratories, is being 
introduced in this convenient package. The 
container includes a glass oil cup in aq 
plastic holder and an oil dispenser in the 
bottle cap. 

The new oil has been tested by indepen. 
dent watchmakers and it has been proven 
satisfactory, according to Hamilton, for 
use in all sizes of movements. 


"Get Out the Vote’ Campaign 
Prepared for Gorham Dealers 


Gorham Co. dealers have an opportunity 
to gain community interest plus increased 
sales this election year as a result of the 
“Get Out the Vote” advertising and mer- 
chandising campaign launched by The 
Gorham Co. 

In cooperation with local League of 
Women Voters groups, dealers are setting 
up Gorham “Get Out the Vote” head- 
quarters at key traffic points in_ their 
stores. Offered to the community and 
customers are free, helpful information 
on voting procedure and “do-it-yourself” 
diagrams of Gorham’s “Cracker Barrel” 
buffet table setting and “Political Hash” 
recipe, featuring sterling flatware patterns 
and hollowware. 





Rolfs' Counter Case 
Ready for Distribution 


Rolfs, West Bend, Indiana, is making 
available a deluxe wood-glass counter case 
which presents billfolds like jewel-boxed 
merchandise. 





The case is in a smart two-toned gray. 
The panel, flocked to a velvet finish and 
also in a gray tone, provides recessed wells 
to hold the merchandise and to impart 
jewel presentation. A removable tray in the 
back holds all open stock. Cost is $7.50. 
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Vast Diamond Campaign 
Prepared by De Beers 


De Beers Consolidated Mines, Ltd., is 
beginning a new 12-month campaign for 
diamonds which will use color ads in major 
magazines, trade publications, publicity 
channels, many dealer aids and a color film 
for the 16-millimeter circuit. N. W. Ayer & 
Son is the agency. 

An engagement diamond series consisting 
of eight full-color bleed pages is scheduled 
for Look, Life, and The Saturday Evening 
Post. A fashion series of six full-color bleed 
pages will be published in Vogue and 
Harper’s Bazaar. 

Many dealer aids will be produced and 
distributed, including window and counter 
cards and booklets. Among the latter will 
be continued use of the booklet titled “The 
Day You Buy a Diamond” and the use of 
about three million mailing pieces to en- 
courage the purchase of diamond engage- 
ment rings by couples who deferred buying 
a suitable ring before they were married. 





Holmes & Edwards Chest 
Displays Five Patterns 


A new “Collection Chest” by Holmes & 
Edwards combines all five of the company’s 
patterns with a standard 52-piece service 
for eight. Both regular and viande-type 
knife and fork sets in each of the patterns 
are displayed in the top half of the chest, 
with pattern names printed above each. 





Available to dealers in both mahogany 
or blonde wood finish, the chests are equip- 
ped with display panes which fit over both 
inside sections. The stery of Holmes & 
Edwards’ Sterling Inlaid process, a com- 
plete listing of contents in the standard 
service and .its retail price of $74.95 are 
printed on the panes. 


— —_--—— 


Silver Restoration Service 
Explained in New Booklet 


The Andover Silver Co., Inc., has pub- 
lished a 12-page booklet on “Silver Res- 
toration Service and The A-B-C Manual 
of Estimating Silver Plating and Repair 
Jobs.” The aim of this booklet is to en- 
able the jeweler to give a price on “90 
per cent of the pieces that are brought 
into his store for refinishing.” 

By using the manual, the jeweler can 
give a customer a definite price in a mat- 
ter of seconds. Retail prices are shown 
in the price chart of the manual. For a 
free copy, write to Andover Silver Co.. 
Inc., 26 Essex St. Andover, Mass. 
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Television Spot Films 
Available to A.S.R. Dealers 








Ann Russel, gift consultant and one of 
television’s top saleswomen, is featured in 
29 one minute TV spot commercials advo- 
cating the purchase of A. S. R. Ascot 
Lighters. These TV film shorts spotlight 
the Florentine Dagger lighter, the Heritage 
and Pagoda table lighters and the Ascot 
Windproof and Standard pocket models. 

These TV films are available without 
charge to all A. S. R. retailers for use on 
local stations. 





Cory and Fresh‘nd-Aire 
Sales Forces Consolidated 


J. W. Alsdorf, president of Cory Corp., 
manufacturers of Cory, Fresh’nd-Aire and 
Nicro household appliances, has announced 
plans for the immediate consolidation of 
the Cory and Fresh’nd-Aire national sales 
organizations. 

The sales of Fresh’nd-Aire air treatment 
products were previously handled through 
manufacturers sales representatives. In the 
future all of the products will be sold by 
the Cory full time national field selling 
organization. 


Display Unit Designed 
For Speidel Idents 
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The Speidel “triple-sell'' display unit fea- 

tures identification bracelets for men and 

women. The new unit displays the Catalina 

style for women, a popular curb chain style 

for men, and a ladies’ bracelet in the Rain- 
drop design. 





inetediaiea . — 








Advancement in Tea Making 
Seen in ‘Teakoe Teamaker’ 


A new method of making tea, which ex- 
perts call “the first real advance in tea mak- 
ing in over 1,000 years,” has been intro- 
duced by Teamakers, Inc., 35 E. Wacker 
Drive, Chicago. Called the Teakoe Tea- 
maker, the new product features a patented 
removable stainless steel infuser that con- 
trols the brewing operation and gives uni- 
form results every time. 

Two models of the Teakoe Teamaker 
have been designed. One, with bow! of heat 
resistant Pyrex glass and stainless steel 
protective shell, has eight-cup capacity and 
is priced to retail at $6.95. A second model 
is made entirely of highly polished stainless 
steel, with Pyrex glass liner, and is insu- 
lated with Fiberglas that keeps the contents 
hot for an hour or more. Retail price is 
$16.95. 


Helbros to Participate 
In National TV Show 


The Helbros Watch Co. has contracted to 
become a participant on “The Big Payoff,” 
an NBC network TV show, appearing Mon- 
day through Friday, at 3 to 3:30 PM. Hel- 
bros watches are modelled and displayed 
by the show’s hostess, Bess Myerson, former 
“Miss America.” Outstanding cover girls 
of America will also model and present the 
Helbros watches to winning contestants. 





Above, Bess Myerson is presented a gold 
Helbros watch by Harry E. Fischer, adver- 
tising manager of Helbros Watch Co., New 
York. 


Sheaffer's ‘Snorkel’ Pen 
To Get Record Ad Push 


The Sheaffer Pen Co.’s new “Snorkel” 
pen, claimed to be the first practical mess- 
proof fountain pen, is getting the biggest 
advertising push in the pen company’s 
history. A total of 202 Sunday newspaper 
supplements and magazines, with combined 
circulations of more than 90,000,000, will 
be used to announce the “Snorkel,” accord- 
ing to Grant F. Olson, Sheaffer’s director 
of advertising. 

Network television will also be used in 
the initial drive. Sheaffer will sponsor 
three half-hour portions of NBC’s “Show 
of Shows,” starring Imogene Coca and Sid 
Caesar. Dates are October 4, November 1. 
and December 13. 
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Cadie Silverware Cloth 








muerminiite 
Needs No Paste or Liquid 

The Cadie Chemical Products, Inc., 549 Ne ws of Pp erson nel 
W. 132 St., New York, is offering to the 





trade its “Cadie Twin” jeweler’s rouge 





cloth for silverware. It requires no paste or 
liquid, since the silver polish and jewelers 


rouge are right in the cloths. The combina- 
tion package contains two cloths. 


and the extra large set, 40” x 15”, at $1. 





Tropic-Aire Announces New 
Electric Blanket Line 


Tropic-Aire, Inc., subsidiary of McGraw 
Electric Co., has announced a completely 
new line of Tropic-Aire automatic electric 
blankets. The new blanket line has been 
completely engineered and developed by 
the McGraw Electric Co. and will be sold 
by the same sales organization as_ the 
famous “Toastmaster” toaster. 


Sessions Clock Names Lapham 


The Sessions Clock Co. has appointed 
Douglas A. Lapham as sales manager of 
the Clock Division. Mr. Lapham was form- 
erly with Booz, Allen and Hamilton as 
sales and merchandising consultant for 
clients in a wide range of industries, and 
also has served as assistant general sales 
manager for all Silex products. 


Mannequin Bride Display 
Introduced by Mautner 





Made of sturdy rubber, the above 24” 
mannequin bride is attached to a firm base. 
It is colored in the same realistic quality 
as life-size mannequins, with soft air brush- 
ing to blend subtle tones. This display has 
adjustable arms, making it easy to undress. 

Gowned in high quality bridal satin 
with lace trim, the display is available for 


immediate delivery at $27.50 each from The 
Mautner Co., Inc., 20 W. 47 St. New 


York 36, N. Y. 
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The 
24” x 11” size combination retails at $.50 








John Wallace, formerly sales manager 
of Fresh’nd-Aire Co., a product division of 
Cory Corp., has just been advanced to the 
position of midwest division sales manager 
of Cory Corp., Chicago manufacturers of 
Cory, Nicro, and Fresh’nd-Aire home appli- 
ances. 

In his new position, Mr. Wallace will 
supervise the activities of the Cory regional 
sales force people headquartering in De- 
troit, Chicago, Milwaukee, Minneapolis, St. 
Paul and Omaha. 

It was also announced that Edwin M. 
Crawford, Jr., has been appointed territory 
manager of northern Texas and the com- 
plete state of New Mexico for Corp Corp. 
Mr. Crawford will headquarter in Dallas, 
Texas. | 





JOHN WALLACE 
Cory 


ABE STARK 
Improved Seamless 


The Improved Seamless Wire Co. of 
Providence, Rhode Island, has announced 
the appointment of Abe Stark as its New 
York and New Jersey area representative. 
Mr. Stark has been associated with the 
jewelry industry in both the manufacturing 
and selling ends since 1931. 








H. F. SCHICKEDANZ 
Herschede 


Oo. E. BOROWSKI 
Herschede 


Robert H. Herschede, vice president jn 
charge of sales of the Herschede Hall 
Clock Co., Cincinnati, announces the ap- 
pointment of two new salesmen. They are 
Otto E. Borowski, who will call on dis. 
tributors and retailers in New England, 
eastern Pennsylvania and south to Wash- 
ington, D. C., and Howard F. Schicke- 
danz, who will cover Illinois, Wisconsin, 
Minnesota, North and South Dakota and 
northern Iowa territories. 





J. & H. Alexander, manufacturer’s agent, 
has been appointed representative of Trend 
line of clocks. This line consists of both 
wall and table models in mahogany and 
Salem finishes. The company is located at 
225 Fifth Avenue, New York. 





Pennwood Numerchron Co., Pittsburgh, 
Pennsylvania, announces that it will now 
be represented on the East Coast by 
Edward I. Shurack, with offices at 230 
Fifth Ave., New York. 





Jeweler's Name Imprinted 
On Silver Polish Bottles 


Jewelers looking for an appropriate gift 
item to give customers will appreciate 
Sterlon Silver Polish. Packed in a special 
8 oz. gift bottle, the jeweler’s name and 
address is imprinted on the label. Packed 
72 bottles per carton, the jeweler’s cost is 
$.35 per bottle, F.O.B. New York. The 
minimum order when imprinting jeweler’s 
name is 144 bottles. 

Sterlon Silver Polish is a quality polish 
which removes tarnish instantly and 
polishes to a very high lustre at the same 
time. Both duties are accomplished with- 
out waiting for polish to dry. 


"Fall Roundup’ Promotion 
For General Mills Appliances 


General Mills has announced plans for a 
“Fall Roundup” appliance promotion. In- 
cluded are a $10,970 “Tell-it-to-Betty- 
Crocker” consumer contest and _ national 
advertising in magazines and in 13] key 
city newspapers. In addition, there are new 
displays for the Tru-Heat iron and the 
steam ironing attachment and the General 
Mills’ Automatic Toaster. 
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Westinghouse Sales Drive 
Underway for Appliances 


An intensive sales drive tied to the 
company’s “Pick the Winner” political de- 
bate series over CBS radio and television 
networks is now underway for appliance 
specialties by the Westinghouse Electric 
Appliance Division. 

Climaxing a three million dollar pro- 
gram of political coverage, the drive to 
promote sales of electric housewares, fans, 
etc., will continue up to and _ including 
election night returns over the same net- 
works, reports R. M. Oliver, appliance 
specialties manager. 





Robot Time Issues 
New Watch Catalog 


Robot Time, Inc., 580 Fifth Ave., New 
York, has made available to jewelers on 
request a catalog and counter book. The 
28 pages show 147 watches and provide 
suggested retail prices. 

In addition to diamond watches, chrono- 
graphs, calendar and_ water-resistant 
watches, a complete showing of styles in 
rolled gold plate, gold filled and 14K is 


made. 


THE JEWELERS’ CIRCULAR-KEYSTONE 











ITE NTS Lee aye yet oe 


Anson Display Features 
Men's Gold Jewelry Line 





New merchandise and display units have 
been created by Anson to help jewelers 
capitalize on the coming Christmas season. 
One of the many units, shown above, fea- 
tures 1OK gold jewelry for men. 

All of Anson’s jewelry for men will be 
backed by an extensive advertising cam- 
paign in the November and December is- 
sues of Life. 


Magazine Advertising Backs 
Oneida Community Sterling 


Oneida Community (O) (C) Sterling’s 
two new patterns, Engagement and Mel- 
bourne, will be backed by extensive maga- 
zine advertising in House Beautiful, House 
& Garden, Living for Young Homemakers, 
etc. With the purchase of 2 six-piece place 
settings in each pattern, the company is 
making a special introductory offer: a two 
plaque display unit which holds 2 six- 
piece settings. 

Oneida Community Sterling is also mak- 
ing available a series of newspaper mats. 


imported Gift Box 
Holds Kreisler Jewelry 


A dual purpose display aid and gift box, 
suited for Christmas gift promotion, has 
been made available to retail jewelers by 
the Jacques Kreisler Mfg. Corp. It is the 
“Florentine Gift Box,” a genuine leather 
men’s jewelry box imported from Florence, 
Italy. Designed to increase the gift value of 
men’s jewelry, the box will be given to the 
customer at no extra charge with the pur- 
chase of Kreisler cuff links and matching 
tie bar. 





Kreisler also has made available to 
jewelers a colorful, three dimensional 
counter display in which the gift boxes 
may be shown. 
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‘Largest Ad Campaign Ever" 
Prepared for Mido Watches 


The Christmas advertising campaign for 
the Mido Multifort Super - Automatic 
watch will be the largest in its history, 
according to Louis Aisenstein & Bros., 
Inc., sole U. S. distributors. The campaign 
will consist of full-page ads in The Satur- 
day Evening Post, Life, and the “New 
York Times Magazine.” These ads stress 
the fact that Mido is the “torture-tested” 
watch. 

In addition to national advertising, a 
complete set of point-of-sale material is 
available to all Mido authorized dealers. 
This includes displays, enclosures, dealer 
ads, etc. 


Add-A-Diamond Promotion 
Launched by Arnstein Bros. 


A new display unit has been offered to 
retail jewelers in connection with the Arn- 
stein Bros. & Co. “Diamond Daisy Chain” 
promotion. The gold-filled snake chain 
contains a center diamond in a 14K gold 
setting. It retails at $57.50. 








By adding 14K gold centers, each con- 
taining a diamond, the bracelet eventually 
becomes a chain of diamonds. The display 
unit, a combination of blue velvet and 
blonde wood, holds one center stone and 
three bracelets. A slot in the back of 
the unit allows seasonal display cards to 
be inserted. Arnstein Bros. is also offer- 
ing mats, stuffers and other sales aids in 
connection with this promotion. 


Gotham Match Books 
Win Advertising Award 


The Ollendorff Watch Co., Inc., manu- 
facturers of Gotham Watches, has won 
the book match industry’s first annual 
“Joshua” award for “distinguished use of 
book match advertising.” 

The Gotham match books are die-cut 
in the shape of watches and are offered 
to Gotham dealers in two styles: one die- 
cut as a ladies’ watch, the other as a 
man’s watch. Both styles are printed in 
four colors and supplied to the dealer 
with his name and address imprinted on 


the backs. 





Gemex Displayer Ties-In 
With National Ad Program 





Retailers who order one Gemex Rhap- 
sody lady’s band and one man’s Brigand 
band will receive free the above colored 
display unit. This is a dealer sales aid 
which ties-in with Gemex’ national maga- 
zine and TV campaigns. 


Eterna Christmas Promotion 


Dr. Rudolph Schild-Comtesse, director 
general of the Eterna Watch Co., New 
York and Grenchen, Switzerland, has an- 
nounced his firm’s holiday promotional 
plans designed to help the retail jeweler 
increase his sales of Eterna-Matics during 
the coming Christmas season. 
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The promotion schedule includes maga- 
zine consumer ads; cooperative newspaper 
jeweler tie-in ads; publicity promotions; 
and carefully planned merchandising ef- 
forts stressing displays, posters, counter 
cards (see photo above), direct mail let- 
ters, and a 16 millimeter film, “The Art 
of Time,” all available free of charge. 





An unprecedented amount of Christ- 
mas merchandising support has been 
placed at the disposal of jewelers by 
manufacturers. This support includes, 
apart from national advertising, dis- 
play units, newspaper maf services, 
radio and TV spot commercials, etc. 
To be certain that you are aware of 
the complete extent of the material 
available to you, re-check recent issues 


of JC-K. 
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Special Notices 


“Situation Wanted”—Regular type only $1.50 
first 25 words; additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
cents per word. 

“Help Wanted”—*“Lines Wanted” and “Side 

Lines”—regular type $3.00 first 25 words, Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 
All other headings—regular type $6.00 first 
25 words; additional words, 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclesed. Remittance with order. 

Not subject to agency commission. 


Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month. 


To avoid unnecessary correspondence men- 
tien your location in the advertisement. 


All answers will be directed care Jewelers’ 
Cirgular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of re endati 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 
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FIRST class jewelry jobber, stone setter 
and engraver ; long experience; best ref- 
erences. Address “P., 1070,” care J C-K. 





NEWARK, N. J. connection wanted by 
highly qualified salesman desiring posi- 
tion with reputable retail firm. Address 
“R., 1106,” care J C-K. 





GENERAL manager-supervisor, complete 
knowledge volume credit jewelry stores; 
location immaterial. Address “M., 1105,” 
care J C-K. 





WANT a job as watchmaker; have had 
10 years’ experience; $100 per week; 
locality: Georgia, Alabama, Tennessee, 
Florida. Jack Grant, Rocky Face, Ga. 





BOOKKEEPER, accounting background, 
handle every phase of office routine; 
very capable; top references. Address 
“H., 1101,” care J C-K. 





MANAGER; credit jewelry, 19 years’ ex- 
perience covering all phases of volume, 
promotional operation; will locate any- 
where. Address “L., 1102,” care J C-K. 





WATCHMAKER, jeweler, diamond setter, 
disabled vet, seeks permanent position 
with reliable firm; prefers work in Man- 
hattan or the Bronx. Dayton 9-3671, 
or Ludlow 9-8110, N. Y. 





WATCHMAKER;; fine accurate workman, 
with 30 years of experience, who times 
closely, is seeking position with estab- 
rok concern. Address “‘C., 1035,’ care 
J C-K. 





YOUNG woman, fully experienced in 
manufacturing and jobbing lines, prefers 
manufacturing; full charge gold office, 
stock, repairs; good at figures, etc. ; New 
York. Address “A., 1083,’’ care J C-K. 





DIAMONDS; lady, 25 years’ experi- 
ence in all phases of diamond sort- 
ing, grading and general jewelry 
work; will relocate. Address “W.., 


1132,” care J C-K. 





EXECUTIVE; 10 years top experience in 
aggressive borax chain; sales, promo- 
tions, installment credits, collections, 
etc. ; college graduate, accounting 
trained; Mid-west only. Address “E., 
1057,” care J C-K. 





INCOMPARABLE experience, sales-build- 
ing record with independent, chain, ma- 
jor department store; buying, selling, 
managerial; diamonds, watches, silver- 
ware, jewelry; now San Francisco. Ad- 
dress ‘“‘K., 1063,” care J C-K. 





BOOKKEEPER-ACCOUNTANT; credits, 
collections, Own correspondence; also 
orders, production; unusually capable; 
accustomed heavy responsibility ; broad 
experience and most outstanding record. 
Address “G., 1097,” care J C-K. 





CAPABLE, trustworthy, young woman; 
relieve employer some responsibilities; 
experienced jewelry, diamond lines, im- 
ports; handle merchandise, _ selling 
ability; charge books, correspondence. 
Address “L., 1032,” care J C-K. 





ENGRAVER, desires permanent position 
in high class store; many vears’ ex- 
perience in lettering, monogram, carv- 
ing, chasing, relief and ornamental work, 
ring sizing and minor repairs. Address 
“R., 930,"" care J C-K. 





WATCHMAKER, first class, age 25, pres- 
ently employed: five years bench experi- 
ence; dependable; best recommenda- 
tions ; automatics, calendar and chrono- 
graphs; desires position with . oppor- 
tunity ; Long Island preferred. Address 
“Y., 1133,” care J C-K. 





FINE master watchmaker, married, have 
pleasing personality, congenial and a 
gentleman; good salesman, accurate 
workmanship; 32 years’ experience at 
bench; finest references; available im- 
mediately. D. Duffield, P. O. Box 5026, 
Trivillage Sta., Columbus 12, Ohio. 





MASTER watchmaker, chronograph tech- 
nician, light jewelry repair, 20 years’ 
experience; 42; sober; reliable; desires 
job, or lease repair department, pro- 
gressive concern in South; minimum 
salary $85 weekly. Address “B., 927,” 
care J C-K. 





DIAMOND setter and jeweler, finished 
mechanic ; set any size or shape precious 
or semi-precious stones; special order 
and repairing in platinum, palladium 
and gold; 24 years’ experience, depend- 
able and conscientious; age 41 and mar- 
ried; desires position in retail store. 
Address “C., 1055,” care J C-K. 





MANAGER, retail jewelry, age 35, married 
and two children, 15 years’ experience, 
eight years in cash type store and seven 
years in credit store; good salesman, 
and window trimmer; experienced in 
buying, credits and collections, also 
camera and optical departments; desires 
permanent connection with reliable firm 
offering incentive and good future. Ad- 
dress “S., 945,’ care J C-K. 





MANAGER, 45, experienced in all 
phases of retail jewelry, credits, col- 
lections, personnel training, success- 
ful salesman, exponent of suggestive 
selling, estimator of watch and jew- 
elry repairs, window trim and dis- 
play, seeks permanent connection 
with aggressive and emotional sound 
organization in New York, New Jer- 
sey, Connecticut, Rhode Island, 
Pennsylvania; salary $125 per week. 


Address “F., 1019.”’ care J C-K. 








Lines Wanted 





PACIFIC Coast representative, with fol- 
lowing, desires lines for jobbing trade; 
costume jewelry preferred. Address “D., 
1056,” care J C-K. 


WANTED; line or lines, by experienced 
salesman having good contacts With 
jewelers and department store trade jp 
Midwest, with headquarters in St. Louis 
Address “B., 1014,’ care J C-K, 
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PACIFIC COAST salesman, wel] known 
and establsihed, desires line 14K jewe. 
ry, genuine stones, or platinum line fo, 
es os. Address “F., 2608,” care 
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SALESMAN; selling jewelry supply job- 
bers, chain stores, watch importers jp 
New York City, and Detroit to Boston 
seeks additional line. Address “y' 
1078,’’ care J C-K bs 





SALESMAN; familiar all types of mer. 
chandise, seeking reputable line to 
wholesalers ; extensive following in New 
York City and throughout East. Ag. 
dress “T., 1075,” care J C-K. 








MANUFACTURERS’ representative, head- 
quarters in San Francisco, can handle 
additional line, either silver or medium 
priced jewelry; presently calling on 
jewelry and department store outlets. 
Address “M., 1033,” care J C-K. 











SALESMAN; Southern states; call on 
jewelry, gift and department stores with 
fine line of ladies’ vanities; wants non- 
conflicting line; only a top line, well 
established, will be considered. Address 
“B., 1082,” care J C-K. 








(I reside in Dallas); for past 14 years 
have covered best jewelry, department 
stores through Louisiana, Texas, Okla- 
homa, Arkansas; know the best buyers; 
A-1 references; what have you to offer. 
Address “S., 1074,’ care J C-K. 





SALESMAN, who has long established fol- 
lowing among wholesalers, jobbers and 
chain stores, in Mid-West and Pacific 
Coast, desires to represent reliable 
manufacturer of ladies’ gold and plati- 
num rings, ete. Address “D., 1093,” 
care J C-K. 





MANUFACTURER’S representative with 
strong following among jewelry pre- 
mium and novelty wholesalers through- 
out South and Southwest, desirous of 
line of gold plated goods and promo- 
tional items. Address ‘H., 1121,” care 

C-K. 





SALESMAN, with Chicago office, cover- 
ing the Midwest, good following amongst 
wholesale jewelers, premium jobbers and 
catalog houses; open for lines for next 
season from rated manufacturers. Ad- 
dress Circular 258, Room 1415, Hey- 
worth Bldg., Chicago 2. 





SALESMAN, available January 1953, has 
good following amongst retail jewelers 
in all Boroughs New York City and 
Long Island; a credit to any sales staff; 
now with leading watch and jewelry 
wholesaler. Address ‘“A., 1112,” care 

C-K. 








LINES WANTED, well Known salesman 
for nationally advertised line calling 
on wateh importers and jewelry whole- 
salers, desires additional strong lines 
for Metropolitan area; please send full 
particulars. Address “S., 1138,’ care 
J C-K. 


—— 





SALESMAN, with Chicago office; strong 
established following throughout Mid- 
west territory with jobbers, wholesalers, 
catalogue houses, chains, desires an 
established, reputable manufacturers 
line; 20 years successful general sales 
background. Address “L., 1124,” care 
J C-K. 











WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006, 
care J C-K. 


—— _.:/ 
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LINES WANTED—Continued 

















—— 


MAN; top producer in the field, 
—y long established following among 
wholesale jewelry, novelty and premium 
houses in the South and Southwest ; am 
now carrying packaged rhinestone line 
and am interested in several additional 
non-conflicting lines. Address “G., 1120, 


care J C-K. 








FACTURER’S representative, with 
wy oo office, interested in manufactur- 
er’s line of rhinestone jewelry for whole- 
sale jewelry trade, or other specialty 
items, for sundry jobbing trade for Chi- 
eago and the Middle West; finest ref- 
erences; extensive following In this ter- 
ritory. Address Circular 257, Room 
1415, Heyworth Bldg., Chicago 2. 








SALESMAN ; Chicago resident, well estab- 
lished, aggressive ; long, successful sales 
experience with result producing capa- 
bilities among department, jewelry, gift 
stores and jobbers, throughout Midwest 
territory from Pittsburgh to Kansas 
City, desires established, reputable, 
prestige manufacturer’s line, offering 
mutually profitable association; inten- 
sive coverage; only exclusive territory 
arrangement considered. Address “K., 
1123,” care J C-K. 


Sa AOE ARAN RAR Re RET RE NAAN ETS CERT 


Side Lines 

















SALESMAN wanted for the South by 
manufacturers of 14K gold bracelets and 
watch attachments. Phillip S. Singer, 
Inc., 64 W. 48th St., New York City. 








SALESMEN, covering better jewelers and 
gift shops; New England, South, Mid- 
west, West; short line of sterling and 
sterling and crystal. Address “L., 1089,” 
care J C-K. 





PACIFIC Coast salesman, to represent 
New York manufacturer of gold and 
platinum rings; commission basis; line 
long established in the trade. Address 
“P., 1043,” care J C-K. 





SALESMAN, with non-conflicting line, to 
represent a manufacturer of 14K mount- 
ing sets, wide wedding bands and fancy 
rings; to cover Mid-west territory. Ad- 
dress “‘J., 1098,” care J C-K. 





SALESMAN; Swiss watch experience, 
competitive prices; give full details and 
references in first letter; replies kept 
confidential. Address ‘“Y., 950,” care 





SALESMAN; Middle West territory open 
December 1, 1952; fine line of nationally 
advertised wrist watch straps; state full 
particulars and lines carried; 10% com- 
mission. Address ‘‘M., 1125,’’ care J C-K. 





SALES organization, Pacific Coast, repre- 
sent reputable manufacturer of watch 
straps on 15% commission basis, cater- 
ing to wholesale trade. Strap The 
be Inc., 611 Broadway, New York, 





WANTED; salesmen contacting gift and 
jewelry stores, desiring to handle solid 
brass old Dutch minatures, imported 
from Holland; commission basis. Con- 
tact, Dutch Novelties Corp., 38-07 Broad- 
way, Long Island City 3, N. Y. 


NEW YORK CITY, salesman, resident 
only wanted, with top following of 
wholesalers for $1 and $2 line: 
commission; state references and 
present lines. Address “C., 1016,” 
care J C-K. 


SALESMEN, experienced, to retailers: 
complete line gold wedding rings, dia- 
mond engagement, wedding, dinner and 
cocktail rings; established manufacturer 
with large national following ; many ter- 
yt open. Address ‘“‘W., 1051,” care 











SALESMEN wanted; excellent opportun- 
ity for top notch men with following 
among wholesalers in the South, Middle 
West and West, to sell outstanding line 
of ladies’ hand carved wedding rings, 
bridal sets and fancy rings, for well 
established manufacturer; commission 
basis; state full details. Address “N., 
968," care J C-K. 





SALESMEN; long established concern 
offers profitable, complete side lines 
of popular priced diamond rings, 
plain and engraved wedding rings to 
men with established retail follow- 
ing; inquiries treated with utmost 
confidence. Address “S., 782,” care 


J C-K. 


— 





SIDE line salesman; small specialty dia- 
mond ring line for retail trade; only 48 
bridal sets, very light to carry, abso- 
lutely different from any other diamond 
ring line; territory open: Kentucky, 
Tennessee, Mississippi, Louisiana, Okla- 
homa, Texas, Arkansas, Kansas, In- 
diana, Ohio; write for full particulars. 
Address “B., 1052,” care J C-K. 





SALESMAN, to represent manufactur- 
er of diamond rings in Middle West; 
accounts Pennsylvania to Colorado; 
line includes ladies’ diamond sets, 
men’s rings, promotional bridal 
pairs; drawing account for experi- 
enced man with following. S. Rei- 
man & Sons, 64 W. 48th St., New 
York. 





SALESMEN, all territories open ; complete 
line of nationally known popular priced 
men’s and ladies’ watch bands; manu- 
facturer’s line selling direct to retail 
trade; liberal commissions; protected 
territory; we want hustlers who will 
give us complete coverage; this side line 
should earn you no less than $5,000 per 
. Address “Box R, 1128,” care 





MANUFACTURERS’ representatives 
who maintain display rooms in Chi- 
cago, Los Angeles or San Francisco, 
and Atlanta, for representation in 
Midwest, West Coast and South re- 
spectively, can secure the line of a 
manufacturer of sterling hollowware 
of exceptional merit; state lines 
earried and experience in applica- 


tion. Address “B., 1012,” care J C-K. 


SALESMAN: side line with following 
among better jewelers and department 
stores, gift shops, ete., for imported 
cigarette boxes and cases, compacts, pill 
boxes, garnet jewelry, cigarette and 
cigar holders, lipstick holders and all 
kinds of smokers articles in sterling, 
gold filled and gold, exclusive and best 
quality; open territory; West coast and 
Southwest (Texas). Address “A.B., 
1086,”" care J C-K. 








WELL known manufacturer of mount- 
ings, wedding rings, princess and 
cluster rings, etc., selling to whole- 
salers, jobbers, chain stores and 
large users, has opening January, 
1953. for an aggressive, well estab- 
lished and known salesman in this 
field, who can produce volume busi- 
ness: territory Chicago, West, with 
established trade throughout; draw- 
ing against commission; reply and 
give full details in first letter. Ad- 
dress “K.,.965.”" care J C-K. 








Help Wanted 








WANTED; A-1 jeweler, who can repair 
and - stones. Address “V., 1461,’ care 
J C-K. 





WANTED, two A-l watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 





FOR direct importer; wanted, salesman 
well acquainted with trade using cul- 
tured pearls, necklaces, loose pearls. Ad- 
dress “G., 1021,” care J C-K. 





SALESMAN; good following of jobbers, 
for gold and platinum ring line; a good 
opportunity for an experienced man. 
Address “G., 718,” care J C-K. 


SALESMEN wanted; wedding ring and 
idents line to the small retail jewelers 
on terms; various territories open. Ad- 
dress “E., 492,” care J C-K. 








WATCHMAKER - SALESMAN, _ splendid 
opportunity, give references, stating sal- 
ary and qualifications to Edwin Freed, 
care Alpert’s, Elmira, N. Y. 





WANTED; watchmaker, nice personality, 
who can take in watch and jewelry re- 
pairs; write all particulars. Phillip’s 
Bros., Inc., Lynchburg, Va. 





WATCH  rebuilder, experienced only; 
permanent job all year around in sunny 
Florida; good salary. National Dis- 
tributing Co., 222 Calumet Bldg., Miami, 
Fla. 





WATCHMAKER wanted ; permanent posi- 
tion; old established store enjoying fine 
clientele; state experience and salary 
required. J. J. Minster & Son, 112 F. 
Main St., Elkton, Md. 





SALESMAN wanted by manufacturer to 
carry large line of gold jewelry; Mid- 
west and Southern territories; excellent 
opportunity for right man. Address “K., 
1088,” care J C-K. 





ASSISTANT manager; must be_ good 
salesman; neat; capable of trimming 
windows; steady employment; give full 
particulars and enclose photograph. 
Alan’s Jewelers, Evansville, Ind. 





GOOD jeweler, with business ability and 
capable of operating a shop of about 
eight people; American; give informa- 





tion in detail in first letter. Address 
“Q., 1049," care J C-K. 
WANTED; young, single, apprentice 


watchmaker interested in working and 
learning under fine Swiss watchmaker ; 
state starting salary wanted. Kofmeh!l 
Jewelers, Duncan, Okla. 





WATCHMAKER, experienced, one who 
does light jewelry repair; permanent 
position; give references, salary ex- 
pected and _ qualifications. Glick’s 
Jewelry, Junction City, Kans. 


ENGRAVER wanted; first class engraver ; 
lettering, monograms; steady position if 
qualified; please submit samples of 
work. Jewelers Engraving Co., 220 W. 
Fifth St., Los Angeles 13, Calif. 


JEWELER, wanted on special order work 
and production work; man with from 
15 to 20 years’ experience; $2.25 per 
hour; give full information in first 
letter. Address “B., 1071,” care J C-K. 


SALESMEN:; main or side line, full or 
part time, to sell complete line of 
highest quality watch attachments, hand 
tooled purses, billfolds and belts. Ad- 
dress “‘A., 1047,” care J C-K. 


JEWELER. who is able to do some stone 
setting: $2 per hour and bonus; give 
information on detail, married or single, 
experience and where in the past em- 
ployed. Address “V., 1048,” care J C-K. 


JEWELER: all around jewelry repair 
man for general trade work; steady em- 
ployment; state qualifications and ref- 
erences. C. W. Yuchartz, P. O. Box 
117, Pontiac, Mich. 


WANTED: combination watchmaker and 
engraver who can meet the public; ex- 
cellent salary for experienced man; send 
all details. Phillip’s Bros., Inc., Lynch- 
burg, Va. 
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SALESMAN, to carry well-known and 
established gold watch case line of 
American and Swiss cases; good oppor- 
tunity for right man; commission basis; 
give particulars first letter. Address “S., 
1107,” care J C-K. 





DIAMOND ring salesman wanted by 
well known manufacturing jeweler 
of ladies’ 14K diamond set dinner 
rings and engagement ring sets; lib- 
eral drawing. Address “G., 842,” 
eare J C-K. 





WATCHMAKER wanted: old established 
jewelry store, city of 18,000 population; 
to take charge of repair department; 
good working conditions, permanent 
position, at once. John A. Kuhn, Salis- 
bury, M 


— 





RING salesman, experienced Southern 
territory; leading diamond ring 
manufacturer desires representative 
selling better retail jewelers; state 
full particulars. Address “W., 1080,” 
care J C-K. 





AN old established firm desires connection 
with a good jeweler, age 30 to 35; a 
wonderful opportunity for a capable man 
with ability; when answering give full 
particulars. Address “Z., 1050,’ care 
J : 





SALESMAN; have permanent position 
open for jewelry salesman; if ‘inter- 
ested in coming to Southern Cali- 
fornia, send _ qualifications to, 
Arthur’s Jewelry Store, 460 E St., 


San Bernardino, Calif. 





WATCHMAKER, experienced; five day 
week; ideal working conditions. in 
Northern Ohio city; permanent job; 
state age, experience, salary expected, 
_ first letter. Address “‘R., 2165,” care 





SALESMEN manufacturer of leading 
-promotional line of sterling and sil- 
ver plated hollowware;_ several 
choice territories open; give resumé 
in strict confidence. Address “W., 


409,” care J C-K. 





COMBINATION jeweler - engraver - stone 
setter, for fine old established retail 
store; splendid working conditions; at- 
tractive city and climate; satisfactory 

e- Carpenter-Matthew, Asheville, 


- . 





GOOD, all around jeweler; some spe- 
cial order work and fine alteration 
work; permanent position in large 
Texas city; state experience, age 
and hourly pay wanted in first let- 


ter. Address “E., 1006,” care J C-K. 





EXCLUSIVE representatives wanted, with 
well established connections in jewelry 
supply line, for selling special small dia- 
mond drills and tools to jewelers; men- 
tion States wanting to cover; attractive 
profit for the right men. Address “‘L., 
1038,” care J C-K. 





WATCHMAKER, experienced and cap- 
able; permanent position with 33 
year old firm; tri-city community of 
27,000; please give qualifications, 
experience, references, and salary 


expected in first letter. C. A. Jensen, 
Jewelers, 709 First St., La Salle, Til. 





JEWELER, for work on ring sizing, bezel 
and prong jobs and stone settings, and 
one man also capable of engraving gen- 
eral lettering; steady employment year 
around ; 40 hour week; top pay. Answer 
in detail, confidential to, Post Office Box 
105, Huntington, W. Va. 





ASSISTANT sorter; young lady, familiar 
with synthetic and semi-precious colored 
stones and in giving work out to set- 
ters and polishers, sought by New York 
ring manufacturer; knowledge of dia- 
monds helpful ; in response give full par- 
ticulars. Address “E., 1018,’’ care J C-K. 





SALESMAN wanted; aggressive, experi- 
enced salesman to call on jobbers, watch 
importers and large chains throughout 
Midwest; by well established manufac- 
turer of nationally advertised line of 
10K and gold filled earrings and yatch 
cases. Address “L., 1067,” care J°C-K. 





SALESMAN, to represent a well known 
manufacturer of G.F. expansion bands; 
must know the importers, jobbers, pre- 
mium houses, etc., in New York City, 
also to cover New York State, New 
England, Pennsylvania, New Jersey, 
Baltimore and Washington, D. C. Ad- 
dress “P., 1104,” care J C-K. 





WATCHMAKER; we have two (2) 
openings for expert watchmakers in 
our fine jewelry stores in Hartford 
and Waterbury; permanent posi- 
tions; ideal working conditions; lib- 
eral salary; kindly state details. Lux, 
Bond & Green, Inc., 70 Pratt St., 
Hartford, Conn. 





DESIGNER -general manager; established, 
well rated gold watch case concern, 
seeking the services of a man with fore- 
sight and ability to create an outstand- 
ing line and take charge of factory, New 
York City; please give full particulars 
ton” Address “T., 1108,’ care 





FIRST class watchmaker; permanent job 
for right man; salary and bonus based 
on production; clean, modern, well 
lighted, year around, air conditioned 
shops; one of the oldest and largest 
jewelers in the South; give experience 
and references in first letter. Address 
“FH., 1023," care J C-K. 





SALES.manager; man with experience in 
expansion watch band sales and promo- 
tion to work in Providence, R. L., 
handling sales and advertising program, 
for quality manufacturing firm selling 
through jobbers; must have established 
following; salary open. Address “E., 
1118,’’ care J C-K. 





SALESMEN with following, by long es- 
tablished wholesale jewelers and watch 
importers selling popular priced mer- 
chandise, nationally advertised brands; 
covering Southern and Western terri- 
tories: residing in vicinity; travel by 
car; drawing against commissions; ref- 
erences. Address “R., 2622,’ care J C-K. 





SALESMAN wanted; excellent opportunity 
for top notch man with strong follow- 
ing for 1953, to represent highly re- 
garded line of diamond rings and mount- 
ings; we have been in business over 35 
years in established territories and egn- 
joy excellent reputation. Klebanoff & 
Grossman, 74 W. 46th St., N. Y. 36, 

» # 





EXPERIENCED jewelry salesmen (with 
non-conflicting lines) with good retail 
jewelry store following, wanted to repre- 
sent importers of established, up-to-date, 
low priced fine Swiss watch line; terri- 
tories open New York State, Texas and 
Middle West; we have established ac- 
counts in these territories; commission 
basis. Address “‘W., 1110,’’ care J C-K. 


WATCH salesman; experience 
salesman; must have good 
amongst jewelers; drawing against co 
mission; write in detail giving past = 
perience, qualifications and other de. 
tailed information; your reply wi) ~ 
held strictly confidential. Croton Watch 
aa aa 48 W. 48th St., New York 


d wate 
following 





————————___ 


SALESMAN wanted, to travel Ohio, Penn- 
sylvania for a dependable Wholesale 
jewelry house, to sell nationally kno 
dresser sets, sterling and plated hollow. 
ware, plated and steel flatware, chrome 
and aluminum giftware, clocks and 
many other fast moving items; no ob- 
jections one non-conflicting line. Aq. 
dress “N., 1042,” care J C-K. 








WANTED; competent watchmaker, good 


education and background; Bowman or 
Bradley trained, with five to 10 years’ 
bench experience; must be promotion. 
minded to take charge of watch repair 
department in Western Massachusetts 
jewelry store; state age, where em. 
ployed, salary expécted and _ enclose 
photo. Address “A., 1081,” care J C-K 








MANAGERS and_e assistant managers 


needed by Alpert’s with stores located 
in Elmira, Corning and Cortland; we're 
expanding; if you’re looking for a rea] 
future, write full qualifications in con- 
fidence, age, starting salary desired and 
draft status, at once; here’s a real op- 
portunity for you. Write to Edwin 
Freed, care Alpert’s, Elmira, N. Y 








SALESMEN wanted for Midwest and 


Pacific Coast territory; well known 
manufacturer’s line of rings and mount- 
ings; lucrative, long established agec- 
counts; commission and drawing ac- 
count; full house cooperation; splendid 
openings for ambitious salesmen look. 
ing for permanent connection with re- 
liable manufacturer. Reply in care of 
department “X.’’ Goodman & Co., 42 
W. Washington St., Indianapolis 4, Ind. 





SALESMAN with retail jewelry store 
following, by leading emblem line 
manufacturer for Southeast terri- 
tory, including Maryland, Virginia, 
North and South Carolina, Georgia, 
Alabama, Florida; non-conflicting 
side line permitted; give complete 
information of experience; replies 
strictly confidential. Address “F., 
1119,” care J C-K. 





SALESMEN wanted for 1953; our line 


consists of four small trays of engage- 
ment and wedding ring matched sets, 
diamond dinner rings and men’s diamond 
rings; territory outside of New York 
and South open; we want men who 
cover the small retail jeweler; we give 
liberal dating and liberal commission, 
and have no objection to non-conflicting 
side line: details in first letter, please. 
Address “B., 1085,” care J C-K. 


——————— 





SALESMAN; leading manufacturer of 


gold rings desires the services of an 
energetic representative to cover 
Mid-Western territory with an estab- 
lished line; must reside in Chicago; 
experienced in selling jewelry manu- 
facturers, jobbers and wholesalers 
preferred; outstanding opportunity 
for substantial income. Address “V., 


1109,” care J C-K. 











SALESMAN wanted; large manufacturer 


of popular priced line of silver plated 
hollowware, is open for good represen- 
tation for the States of Texas, Louis!- 
ana, Tennessee, Oklahoma, Alabama, 
Mississippi and Arkansas; only those 
who have a following and can produce 
results need apply; drawing account or 
commission basis; no objections to one 
or two side lines. Address “G., 991, 
care J C-K. 
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— 


SALESMAN, with largest credit jewel- 
er; must have full knowledge of 
credit selling; excellent opportunity ; 
permanent future; write giving full 
qualifications, experience, references 
and salary expected; this is a top 
salaried job for the right man; will 
pay transportation for interview. 
Dales Jewelers, Inc., P. O. Box 1371, 
Shreveport, La. 





TOP flight watch salesmen to travel the 
States of: one, Ohio, Michigan, Indiana, 
Kentucky, and Illinois (with the excep- 
tion of Chicago) ; two, New York (with 
the exception of New York City) and 
Pennsylvania, for nationally advertised 
quality watch, with exclusive technical 
features (retailing at $71.50 and up); 
commission 10%; must travel by car. 
Reply to Box “V., 1077,” care J C-K 
with complete references (to be held in 
strict confidence). 





SALESMEN wanted; must have experi- 
ence and some following with retail 
jewelers; one for Ohio, Indiana, IIli- 
nois, Kentucky and Pennsylvania; 
one for Minnesota, Iowa and States 
West; one of the largest outstanding 
lines of mounted diamond rings, dia- 
mond wedding rings; liberal com- 
missions and drawing account; ex- 
cellent opportunity. Address “P., 
1127,” care J C-K. 





» 


OPPORTUNITY for jewelry salesmen, 
with following and contacts in specific 
territories, to take on line of a well 
established manufacturer who is ex- 
panding distribution to include jewelry 
stores; outstanding line of quality de- 
signed, hand wrought gold and silver 
plate metal specialties including boudoir 
accessories, wall and mantel clocks and 
picture frames; men selected will have 
benefits of extensive advertising and 
promotion backing, plus generous earn- 
ing possibilities. Room 903, Flatiron 
Bldg., 175 Fifth Ave., New York 10. 





SALESMAN for Middle West; oppor- 
tunity to connect with a manufac- 
turer of one of the country’s accept- 
ed and most progressive advertised 
lines of gold mountings and wedding 
rings to match, gents’ mountings; 
we are seeking a top-notch man 
only, with extensive experience and 
following among wholesalers and 
chain stores; replies confidential. 


Address “‘N., 492,” care J C-K. 





TOP SALES JOB open; experienced 
jewelry salesman to cover New York 
State; one of our most productive sales 
territories is now open to the right man; 
high earnings assured; this man must 
know territory and accounts; this ter- 
ritory, all of New York State, with the 
exception of New York City, was previ- 
ously covered for us by the late Charles 
Stewart; no personal interviews until 
after we have received a fully detailed 
letter of application; all replies will be 
held in strict confidence. Write Sales 
Manager, Flex-Let Corporation, 580 
Fifth Ave., New York 19, N. Y. 


ee 





SALES openings; a foremost manufac- 
turer of sterling silver hollowware 
has openings in several territories 
for top-notch salesmen with strong 
following, selling department stores, 
jewelers and better gift shops; this 
is not just another hollowware line 
but a highly styled specialty one; 
other non-competitive line permit- 
ted; commission basis; open terri- 
tories in South, Southwest, Mid-west, 
Far West and Northwest; all com- 
munications confidential. Address 


“M., 1090,” care J C-K. 


For Sale 


Stores, Stocks and Businesses 











FOR SALE; leading jewelry store in 
Western Pennsylvania city of 25,000: 
can reduce stock. Address “R.D., 1091,” 
care J C-K. 





MODERN, established, 100% location, New 
Jersey ; leading sterling and watch lines; 
good repair income; bargain; $15,000 
ix all. Address “J., 1122,” care 





MODERN jewelry store, Western Pennsyl- 
vania; excellent location, good lease, low 
rent; all major lines; clean stock; can 
be reduced; $15,000. Address “M., 
1041,” care J C-K. 





FLORIDA store, in lively coast city, long 
established; fixtures and equipment $5,- 
000; merchandise inventory $15,000; 
free good will; real opportunity. Ad- 
dress “D., 1017,” care J C-K. 





BETTER type, old established jewelry 
store, shopping center Brooklyn, N. Y.; 
completely renovated; reasonable rent; 
price, $4,500. Provident Diamond Co., 
48 Flatbush Ave. 





JEWELRY repair, special order shop; 
setting, engraving, for the trade and 
private customers; located one of largest 
_—— Address ‘‘M., 1068,’’ care 





FORCED to vacate; fixtures, stock and 
tools less than two years old; will sacri- 
fice $4,300 worth for $3,000 cash; other 





interests. R. . Lyons, 1231 Aloha 
Lane, Clearwater, Fla. 
JEWELRY store, central Texas, good 


town, top location, clean stock, name 
brands, good lease, large room, beauti- 
ful windows; reason for selling, age. 
Address “P., 944,” care J C-K. 





ESTABLISHED modern jewelry store in 
Huntington Park, California; good in- 
dustrial town, six miles from Los An- 
geles; terrific deal; only $15,000 stock 
Oe: : Address “A., 1013,” care 
s Com. 





JEWELRY store; attractive, low rent, 
established 1929, good location; large 
manufacturing plants within three 
miles; plenty repairs; low inventory. 
= Jewelry, 17831 Euclid, Cleveland, 
Ohio. 





WATCH and jewelry shop; California 
coastal town, 12 miles from Los An- 
geles; ideal climate, low rent, lease; 
well established; carrying leading 
brands watches, jewelry, gifts, etc. Ad- 
dress “K., 1029,” care J C-K. 





ESTABLISHED jewelry store in Cali- 
fornia ; leading watch and sterling silver 
franchises; approximate price $20,000; 
take possession February 1, 1953; rea- 
son for selling, wish to retire. Address 
“A., 1134,” care J C-K. 





JEWELRY store for sale; due to ill 
health I must sell my store; very mod- 
ern and well established; selling price 
very reasonable. Michael Mignella, 
Santa Fe Time Inspector, 135 N. Cortez, 
Prescott, Ariz. 





LONG established jewelry engraving and 
trophy business; small stock jewelry; 
owner retiring; Northern New Jersey; 
low overhead ; trade and private custom- 
ers; wonderful opportunity for right 
man. Address “K., 1099,” care J C-K. 





JEWELRY store, located 60 miles from 
New York City: 22 years at present lo- 
cation; low rental; good location; would 
consider selling entire stock and fix- 
tures; retiring from business. Address 
“N., 1069,’’ care J C-K. 





JEWELRY store, Southern California; in- 
ventory and accounts receivable approxi- 
mately $14,000, fixtures $3,000; yearly 
gross $30,000, or more; good lease; 
Hamilton franchise; leading brands 
only; clean stock; sell account illness. 
Address “N., 1126,” care J C-K. 





FOR SALE; modern air-conditioned 
jewelry store, cash and credit, in pro- 
gressive Texas city of 100,000, near 
Army installations; can be closed be- 
fore holiday business season if desired ; 
owner retiring from jewelry business; 
long lease available. Address “J., 1060,” 
care J C-K. 





ESTABLISHED jewelry store on fast 
growing Long Island; 100% location, 
near bus stop and railroad station; rea- 
sonable rent; wonderful opportunity for 
watchmaker and wife; more repairs 
than one man can handle; fixtures, 
materials, watchmaster and stock under 
$10,000 ; personal reasons for selling. Ad- 
dress “J., 1034,’’ care J C-K. 





WILL sacrifice; owner desires to close 
out suburban store, Southern city; will 
sell store complete or sell merchandise 
consisting of watches, watch bands, dia- 
monds, lighters, jewelry, gifts, etc. ; mer- 
chandise value, approximately $7,300; 
fixtures $1,200; all reasonable offers will 
receive consideration. Address “R., 
1072,” care J C-K. 





FACTORY for sale, because of illness; 
I. S. Manufacturing Co., 83 Canal St., 
New York, selling out; established 
jewelry business fully equipped for 
manufacturing; a complete casting de- 
partment, stamping, rollers, polishing, 
molds, models, plus many other articles 
which cannot be described; could be 
sold complete or by pieces. 





FOR SALE; first class jewelry store, 
in fastest growing desert town in 
Southern California; payroll $34,- 
000 per month; excellent sales and 
repairs ; fixtures and inventory about 
$9,000; must sell within one month; 
other interest; wonderful climate; 
act fast. Address “‘R., 1045,’ care 
J C-K. 


(Continued on page 228) 
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FOR SALE—Continued 








PAWN shop, established 30 years, in 
State of North Carolina, population 75,- 
000; complete stock diamonds, watches, 
jewelry, luggage, musical instruments, 
shot guns, clothing, silver, sterling and 
plated; reason for selling, on account 
of owner’s health; store 100 ft. long, 
has upstairs and basement, same size 
as store. For full information write 
““T., 1129," care J C-K. 





MODERN jewelry store, small Georgia 
town; top silver, china lines; Gorham, 
International, Reed & Barton, Lunt; 
Haviland china; Tiffin, Fostoria, Heisey 
crystal; good credit business; more 
watch repair than one man can do; will 
reduce stock to your pocket book; pres- 
ent stock and fixtures $20,000. Address 
“B., 1113,” care J C-K. 





FOR immediate sale; here is an oppor- 
tunity of a lifetime; beautiful, modern, 
long established cash and credit jewelry 
store in Long Island; large, well equip- 
ped, established 1929; all lines; inven- 
tory approximately $35,000; owner has 
other interests; must sell; attractive 
proposition ; ideal addition to any chain; 
all replies confidential. Call Newtown 
9-7619 or address “K., 1037,” care J C-K. 





FOR SALE; established, newly remodeled 
jewelry store, 100% location, long term 
lease, doing over $100,000 annually ; 
shopping center for 150,000 people; has 
always been cash store, high class 
clientele, have leading lines; located in 
Eastern Seaboard State, not near large 
cities ; brokers need not apply: must act 
quickly, retiring. Address “N., 1103,” 
care J C-K. 








For Sale 


Teols, Equipments 








USED tools, benches, lathes, cleaning ma- 
chines, staking tools, etc. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 





ENGINE turning and brocading machines, 
set up for production work for gold 
jewelry or jewelry novelties: excellent 
condition. Write, Box 867, 221 W. 41st 
St., New York. 





FIXTURES; two, wall cases 13 ft; three, 
12 ft; two, 10 ft; one, 17 ft: one, horse- 
shoe case, 10 ft; four, show cases, 10 ft; 
two, 9 ft and two, 8 ft; all fixtures are 
hand carved solid mahogany; they are 
old, but are in excellent condition; will 
sell all or part at a sacrifice. Wm. 
Schweigert Co., Augusta, Ga. 








Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





LOUIS LENHOFF, auctioneer, sales 
coast to coast, 3010 W. Chicago 
Blvd., Detroit 6, Mich. Phone: Tyler 
6-0439. 


HIGH class costume jewelry manufac- 
turer wishes connection with reputable 
jobbers to work with exclusive line of 
costume jewelry. Address ‘“H, 992,” 
care J C-K. 





PARTNER wanted, with capital, by 
New York manufacturer of gold 
rings and mountings; established, 
going business. Address “H., 1022,” 
care J C-K. 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
5200 Blackstone Avenue, Chicago 
15. 





AMERICA’S foremost jewelry auction- 
eer; an auction service for jewelers 
who care; over three million in ac- 
tual cash results for 24 jewelers. 


Thomas J. Faussett, Howell, Mich. 





M. C. MAXWELL, exclusive jewelers’ 
auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
Phone 5-2920, Res. 4-7231, 1429 
Boardwalk, Atlantic City, N. J. 


sep 





Be en 


PARTNER wanted to operate leading 
jewelry store in 100% location, on Lin- 
coln Road, Miami Beach; will sell 50% 
interest; I can no longer operate busi- 
ness myself, due to ill health. Address 
“EF 1094,” care J C-K. 





NEW YORK diamond merchant of 
highest integrity and _ reputation, 
familiar with best sources of supply, 
seeks connection with out-of-town 
firm, to act as buyer or partner. Ad- 


dress “V., 1131,” care J C-K. 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 35. 





COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 








AUCTIONEER; 10 successful sales 
conducted in 1951; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 





ATTENTION Mr. Jeweler; want to sell 
out, reduce stock, raise cash, removal, 
remodel. Robert E. Jones Sales Co., 
Auctioneers, flat sale conductors; we 
buy, we conduct sale for you. Phone 
KE 1-8683, Cleveland, Ohio. 25 years’ 
experience in over 500 stores. 


SAMUEL GANSBERG will buy your gy,. 
plus or entire stock and fixtures o> 
estates for cash; my direct outlet ep. 
ables me to pay you higher prices; ban, 
and trade references of the highest 
character. Write, 15-17 Maiden Lane 
New York. Telephone Rector 2-5928 ” 





a. 


IMMEDIATE cash for diamonds, watches 
(new or used), sterling, antique pieces 
or anything of value; your whole storg 
with or without fixtures; we have up. 
limited cash for this purpose; write 
wire or call at our expense; references: 
Jewelers Board of Trade; shipment hel 
for your approval of payment; since 
1919. Harry Elkins & Co., 59 E. Madi. 
son St., Chicago 3, Ill. Randolph 6-7399 








MIDWEST town of 80,000 with trad. 
ing area over 250,000; location 
100%, next to department store 
and across from dime stores; desir. 
able lease for “live-wire” credit 
jewelry operation; town is ripe, little 
competition; alley corner 20 x 120, 
plus basement and second floor; 
available January 1, 1953. Address 
“P., 1117,’ care J C-K. 





ee 


WILL pay cash to any established 
jeweler, dollar for dollar, for stock 
and fixtures, or will conduct auction 
sale for you and finance any neces- 
sary funds needed for a successful 
sale; our long record in conducting 
auction sales is well-known in the 
trade. Louis Colmes, 637 Seranton 
Ave., Lynbrook, N. Y. Tel.: Lyn- 
brook 3-8044. 





CASH for you immediately; R. A, Zan- 
* one & Co. will solve your problem 
by paying cash for your store now, 
or conducting a successful auction 
or flat sale; more than 25 years’ 
experience; your reply held in strict 
confidence; references; Dun & 
Bradstreet Union & Planters Na:- 
tional Bank & Trust Co., Memphis, 
Tenn. Write, wire or phone today. 
R. A. Zanone & Co., 110 Madison 
Ave., Memphis, Tenn. Phone 5-0660. 





WANT to sell out, raise cash, reduce 
stock, ete.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones 
Plaza 8-2110-2111. 


—oOO | 








DO YOU need cash; examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished this 
amazing result for over 200 jewelers 
in the past two years alone; their 
thankful letters are in our files for 
your inspection. Wire, write or tele- 
phone, Manny Silverman, of Silver- 
man Sales Enterprises, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
Pl. 7-4693. 


ae 
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BUSINESS OPPORTUNITIES—Cont. 

1 AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and 
sold over 100 stores in my 40 years 
of business; all correspondence held 
in strict confidence. Herman Kim- 
mel, 48 W. 48th Street, Room 1309, 
New York, N. Y. 




















CHANCE of a lifetime; complete factory 
servicing facilities for the restoration, 
manufacturing and replating of silver- 
ware, aiso for special order jewelry 
manufacturing, restoration and refinish- 
ing; jewelry, mountings, watches and 
some silver sales in section of modern 
air conditioned plant building; beautiful 
gift shoppe and modern living quarters 
separate ; silversmith has séparate build- 
ing also; three buildings in all on prop- 
erty 100 x 150 feet; will sell or lease 
part or all to responsible, interested 
party; should be of special interest to 
one who is thoroughly familiar with 
silver restoration work, who is a com- 
petent estimator; diamond remounting 
is also an important factor; established 
34 years in San Fernando Valley; this 
is the Southwest’s finest and most com- 
plete servicing institution; important 
mail order business; available January 
1, 1953, owner retiring; correspondence 
invited. Dibbern’s ( a shop in a garden) 
211-13 So. Glendale Ave., Glendale 5, 
Calif. 
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Wanted to Purchase 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





WANTED; jeweler’s wall type, 5 x 7 
copying camera; kind made years 
ago in Chicago. Felix B. Vollman, 
15 W. 47th St., New York City. 





REPEATER pocket watch; must be in 
A-1 working condition, with loud, slow 
chime. Write to Richard L. Bloch, 200 
ba F een St., Baltimore 1, Mary- 
and. 





ESTABLISHED jewelry, top location, in- 
dustrial town in lower Great Lakes 
area; will buy outright, or 51% and 
operate fast-track installment credit 
store. Address “F., 1058,” care J C-K. 





IF you have a store or stores for sale, at 
a fair price, located in the Southeast, 
we are interested in buying; all infor- 
mation confidential. Address “R., 168,” 
care J C-K, 





CASH for watches, movements, solid gold 
cases, watchmakers lathes, motors, 
cleaning machines, timing machines, 
staking tools, ete. T. D. Sweazey, 2018 
W. North Ave., Chicago 47, IIl. 


a 





WILL purchase for cash, an established 
cash or credit store located in North 
Carolina or neighboring States; must 
have possibilities for an active promo- 
tion minded individual with successful 
background; replies confidential. Ad- 
dress “G, 769,” care J C-K. 





WATCHES wanted; all brands, any 
quantity; highest market spot cash 
prices paid; we buy surplus jewelry, 
rings, diamonds, etc., correspon- 
dence invited; references; Houston 
National Bank, Houston, Texas, 
Dun & Bradstreet, Inc. Diamond 
Jewelry Co., 6th floor M&M Bldg., 


Houston 2, Texas. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames, gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest prices; 
we send you a check at once and 
hold shipment intact for your ap- 
proval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jeweler’s Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 





WE’LL buy it; lock, stock and barrel, 
or part, if you wish, providing, of 
course, that it’s jewelry and belongs 
in a jewelry store; what’s more, 
we'll pay cash for it without hem- 
ming and hawing; wire or write your 
proposition or call. Ref.: Jeweler’s 
Board of Trade, Dun & Bradstreet, 
Manufacturers Trust Co., N. Y. 
Frank Pollak & Sons, since 1905, 
72 Bowery, New York, N. Y. Phone 
Canal 6-2854. 








Watch Work, etc., for 
the Trade 








WATCH repairing for the trade, price list 
and reference upon request. M. J. Gallo, 
922 N. Plum St., Lancaster, Pa. Tele- 
phone 2-3788. 





SPECIALIZING in repairing chronographs 
and all types of watches; all watches 
timed by the Watchmaster; guaranteed 
service; I. Altay, 22 W. 48th St., New 
York 19, N. Y. 





BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; prices 
on request; mail orders invited; David 
Migdal & Co., 109-B Summer St., Tel. 
Hu 2-9547. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





KNOW your vibrator; mail direct; 
same day service; economical, de- 
pendable, vibrating service. Hair- 
spring Vibrating Co., 406 32nd St., 
Union City, N. J. 





RELIABLE watch repairing within one 
week; Watchmaster accuracy guaran- 
teed ; pearl restringing within two days; 
good fast service for out-of-town ac- 
counts. Fred Lowey, 48 W. 48th St., 
New York 19, N. Y. 





TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs, and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 











Special Order Work and 
Repairs for the Trade 





ALL style beads restrung, plain or 
Knotted; prompt service; reasonable 
prices. Mrs. Helen Ek. Stump, 202 State 
St., Shillington, Pa. 


PHOTOGRAPHY, on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 


PEARL and bead restringing; plain, 
knotted, simulated, cultured; quality 
work at lower cost, 35¢ up; mail orders 
promptly filled. Rubee, 68 Nassau St., 
New York 38. 














EASY profits; ring stone replacements; 
send the ring we will furnish the stone 
and have it set; also Titania and Opal 
loose or mounted. Ace Lapidary Co., 
Jamaica, N. Y. 


PEARLS and beads restrung, Knotted, 
woven; rosaries repaired, refinished; 
right prices, prompt service, monthly 
billing; we specialize on mail orders; 
our business is nation-wide. Woodman’s, 
55 B. Eddy St., Providence, R. I. 








WITH increased facilities, we can serve 
additional number of jewelers with 
special work, from small repairs to 
large special designs, matching heir- 
loom or antique jewelry. Oscar 
Caplan & Sons, 207 W. Saratoga St., 
Baltimore, Md. 


STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge emblems encrusted and 
engraved; coats of arms; mono- 
grams and initials; military insig- 
nias; fraternal emblems; _ stone 
cameos up to 50 mm size; onyx 
crosses; special jobs invited. Braun- 
feld & Mehlman, 108 Fulton St., 
New York City. 


COLORED STONES; direct importers 
at your service; replacing, recutting, 
encrusting, repolishing, drilling; 
specializing in diamond melee, Ru- 
tile (Titania), all sizes; cameos, all 
colors and sizes; also cultured 
pearls, genuine pearls, synthetic all 
colors, sizes and shapes; genuine 
rubies, sapphires, emeralds, ame- 
thyst, topaz, etc.; servicing the 
jeweler for over 35 years. Max 
Stern & Co., Inc., 17-23 John St.. 
New York 38. 














To Let 


_—— 











FOR lease in Phoenix, Arizona; clean, 
second floor space in center of town, 
with large safe, suitable for trade shop, 
wholesaler or factory representative; 
oe! a Address “K., 1027,” care 








Miscellaneous 





WATCHMAKERS’ JOURNAL: contains 
valuable information for watchmakers 
and students ; $1 year; sample copy 20¢. 
Dean Co., 7% N. Atlantic Avenue, Day- 
tona Beach, Fla. 
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BOOKS.... 


Our book department offers the following list of selected works pertaining to 
the JEWELRY and KINDRED TRADES, subject to editions being ‘in print’’ at the time 


orders are received. We can supply titles from leading publishers. 


quoted are net. No accounts opened for book purchases. 


anywhere in the United States. 


All prices 


Books sent post-paid 


For the Gem Expert, Connoisseur and Student of Gemology 
























GEMS AND GEM MATERIALS $6.00 STORY OF THE GEMS $4.00 GEMSTONES $8.50 
Drs. Kraus & Siawson H. P. Whitlock G. F. Herbert Smith 
A KEY TO PRECIOUS STONES $3.50 STORY OF DIAMONDS $1.85 POPULAR GEMOLOGY $4.75 
L. J. Spencer A. C. Austin and Marion Mercer R. M. Pearl 
GETTING ACQUAINTED WITH MINERALS $4.50 FAMOUS DIAMONDS OF THE WORLD 2 OE oa 
George L. English Robert M. Shipley . 
THE ART OF THE LAPIDARY $6.50 
REVISED LAPIDARY HANDBOOK $3.00 | HANDBOOK OF GEM IDENTIFICATION $5.00 Francis J. Sperisen 
J. H. Howard Richard T. Liddicoat, Jr. PROPERTIES OF GEM VARIETIES OF 
A ROMAN BOOK ON PRECIOUS STONES $6.75 GEMTESTING - $5.00 MINERALS $4.75 
Sydney H. Ball B. W. Anderson, B.Sc., F.6.A. Edward Wigglesworth 
For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 
JEWELRY MAKING & DESIGN $8.95 METALCRAFT AND JEWELRY $3.95 3,033 RETAILING IDEAS $3.95 
Rose & Cirino Emil F. Kronquist Emanuel Lyons 
JEWELRY REPAIRERS’ HAND-MADE JEWELRY 3.00 
‘ . ag a _ PRINCIPLES OF ELECTRO PLATING AND ray erste . 
JEWELRY DESIGN AND APPLIED DESIGN $25.00 ELECTRO FORMING $6.50 — sEWELRY GEM CUTTING & METALCRAFT $4.50 
C. A. Jakobb Blum & Hogaboom W. T. Baxter 
JEWELRY AND ENAMELING $4.25 TESTING PRECIOUS METALS $2.50 ENAMELLING ON METAL $3.00 
_ METAL WASTES ne ners 
WASTE $6.00 THE PREPARATION OF PRECIOUS &ND 
C. M. Hoke THE JEWELERS’ DICTIONARY $6.00 OTHER METAL WORK FOR ENAMELLING $3.00 
ART yee AND LETTERING (New Second Edition) H. de Koningh 
oe THE TRADE MARKS OF THE JEWELRY & 
(Special 18th Edition—Paper Cover) $2.50 GEMS AND JEWELRY TODAY $10.00 «= TRE TRADE MARRS UF tir Jeweini 
19th Edition—104 Pages—Hard Cover $6.00 Marcus Baerwald and Tom Mahoney KINDRED TRADES (New 6th Edition) $7.50 
For the Skilled Watch and Clock Maker, the Apprentice and Student 
PRACTICAL BALANCE AND HAIRSPRING HOROLOGY $4.50 KNOW THE ESCAPEMENT (New Edition) $5.00 
= ee J. Eric Haswell, F.B.H.I. Barkus Watchmakers 
- Jd. AieINIEIN 
muss . r Arie Fo eee, MODERN CLOCK $4.95 MODERN WATCH, REPAIRING & ADJUSTING $3.00 
- do. NieNIEIN 
PRACTICAL NOTES FOR THE WATCHMAXER $3.50 MODERN METHODS IN HOROLOGY $2.50 
ee en tong HOROLOGISTS $5.00 (French-English Edition) Grant Hood 
$6.00 G. A. Berner THE WATCH REPAIRER’S MANUAL $6.00 


SCIENTIFIC TIMING 
Charles Purdom 


KEYSTONE WATCH REPAIR RECORD BOOK $2.75 


WATCH ESCAPEMENTS $3.50 
Dr. James C. Pellaton 
THE SCIENCE OF CLOCKS AND WATCHES $5.00 


(2nd Edition) 
A. L. Rawlings, Ph.D. 


PRACTICAL WATCH REPAIRING $5.00 
Donald De Carle 
PRACTICAL COURSE IN HOROLOGY $2.75 
Harold C. Kelly 
INTRODUCTORY COURSE 
ON CHRONOGRAPHS $2.50 


Henry B. Fried 


CHRONOGRAPH WATCH REPAIRING— 
ESEM-BL-0-GRAF LIBRARY OF 24 FULLY 


ILLUSTRATED BOOKS 
Five per cent discount 

Monthly Payment Plan 

and 15 days free exa 


On Silver for the Jeweler, Collector and Antiquarian 





THE SILVERSMITH’S MANUAL $4.50 
Bernard Cuzner 
ENGLISH SILVER (1675-1825) $5.00 


Stephen G. C. Ensko and Edward Wenham 


THE PRACTICAL BOOK OF AMERICAN SILVER $6.00 
Edward Wenham 


OLD SILVER, ENGLISH, AMERICAN AND 
FOREIGN 


S. B. Wyler 


paeenl List Price $150.00 

for cash. Also sold on 
. Write for further details 
mination offer. 


THE STERLING FLATWARE PATTERN INDEX 





1951 Edition 
Without Binder 
With Leather Binder 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd Street, New York 17, N. Y. 


Check or money order must accompany all orders. Do not send cash. 


$15.00 
$20.00 


Prices subject te change without notice. Ne books sent en approve). 
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Chad Ja aeclueioms+. 


“A" FOR ATTITUDE 
Big, black and damp, imbedded in the fibers of the 


front pages of America’s newspapers on November 5th 
will be the name of our next President. 

As this is written, no one can any more than guess 
whose name it will be. 


Of one thing we can be reasonably sure and that is 
that no paper will try to stage a clairvoyant scoop by 
putting out editions heralding the victor, with nothing 
more as a basis than a hunch. There were too many em- 
barrassed publishers four years ago whose papers carried 
the “news” of Dewey's election. 

This could have a significance beyond the indicated 
closeness of the presidential election. To us it seems tu 
be suggestive of the present general trend to the con- 
servative. This is indicated every time a business man 
admits that things are “O.K.” but that “he can’t feel 
sure of the future.” 


Now the mood of the business fraternity is never in 
the form of a stylus in a groove, it is more in the nature 
of a pendulum swinging between the extremes of (usually 
unjustified) optimism or pessimism. In making these 
swings, however, it must pass through the center of the 
arc—a period which is characterized by the awareness, 
the alertness, the studiousness, in short the conservative- 
ness of the businessman. 


It is while he is in the atmosphere of this area, that he 
formulates plans for the future which are solid and of a 
nature that can be altered up, down, right, or left—to 
follow any direction the general economy moves in. 

Therefore, the present “concerned” attitude of most 
men in business is not depressing—it is highly encour- 
aging. With this attitude they may be saving themselves 
and others from an embarrassment similar to that suffered 
by the boy whose experience was reported in a United 
Press release of October 16. The boy, Alex Jones, is 17. 
A high school football player, he crashed head first into a 
steel goal post. 


When he regained consciousness the coach asked him 
how it happened. 

“T run faster with my eyes shut,” said Alex. 

Like Alex, all of us run faster with our eyes shut; but 
when we do, we are relying on our memory and banking 
on good luck. Remembering the Korean buying spree 
when merchants ran themselves blindly headlong into 
immovable inventories, we feel encouraged by the cur- 
rently cautious attitude of businessmen. 

It is timely. It will prove for the best—regardless of 
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the name of our next President or the direction business 
takes during the coming year. 


ADD TO "SMALL COMFORTS" 


A recent Dun & Bradstreet report reveals that the ratio 
of failure among retailers is lower than that among 
wholesalers or manufacturers. (Remember, though, there 
are always too many manufacturers, wholesalers and 
retailers. Only the wide-awake survive. ) 


SELF DISCIPLINE IS SELF-IMPROVEMENT 


What kind of a score does the jewelry industry rack 
up on Honesty-in-Advertising ? 

The Better Business Bureau recently revealed that in 
1951 they handled 7555 complaints involving jewelry. 
This compares with 3121 for food stores. Is it possible 
that the reason for the limited number of food store com- 
plaints (in spite of their tremendous number of trane- 
actions) is the constant Government surveillance under 
which they operate? 

Honesty in a retail jewelry business should not be a 
flexible policy, functioning one day and inoperative the 
next. We don’t bathe only when we expect to be exposed 
on the beach. Nor do we only clean house when com- 
pany is expected. Neither do we behave only when a 
policeman is around. | 

Because personal pride and self-discipline are still | 
profitable virtues, it is gratifying to read the message 
being given to jewelers’ groups throughout the country | 
by Irving J. Wolfgang, President of the National Jewelers’ 
Association. 

The theme of his talk is, honesty and integrity in the 
jewelry industry. He cites practical examples of how a | 
croup of jewelers in one city banded together for the — 
purpose of self-regulation to eliminate wild advertising | 
schemes and trade practices which destroy public con 
fidence in the jeweler. 

We cannot let his efforts pass without commendation— 
and a word of advice to other jewelers in other towns to | 
study the long range advantages of establishing similar 
cooperative, self-regulating efforts in their own com-— 
munities. 


THE JEWELERS’ CIRCULAR-KEYSTONE — 
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a For complete details, please turn inside to PAGE 26 
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